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available in 1/20 12K Gold Filled or Sterling. So new your wholesaler may not yet have them, so 


SEND US YOUR ORDER, AND GIVE US YOUR WHOLESAL 
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No. 2154/7 
7 stone cluster 











No. 1257/7 
19 stones, large high center 








In these exquisite rings we have preserved the 
true spirit of the Early American jewelers’ art. KON-ITE 
Early American Reproductions are made in exactly the same 
manner as the originals, cast in one piece of 14K solid gold, 
with unusually massive tops into which precious stones can 
be set with absolute safety and assurance against loss. 


Pictured here are three of a large selection of styles in 


stock for immediate delivery. They may be purchased unset A S A U E R & C O 


as shown or, upon order, complete with stones to suit the 
KONITE BUILDING 


Cincinnati 2, Ohio 


customer’s taste and price range. Earrings available to match. 


Brochures showing 17 designs will be sent upon request. 
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Volume CXX Number 2 


The Cover 


There's an interesting story con- 
cerning our cover idea this month. 
(See the first item on Page 99, 
this issue.) The whole idea is to 
accent the importance of getting 
your customers thinking about 
Christmas early and thereby get- 
ting a head start on your gift 
selling season. 
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Marce brings to the 
new WBO collections a 


unique flair for creating 


jewelry that is as supremely 


different as it is elegant 
... These pieces are 
executed completely, from 
inspired origination to 
glamorous finish, in the 


WBO plant under a 


single supervision. 


CREATORS OF GOLD 6 PLATINUM JEWELRY AND WATCH CASES 
ENJOYING THE CONFIDENCE OF THE INDUSTRY 
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The urge to buy starts with the eye 








\W/14K GOLD FILLED 


Look for this stamp on the outside of the case 
when buying watches. It tells at a glance the qual- 
ity of the case. It is also your assurance that the 


fine movement has the protection of precision case po 


craftsmanship... plus the distinctive beauty for 





which Wadsworth is renowned. 














> 1889 2 1949 <— 
hone aaa WATCH CASES 
YEAR 
— designed to custom-fit fine watch movements 





In the same fine tradition ... beautiful, nationally advertised WADSWORTH POWDER CASES 
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for ring mountings! 


When you buy K &B products, you receive 
top quality merchandise that reflects the highest 


standards of skilled manufacture, the result 
Matched Set with 


K & B “SNAP-ON ; 
of over twenty-five years experience. Our 


DUAL-LOCK” 
157 / 470 21/35 
44056/223 », versatility in the mounting and ring finding 
| field has earned us the reputation as 
“The Source of Supply” in the Jewelry Industry. 
For Quality 
‘Make it a point 
to ask for 
.DIE-STRUCK 








RING MOUNTINGS” 


THE LEADING RING FINDING MANUFACTURERS 
We sell exclusively | 
to manufacturers and wholesalers 3 C ‘ Ne 


| alevidlciertirbdilaial aa ae 
188 WEST FOURTH STREET “NEW YOBK, JAM ¥ 
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They ve got the eye-appeal that sparks an impulse-to-buy .. . 


A few of the best sellers 


inthe geaular 0060 tine They ve got the durable, lasting beauty that invites your customers 
aedenerauene. to “Come again!”’... That’s why Simmons Quality Gold Filled 
guieeciieseumentans Jewelry is favored by jewelers and customers alike... 
aera stipe a Illustrated are a few of the fast-selling items in the Simmons 
4. Se adentoeal amma Ladies Line. It’s a line you'll stock, promote 


earrings set with 
fascinating colored stones. and push — for profits S cal 
today... and tomorrow! M . ; bh 


COMPANY, ATTLEBORO, MASS. 


MAKERS OF SIMMONS CHAINS « SOILD THROUGH AUTHORIZED WHOLESALE JEWELRY DISTRIBUTORS 
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J eo 8 sought by many, vel 


attained by tew. The prestige of Reed and Barton silverware 
has been painstakingly earned through a century and a quar- 


ter of superior craftsmanship and skill. 


Down the years, each fine piece, each new design has added 
its own lustre to our ever-growing reputation lor integrity, 


progress, and leadership. 


In beautiful homes the world over, Reed and Barton silver- 
ware is used with the appreciation accorded most precious 


family possessions. 





Silversmiths for 1235 Years 


Taunton. Mass. 
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GAIN the wonderful story of 
Peggy and Jim will guide the 
thoughts of millions to Hamilton watches. This year, the 
impact of these award winning full-color advertisements 
will be strengthened when the advertisements, ‘““To Peggy”’ 
and ““To Jim’’, actually come to life on televiston! Never 
before has Hamilton been able to bring this poignant 
story so vividly into the home. Now, many will know 
Peggy and Jim as real people—like the couple next door. 

This extra promotion for Hamilton watches can’t fail 
to build up tremendous consumer demand. In 13 national 
magazines alone there will be a total of 72 million 
Hamilton messages. Add to this the 2 million television 
receivers across the country that will carry the story of 
Hamilton watches 3 times a week for 4 weeks—a sales 
story that can be seen, heard and remembered by your 
customers. 

Then too, a special style campaign will feature the 
beauty of Hamilton watches. This campaign in Vogue, 
Harper’s Bazaar and the New Yorker will appeal to the 
lover of beautiful Hamilton watches. 

In this year-end peak buying season Hamilton is telling 
the story of America’s Fine Watch to millions of people— 
by word, by voice and by personality ! This new technique 
in fine watch advertising will bring you more Hamilton 
customers— and a Hamilton customer isasatisfied customer. 


HAMILTON WATCH CO. e LANCASTER, PA. 


HAMILTON 


THE FINE AMERICAN WATCH 
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BRISTOL SEAMLESS RING COMPANY « 7/1 
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“RING LEADERS’’ 
from OSBEE’s Line 





—. i 


3 bw 
* aactiaes 


(Feere 


(43 on BY b Gow ae 
Flashing one-carat Zircon, OO SS 
masculine and bold in . 


detail, handset in 10K 
gold .... . $1199 each 


(Keystone) 


(24x283) 


Graceful Cornelia Cameo, 
handset in oval shaped 
delicate 1OK gold mount- 


ing... .. . $1059 each 
’ (Keystone) 


(27x121) 


Synthetic Birthstone, 12 
colors. Delicately fashioned 
and handset in 10K gold 


..- » $1000 each 
(Keystone) 


Ostby & Barton® 


Cc .0 M P KX N FT 
“Ring Leaders’ Since 1879 


366 Fifth Ave., New York 1 
118 Richmond St., Providence 2, R. I. 
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STRADE MARK OF ONEIDA LTD. 
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Styled Kight by 
te 


1169/89—10!/, & II'/ ligne, 
6/OE, 6/OW. Dome, flat & 
pagoda crystals. 

1138/86—4 rubies & 8 rhine- 
stones in bezel. 10! & II'/ 
ligne, 6/OE, 6/OW. Flat & sun- 
burst crystals. 

1149R—Same as 1138/86 but 
round. 

1168/89—10!,, & II'/ ligne, 
6/OE, 6/OW. Dome, flat & 
pagoda crystals. 


We manufacture a complete line 
of rolled gold plate cases in all 
sizes. Also famous Elite Water- 


sealed Case. 


New Catalog on Request 


WATCH CASE CORP. 
150 Varick Street 
New York 13, N. ¥. 


In Chicago 
Katzman, 5 N. Wabash Avenue 
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Lovebright'’s 
Glamorous 10-DIAMOND DUO 


set in precious platinum 


Priced to retail $ , 
PROFITABLY at 


I 


Lovebright helps you to do more Diamond 
Business with these FREE sales helps! 


@ ‘Stop the Music" @ Free Point-of-Sale 
Radio Program Material 


© "Spin to Win” © Free Radic DIAMOND RINGS OF MASTERPIECE QUALITY 


Radio Program Transcriptions 
@ Free Wedding @ Free Diamond 
Alb Ri B ° a . . 
=n eo Nationally Advertised Diamond Rings, as Featured on 


—— ll ==" 1 re Dp T Ly E M U S gn 


@ National Advertising 
On your local ABC radio station every Sunday night. 


A. EDWARD FISHER & C0., ING. (carer 


Importers of Diamonds .. . Over 35 years of Service to the Trade New York offices 


for further details. 
580 FIFTH AVE. CE NEW YORK 18 


FOR NOVEMBER, 1949 











Only ELGINAs Mis wining 









Elgin Wins Fashion Academy Award 


Elgin won the Fashion Academy Award for “Exquisite 
charm and high fashion.”” No other watch has this sales 
appeal. Use it to help you sell more Elgins. 


Elgin’s Style Endorsed 
by Ameria’s “Best-D ressed”’ 


Elgin’s great new advertising campaign speaks to your 
customers in the words of many of America’s best-dressed 
men and women. No other watch has this endorsement. 





Elgin ’s DuraPower M ainspring* 


eliminates 99% of all repairs due to steel mainspring 
failures. No other watch in the world has such depend- 
able power for accurate timekeeping. — «patent pending. Made of “Blsiloy” meta 
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combmation lor bhristinas sales 


NEWSPAPERS — biggest, most dramatic newspaper cam- 
paign ever run by any watch company in such a concentrated 
period of time—large ads (generally three and generally in 
2-color) in 243 cities beginning in November, continuing 
through the very peak of the Christmas gift buying season. 


MAGAZINES — Again Elgin leads in mag- 
azine advertising—the nation’s best read 
magazines—16 of them with a combined 
readership of over 126 million. Beautiful, 
powerful advertising that sells Elgins. 














‘* 3 Cheha wale!” : 
eecis NIMs bond 


ELIZABETH. TAYLOR 






DISPLAYS —the outstanding display material in the watch 
industry. Special displays that help you sell other jewelry 
items in addition to Elgin Watches. Featuring “‘best-dressed”’ 
Elizabeth Taylor and Lou Boudreau. Be sure to use them. 





; attleeted by the 
Phil se Shang 
as “Al Americnn 
dest drexsed woman 











a Nig Rare ies he 
eee i Rancpe: 










ELGIN 
prong * ae . { 


PLUS every type of advertising aid for you to use locally 
—newspaper ads, radio spots and transcriptions, direct mail 
folders and cards, counter and window displays, outdoor 
posters and car cards, movies ... complete local campaigns. 








National Watch Company 


ELGIN, ILLINOIS 
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JEWELERS! 


Find out about the gold filled 
jewelry you sell. Ask your 
manufacturer or supplier. If it 
has a foundation of pure 
Nickel, it’s quality jewelry all 
the way through. 


Nickel 


66 TP 
... Your Unseen Frtend”’ 


EMBLEM OF SERVICE 

















feat mate 


THE INTERNATIONAL NICKEL 
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The best 
cold filled jewelry 
has a 








pure Nickel foundation 


“Quality” describes any piece of gold filled 


or rolled gold plate jewelry. 


“Top Quality” describes that same jewelry when it 


has a foundation of pure Nickel. 


For, it’s the Nickel foundation that backs up the 


surface layers of carat gold with solid durability. 


Nickel, like gold, resists corrosion by body acids. 
A pure Nickel foundation will never discolor 

the gold above ... and affords equal protection 
to the wearer’s skin. 

FLEX-LET CORPORATION says: 

“We firmly believe there is a definite and distinct difference 
between gold filled on a Nickel base and gold filled on other 


metals. We know through experience that gold filled stock on 


a pure Nickel base is the best possible material obtainable.” 


Mr. J. R. Storti, Executive Vice-president 


“THE GOLD IS FOR BEAUTY” 






4 “PuRE NICKEL FOR DUTY” 





mec. ° 


67 Wall Street, New York 5, N. Y, 
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BRINGS YOU THE ONLY 





Must the jewelry business be seasonal? Waltham says no! You pay 
rent every day. Your overhead goes on every day. You should do 
business every day — instead of just having infrequent peak seasons. 
Waltham has the answer for the watch business! 


IT’S BIRTHDAYS! 


143,000,000 birthdays are celebrated in America every year. Thou- 
sands of birthday gifts are bought every week in your city alone. 
Here is a new way to cash in on this birthday bonanza! 


a 





Multiply Your Watch Sales by Birthdays the Waltham 
Way! It’s Simple —It’s Practical —It’s Easy! 


Waltham is now on the air! 
THE WALTHAM BIRTHDAY CONTEST 


Great Feature of the 


WALTHAM WATCH CO. 


"Share the Wealth 
RADIO QUIZ SHOW 


To Help the Jewelers of America 
Capture the Year-’Round Birthday Business 


EVERY MONDAY EVENING at 8:00 P.M. (E.S.T.) 


starring 
BILL SLATER Nationally-known M.C. of “Twenty Questions” 
and other Network Shows over an ABC NETWORK 


IT’S NEW! IT’S EXCITING! IT’S HILARIOUS! 


WALTHAA 





First American Watch « Waltham, Mass. 
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JEWELRY BUSINESS IN AMERICA 
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How the 

WALTHAM BIRTHDAY 
CONTEST 

Brings Traffic to Your Store 


Every week Waltham will award 3 
watches over each station in the net- 
work carrying the Waltham Watch 
broadcast. 


Each week there is a local cut-in an- 
nouncing the DEALERS’ NAMES IN 
EACH AREA who are to award the 
Waltham Watches to the local 
winners whose names are also 


announced. 


Local dealers in each area whose 
names appeor on the winning entry 
blanks will award-the watches won 
each week in their areas. 


The Waltham ‘’Share The Wealth’ 
Radio Program will send contestants 
to your store every week to get the 
official Birthday Contest Entry Blanks. 


Contestants simply nominate some- 
one they know who's having a 
birthday in November, December or 
January as worthy of receiving a 
FREE Waltham Watch as oa birthday 
gift and they state reason. The three 
best reasons in each area wina 
Waltham Watch each week. 


This Waltham Birthday promotion 
will make your customers birthday- 
conscious—and jewelry-gift-conscious 
—as well as making your store gift 
headquarters — not sometimes — but 
always! 














FREE TICKETS 


Are you coming to New York? Your friends 
or relatives coming? Write in for your tickets 
to this exciting, hilarious show at the RITZ 
THEATRE. Give us date of visit and we will 
gladly fill your requests for that date or as 
close to it as we can. 
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it’s in the bag... 





Yes sir, it’s under way right now... the biggest 
pre-Christmas Advertising Campaign in Forstner history... 
to make this the biggest Forstner year you’ve ever had! 
From now until Christmas, impressive ads will appear in top 
national publications such as Life, Saturday Evening Post, 
Holiday, Look, Esquire, and many others... 
plus Television spots in key cities from coast to coast! 
Make sure that your stock of Forstner Jewelry is complete. 


Contact your wholesaler today. 


SP-.LS. Forstner’s beautiful 12-page Christ- 
mas Gift Booklet is just off the press... 


profusely illustrated and printed in attrac- 





tive gravure. Available FREE to any jeweler. 
If you have not already ordered your supply 
do so now. 


FORSTNER CHAIN CORPORATION - IRVINGTON 11+ NEW JERSEY 
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SUGAR BOWL AWARD SOUTHWEST CONFERENCE ORANGE BOWL AWARD 
CHAMPIONS 


Special Custom DuiltLout Charms 


% Practically all bowl awards in the country, and many of the college con- 
ference awards are serviced by DODGE, INC. For full particulars, sketches, 
and quotations on special charm awards, send complete description of informa- 
tion desired to DEPT. A, DODGE, INCORPORATED. 


@o @ 


LITTLE ROSE BOWL MISSOURI VALLEY COTTON BOWL 
CONFERENCE CHAMPIONS AWARD 


e J Complele Line of 





BSSSSI9 ae  |wesevee 
: SOEs, 


“i 


Two big pages of standard fully modeled charms for 


all popular sports now illustrated in the new 1950 DP DPPDeow< |S 
Dodge Award Catalog. | 
$eo4 


DODGE, INC. pet.A ie 


“s S% % 
706 N. Hudson Avenue 
Chicago 10, Illinois 


2 
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Here is gold-filled stock which, properly 
handled, does away entirely with that most 
undesirable characteristic of jewelry manufac- 
turing, “orange peeling.” 

You get no coarse, rough surfaces in your 
drawing and forming operations, even when 
subjected to bends up to 90°. It isn’t in the 
stock when you get it... it won’t creep in 
when you use it! 


This superiority in Makepeace Gold-Filled 
sheet, wire and tubing is due to many factors... 


© The control of the grain of the base metal... 
whether it be copper, brass, bronze, nickel 





% 
¢ « | 

; 
, 

' 

' 

a ee ae a ee ee fax ore aq > — ae . _— “ ~- — . _ - 
x Fhe ip RSA - oe ES RES Be “SPR peep aoe aortas . 
a ae. ees aN AES eine Rae rare © Bs re ae os . 
aN tage Pd A eas ada oS ee ts: Bina EAoae Sly ae A 


with MAKEPEACE GOLD-FILLED 


silver or nickel . . . to obtain the desired quali- 
ties of minimum grain size and maximum 
softness and ductility... 

© The constant regulation of furnace tempera- 
tures during the annealing processes . . . with 
rigid control and endless check . . . the special 
furnaces and rolling mills made to our exclu- 
sive designs... 

©) The proper selection and use of our own-make 
gold alloys... using special, fine grain golds... 

© Makepeace skill, experience and “know-how” in 
every process ... ceaseless care and research... 


Your inquiries are cordially invited and will 
receive our prompt interested attention. 
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© Here is the Watch 























We back a winner im LIFE, THE NEW YORKER, VOGUE, THE NEW YORK 
TIMES MAGAZINE, THE NATIONAL GEOGRAPHIC... .a total of over 13 million circulation in 
the quality market. This important part of Omega’s strong national advertising campaign 





features the Automatic... will be read by the customers you want to reach... will help 


you build your Christmas sales volume. 


O/VVE GA 
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that will sell 


for Christmas 





Automatic 


You can depend on the Omega Automatic to be your big sales success in 
men’s watches this Christmas. The reasons are fundamental. They lie in the uniquely 
Satisfying way an Omega Automatic meets your customers’ three main considerations: 





1. PERFORMANCE—Omega’s highly precise Swiss ‘‘Automatic’’ movement 
is acclaimed the most accurate of its kind in the world. 





2. APPEARANCE—The Omega Automatic is the thinnest 
self-winding watch made today. Its design of simple masculine elegance 
appeals at once to men and to women who buy for men. 


3. PRICE—Here’s where your customers realize the Omega Automatic 

is indeed an extraordinary value. Many are amazed to know that a watch so famed 
for peerless mechanism and accuracy can be obtained at these prices: 

In 14K gold-filled, $71.50... in 14K gold with gold applied-figure dial, $175. 
With sweep-second hand, priced slightly higher. FTI. 


Build your gift business with a complete assortment of Omega watches: 
ladies’ styles from $67.50; men’s models, from $60. FTI. 





NORMAN K. MORRIS WATCH CORP. - 608 FIFTH AVENUE, NEW YORK, N. Y. 
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THE NEWEST “GRIP-CLIP” 
BY ” 








Tiny midget tools, perfectly executed in life-like detail, 
though diminutive in size. Sold from attractive gold & 
burgundy counter displays. We suggest the purchase of 2 
displays — one for your window, the other for your counter 
with an assortment of Midg-ettes gift boxed. Immediate 
delivery. Ask your wholesaler. 


DISPLAY (above) UNIT #11-49 
COMPLETE $6.00 (retailers cost) 
Saw & Hatchet B3555__—s Pick & Shovel B3550 


Wrench & Pliers B3552 Compass & Square B35594 
Knife & Fork B3553. Hammer & Chisel B3281 


All items shown at retail $2.00 each. All Grip-clips shown 
also come in 1/20 12 Kt. Gold-Filled fronts. $3.50 and $4.00. 


GRIP-CLIP. It opens. Cannot injure the Anson is advertised in 


sheen of the finest ties. A truly masculine — 
a Collier's EAQUULL 





gift **He’d choose for himself.” 





© Anson Incorporated, Providence, R. I. 
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Elebash Jlry., 
marsino 
Klein & Sons, Montgomery, Ala., H. M. Bhrlich 
N. Rosen Jiry., Montgomery, Ala., S. M. Rosen 

Ray Weller Jir., Auburn, Cal., Ray Weller 

[. G. Albers, Los Angeles, J. G. Albers 

Alrays, Los Angeles, Harold Elkins 

Eagle Jiry, Los Angeles, Mrs. M. Melworm 

Eagle Rock Jirs., Los Angeles, 2. H. Lavery 

Arthur V. Joel, Los Angeles, A. V. Joel 

Klein Jiry, Los Angeles. Joseph Klein 

©. D. Lambert, Los Angeles, 0. D. Lambert 

Laurel JIrs., Los Angeles, Harry Selditz 

Marks Credit Jiry., Los Angeles, Albert Judis 

Mayfair Jirs.. Los Angeles, Jack Gross 

Morris Credit Jirs., Los Angeles, S. Rayman 

Richmond Jlrs., Los Angeles, Harry Richmond 

EF’. H. Seymour, Los Angeles, Mrs. FE. E. Seymour 

Paul Sherman, Los Angeles, Paul Sherman 

Sobols Jiry., Los Angeles, Mrs. Ed Sobol 

Star Stores. Los Angeles, Ph. Hennessey 

Wilk’s Credit Jirs., Los Angeles, 8S. L. Marks 

W. S. Youkstetler, Los Angeles, Ray Goetz 

Hill Goldwater, Oakland, Cal., H. Goldwater 

H. Morton Co.. Oakland, Cal., F. R. Templeton 

Shanes Jirs., Oakland, Cal., Lee Soren 

Silvers Inc., Oakland, Cal., Mrs. H. Gardner 

Jack Conner JIr., Orroville, Cal., Mrs. A. Me- 
Killop 

Camm’s Jiry.. Petaluma, Cal., Hy Goleeb 

ne Jirs., Petaluma, Cal., Mrs. McLauah- 
in 

Henry Brilliant, San Francisco, Mrs. M. Sanders 

Jack Dougal, San Francisco, Betty Dougal 

Chesters Jirs., Santa Rosa. Cal., Mrs. A. Kehoe 

Glenn Rickey JlIr., Santa Rosa. Cal.. Miss V. 
Williams 

Ogden & Schlick. New Haven, Conn., A. J. Carroll 

Herrons, Centralia, Ill., Mrs. 0. G. Ball 

Allen-Spiegel Jirs., Chicago, John Ellman 

B. R. Jiry., Chicago, Jerry Barach 

Harry J. Baby Co., Chicago. Jane Bulger 

Berks Jiry., Chicago, Mary Jenes 

Brown’s Jewel Shop, Chicago, FB. K. Brown 

Charles Jewel Shop, Chicago, C. Glaubke 


Montgomery, Ala., W. D. Lago- 


rete e ee teete ee see rower ese tees stereo eee «eee ee) 


MORE RE TAIL SA LESPEOPLE WIN A i RDS 


7a - cs mod may ohs the Sicole a ! Sir 
effec hi Lp eaagaaliong of A } 


age 


Irwin Hamburger Co., Detroit, 7. Hamburger 

J. L. Hudson Co., Detroit, B. Roush, Russel Owen 

Myers JIry., Detroit, Ramon Gerson 

Queen JIrs., Detroit, Harry Michalson 

J. L. Stone, Detroit, J. L. Stone 

The Stone Jirs., Detroit, G. Leog 

EF’. N. Arbough Co., Lansing, Mich., Beth Good 

People’s Jlry., Lansing, Mich., John Moe 

Kent Jirs., Royal Oak, Mich., K. Calloway 

Myers Jlry, Roval Oak, Mich., L. EH. Hitt 

Bagley Jiry, Duluth, Minn., R. V. Johnson 

Larson Diamond Shop, Duluth, Minn., Ruth Larson 

Savolainer & Co., Duluth, Minn., M. Dedrickson 

Schraber Jlry., Duluth, Minn., Joe Schraber 

Fred W. Huff, Kansas City, Mo., Mrs. M. Tipton 

Chas. L. Tivol, Kansas City, Mo., Jean Wolfe 

Mennemeyer Jliry., St. Louis, Mo., David Horn 

Selle Jiry., St. Louis, Mo., Gladys Jones 

Reussilles, Red Bank, N. J., P. J. delaReussilles 

Nicholas Siderides, Union City, N. J., N. Siderides 

American Swiss Watch Hosp., Bronx, N. Y., Lb. 
Kasten 

Amindo Cristiani, Bronx, N. Y., A. Cristiani 

Hearn’s Dept. Store, Bronx, N. Y., Betty Moser 

Levy Jliry., Bronx, N. Y., Jacob Levy 

Max Plotka, Bronx, N. Y., Maz Plotka 

Rubin & Korsunsky, Bronx, N. Y., Geo. Korsunsky 

Louis Sobel, Bronx, N. Y., Louis Sobel 

Wm. Joseph Jirs, Bronx, N. Y., Philip Kanow 

Birk’s JlIrs., Buffalo, N. Y., Art Brennan 

Glickstein Jlrs., Buffalo, N. Y., EHimel Cohn 

Phil’s Credit Jirs., Buffalo, N. Y., Philip For 

Seferd’s Jlry., Elmira, N. Y., Seferd Pucci 

Achenbach’s Jlrs., Glens Falls, N. Y., Rena 
Collins 

S. C. Schyewitz, N.Y.C., Saul C. Schyewitz 

Palmquist’s, Olean, N. Y., Susan Yaw 

Biller Jlry., Burlington, N. €., Ruth Thompson 

Howard Jliry. Co., Durham, N. C.. H. P. Williams 

Ray’s Inc., Durham. N. C., Sam R. Fink 

Bines Jlrs., Greensboro, N. C., Julius Ozment 

The Jewel Box, Greensboro, N. C., James McKenna 

Neese Jlrs., Greensboro, N. €., Victor FE. Neese 

Regal Jirs., Greensboro, N. C., W. E. Carter 

Saslow’s, Greensboro, N. C., J. EB. Lovings 


COPCHCSEOCHHOEESHEEEEOSEESH SESE HE EEOHEHO OEE HEHEHE OEOLELOS 


Reznick’s, Winston, Salem, N. C., Louis Reznich 
Leeds Jlry., Akron, Ohio, Arthur J. Greene 
Morey’s Credit Jiry., Akron, Ohio, J. Lowentha) 
Ideal Jiry Co., Cinn.. Ohio, Al Cohen 

San Savin, Inc., Cinn., Ohio., Albert Rachlis 
Stutz JIrs., Cleveland, Ohio, Ben Wilkoff 
Mair Jlry., Cuyahoga Falls, Ohio, Dean Turner 
Glen P. Heckert, Massillon, Ohio, V. F. Goodman 
Leon Doubet, Niles, Ohio, Margery Shiffler 
Tom Nolan Jirs.. Norwood, Ohio, John J. Nolan 
F. C, Troll Jirs., Salem, Ohio, Virginia Ladd 
Rogers Jirs., Warren, Ohio, Jerry Weinberg 
Gray’s JIrs., Tulsa, Okla., Mabelle Henderson 
S. M. McEntree Sons, Tulsa, Okla., Ch. Filtsch 
O. K. Riesinger Jir., Tulsa, Okla., Mary Kelly 
Tepers Jiry.. Aliquippa, Pa., Irwin Lebov 
Kings JIirs., Beaver Falls, Pa., 2. W. King 
Budd Jlrs., Bradford, Pa., Nathan Davis 
Blochers, Elwood City. Pa., Elizabeth Kardigh 
Kimpel’s JIry.. Elwood City, Pa., Mrs. M. Whit. 

taker 
E. F. Bowman’s, Lancaster, Pa., Mrs. H. Haeseler 
E. K. Forney, Lancaster, Pa., FE. K. Forney 
Mallins Jiry.. McKeesport, Pa., Geo. Ludick 
Jack Gerson JIrs., New Castle, Pa., 2. M. Walker 
Jesse N. Kerr Jirs., New Castle, Pa., Mrs. D, 

Thompson 
Kings Jlry., New Castle, Pa., Madge Pezzone 
Perelman’s. New Castle, Pa.. Betty Kennedy 
Barr’s, Philadelphia, Pa., Maz Bishop 
Greenberg’s, Philadelphia, Pa., Mrs. V. Greenberg 
Herbert’s. Philadelphia, Pa., Morton Gordon 
Murray’s Jliry., Philadelphia, Pa., J. Cohen 
M. Simon, Philadelphia, Pa., 8. Margolis 
Stern & Co., PhiladeJphia, Pa., Maz Spickol 
Tappin’s, Philadelphia, Pa., Perry Silverman 
Time Credit Jlry.. Philadelphia, Pa., A. Knight 
Waxman’s, Philadelphia, Pa., Arthur Pilett 
Weiman’s, Philadelphia, Pa., Jos. Grenetz 
The Jewel Mart, Pittsburgh, Pa., Harry Friss 
Pugh Bros., Pittsburgh, Pa., R. Reiland 
Stevens, Pittsburgh, Pa., Mr. Schwager 
McKinley Jirs., Swissvale, Pa., Ed. Manette 
Albert’s Jlirs.. Sioux Falls, 8. Dak., B. Blumberg 


S. Hyman’s Jirs., High Point, N. C€., Horwitz Jlrs., Sioux Falls, S.Dak., L. A. Horowite 
Rogers Darden Smith, Memphis, Tenn., J. A. Tharnish 
Brawley Jirv.. Raleigh, N. C.. C. H. Brawley J. D. MeQuirter, Memphis, Tenn., J. D. Me- 
Katzen’s, Winston Salem, N.C., Mrs. L. H. Green Quirter 
Hatch Jiry., Austin, Texas, Ben Moriavais 
a s Jirs., Denton, ''ex., Barbara Burke 
Note: A modification of the contest rules has been made. All J. C. Penney, Ft. Worth, T ex. , Mrs. E. Knight 
prizes remain the same, but will be awarded only to the store. W. C. Stripling Co., Ft. Worth, Tex., Mrs. L. Farr 


l by hi her efforts, helps the store towin. . I. Cohen, (ialveston, Tex., Mrs. Ida Atkins 
che eueepesses Oy Wis ef Rar Seeete, Nags Che eave Hollis Crane Jiry., Galveston, Tex., H. Crane 


Michaels Jlry., Galveston,  Tex., 
Nina Campbell 

L. E. Fouquet, Houston, Tex., Mrs. 
L. Fouquet 

Nathan’s Jlry., Houston, Tex., Wm. 
Weintraub 

Orendorf Jlirs., 

28 Arnspiger 

”? es Golding’s Jlry., 

ee Golding 


Jos. Civick JIry., Chicago. Sophie Civick 

Walter Dreher, Chicago, Frank Faiman 

Economy Jlirs., Chicago. (©. C. Bourne 

Emile’s Jiry.. Chicago. Emile Lewenthal 

Forsberg & Hoover, Chicago, Ed Kraijic 

A. M. Hirsh, Chicago. A. M. Hirsh 

Kopps, Chicago, S. 8. Kopp 

Ben Krell, Chicago. June Mininni 

N. Levey Jir., Chicago, F. Sandman 

Lipkin, Chicago. Maurice 8S. Lipkin 

F. W. Rehder, Chicago. F. H. Rehder 

J. A. Reichman, Chicago, Bessie 
Mizaur 

Silbert Brothers, Chicago, Maurice 
Silbert 


Miss E. 








Swartz Bros., Chicago, M. Simon 
Willis Jiry., Chicago, Leo Willis 
Caspar’s Jiry, Oak Park, Ill., Mrs. 


. Caspar 

Bond JlIrs., Indianapolis, Ind., M. 
Stow 

wec. Evans Jirs., Lafayette, Ind., 
G. M. Evans 

Daniels Jir., Des Moines, Iowa. 
W. J. Larson 

L. Ginsberg & Sons, Des Moines. 
Iowa, Mrs. H. Aulick 

Kalman’s Jliry., Des Moines, Iowa. 
J. W. Kalman 

Briman’s Jlry., Topeka, Kansas, 
B ima 


Sherman, Tex., d. 


Tex., A. &. 


AND °2 000 IN EXTRA CASH PRIZES! 


Just finish this sentence in 25 words or less: 
‘‘T recommend Kreisler watch bands because... 
L. S. James, Temple, Tex., L. 8. 


First prize, $1,000 cash + Second prize, $500 cash - sies 
10 additional prizes of $50 each |The doweiey hap, Actua. 
WHO CAN WIN? Anyone regularly working in the store of a = Dan Heffner, Harrisonburg, V8. 
Kreisler dealer in aselling capacity (watch repair men also eligible). 
~— ve monet for entry blank. Or got “ —_ hing fancy 
and mail to Contest Manager, c/o Jacques Kreisier. Nothing fancy . 4 
. just a hard-hitting sales talk. You're talking to a customer. = hs eaaaaae Norfolk, Va., F. 
H. Briman you're selling a Kreisler watch band. What do you say? = C.F a aii Petersburgh, Va. 
Ki kl a’ Jl Bat Rouge. La Entries must be postmarked not later than Dec. 24, 1949. Winners will be announced Ses . , 
rkiand s rs., aton ouge, 1.8., ; Feb. 15,1950. Decision of judges will be final. In case of ties, —— prizes awarded. Mrs. C. Crowley 
J. Michael All entries to be property of Jacques Kreisler Mfg. C R. A. Burton, Richmond, Va., Mrs. 


Koblen’s Jiry., Baton Rouge, La., 2 J. Knabe 
Mrs. B. Hollier Weisfield’s Inc., Everett, Wash., D. 


Colbert’s Jiry., New Orleans, La., ais ee Radke 


Lee Schroeder J. M. Debbrecht, Milwaukee, Wis. 
a 
Jacques | 
Ni 


Doucet Jlirs., New Orleans, La., J. M. Debbrecht 
orth Bergen, N. J., New York office at 630 Fifth Ave. 


Temple, 


J. Craun 
J. W. Taliaferro, Harrisonburg, Va. 
Mrs. A. Birchard 


Angie Doucet Frank’s Jirs., Milwaukee, Wis.. J: 


Daniel Seidler, Boston, Mass., A. 
Weinberg 

Frank Zabarsky, 
Frank Zabarsky 

Crowley Milner Co., Detroit, Mrs. 
F. Bartel 

Drake Jlry., Detroit, Anthony Cieslok 


Inukitach 

Stellers, Milwaukee, Wis., Mré. M. 
Kaeser 

Stones Inc., Milwaukee, Wis., 4. 
Abrams 

A. Tegtmeyer Inc., Milwaukee, Wis.. 
FP. Hoffmann 


Boston, Mass., 
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Cd AS ADVERTISED ee Wisk ¢ epee CS 


LIFE: ‘Post Collier’ OTHERS FROM $24.75 TO $2500.00 send for FREE newspaper 
‘ut , 
RADIO TIME SIGNALS *RETAIL PRICES SHOWN INCLUDE FEDERAL TAX advertising mats! 


| Gotham Watches 
Product of (Mlendorft Watch Go INC , 20 W 47th STREET, 


TIME FOR Aa ere Tt es NEW YORK, N.Y. | 














OVER 18,000,000 
72-44) s Look 
Look (2 UIST 


Ring Enlarged to Show Detail 


America’s Most 
Talked About | 
Ring 

To RETAIL At ‘ 
335.00 


also available with larger 






diamonds to retail at higher 





prices, 





14K yellow or 
white gold with 
diamond set in 













precious palla- 
dium. 


as shown in Look a Xelefeb 4 al 






Another. Sarkin Promotion Sensation 


PRE-SOLD ‘scot sos 


Mats and other promotional material available 


















Matchmates to America’s 
Most Talked About Ring 
14K gold 














PRICES KEYSTONE 








DZD @ Ss @ Leading Ring Stylists for a Quarter Century 
aua A? , Vue. 37. 41th St., New York 19,N. Y. | 
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ast-to-coast leading jewelers re- 
rg 1B: as best in watch bands — and for 
good reason. JB Watch Bands embody 
the best traditions of jewelry craftsman- 
| ship —made to give extra service, extra 
satisfaction, extra value. The more JB 
Watch Bands you sell the fewer returns 
you'll have for repairs. Feature JB. Youll 
find it's your best bet for prestige, for , 
profit, for thoroughly satisfied customers. . 














Shoal 
s : 















3030—Single Strand 3034—Single Strand 3331*~—Single Strand 3032—Double Strand “3035—Double Strand 3040**— Singie 
Oval Snake Chain Square Snake Chain Round Snake Chain Round Snake Chain Square Snake Chain Square. Snake Chain 


with Prest-0-Slide with Prest-0-Slide with Prest-0-Slide with Prest-O-Slide with Prest-0-Slide with Safety'- Center 
Buckle. Yellow, Pink, Buckle. Yellow, Pink, Buckle. Yellow, Pink, Buckle. Yellow, Pink, Buckie. Yellow, Pink, Clasp. Yetlow, Pink, 
White. Retail $5.95 White. Retail $5.95 White. Retail $5.95 White. Retail $7.75 White. Retail $7.75 White. Retail $6.50 


*3025—(not illus.). Same as 3331 but Heavier Snake. Retail $5.95 
**3042—(not iilus.). Same as 3040 with Guard Chain. Retail $6.95 









Watch Bands Illustrated 
on this. Page are 1/20th- 
12 Kt. Gold Filled. 


All Prices Include 
Federal Tax 




















30437—Oval Snake 3315—Silk Cord with 3357—Double Strand 3359—Double Strand 3019—Medium Curb 3020—Basketweave 33467¢ — Double 3344—Link and Ball 
Chain. Safety-Center Prest-O-Slide Buckle. Mesh Chain with Braided Mesh Chain . Chain with Prest-O- with Prest-0-Slide Round Cable Chain Combination with 
Clasp, Guard Chain. Yellow, Pink, White. Prest-O-Slide Buckle. with Prest-O-Slide Slide Buckle. Yellow, Buckle. Yellow, Pink, with Prest-O0-Slide Prest-O-Slide Buckle. 
Yellow, Pink, White. Retail $3.75 Yellow, Pink, White. Buckle. Yellow, Pink, White. White, Retail $6.95. Buckle. Yellow and Yellow, Pink, White. 

Retail $6.95 Retail $5.95 White. Retail $5.95 Retail $5.25 White. Retail $5.95 Retail $5.25 


¥3041—(not illus.). Same as 3043 without Guard Chain. Retail $6.50 
*73028—(not illus.), Same as 3346 but in Double Square Cable Chain. Yellow, Pink, White. Retail $5.95 


\ ... Your gutile bo the finest te Witch Lanils 


"M. = _JACOBY-BENDER, INC. » 161 AVENUE OF THE AMERICAS, NEW YORK 13, N. Y. 









Printed in U.S.A. 








Che “See- Chru” Display Hoy 


Here’s a display box that does a real job 
salesmanship . . . skillfully designed wi, 
sparkling clear plastic top to bring out the fal 
beauty of JB Watch Bands. Alll bands ill. 
trated on this page come in this $j. 
— Thru” Box...at no extra cog 4 
you or your customer, 


ORDER THE UA 15 


Get this professional-quality tray for 
the cost of the watch bands alone. 


Pess. TR cotter en wa 
. AR A a2 5: 


This fine jewelers’ quality tray — covered 
handsome luggage-brown leatherette and riety” 
lined with soft turquoise velvet. Valued at 0 
—it’s yours for just the cost of the 15 JB Bang” 
it holds. — 





Federal : aia 
YOUR SELLING PRICE. ...... tox. incl. $121) 
All others include Federal Tax, ._ = _ > ay ' YOUR COST eeeeveeeveveeveveevee28082 i ice 


After deducting ar 
YOUR PROFIT...... $17.98 Fed. Tox. SAN. 


JACOBY-BENDER, INC. ad The beautiful “JB 15" § 
161 Avaane of the Aeserione, oe ERIS OUR GIFT TO YOU Tray illustrated hem 


*These items are tax exempt. 











DIAMOND RING SETS 


27 Diamond 
“¢ Soe satel Combination Set 
Due to popular acceptance and volume 
production, there is no extra charge 
for the patented Interloc* feature. 


Simple to couple, matching Miracle- 
Interloc’ Diamond Rings can be joined 
in two seconds. No tools are needed. 
Whether coupled or not, there is abso- 
lutely no visible trace of the lock device 
---no hinge, no catch, no stud or con- 
cavity to mar the beauty and symme- 


The Diamond Engagement and Wedding fry of the Miracle rings. 


rings so ingeniously designed that they The Miracle-Interloc’ clasp keeps the 

can be bought separately or together... matched bridal ensemble perpetually 

and worn separately or together. aligned... prevents awkward ring 
twisting and shifting, saving rings 

NONE GENUINE UNLESS STAMPED “MIRACLE” from costly wear! 

For the full beauty in rings and diamonds, 

your customers will want the patented Miracle- 

Miracle Sets priced from $20.00 up Interloc’. Besides, the diamond looks at least 
| 25% larger in the registered Miracle’ Diamond 
Styled to Sell - - Priced to Sell! Ring. For your own diamond merchandising 

success story, get these revolutionary new 

rings! Consult your jobber; if he cannot supply 


WARNING: ; 
you, write us. 


x. Any and all infringements of Shiman Bros. patents 
or trademarks will be prosecuted to the fullest extent 


) *P . U.S. Pat. Of. t j 
¢ of the law. atented and Reg. U. S. Pat. Off. & Patents Pending 


: MANUFACTURERS FOR OVER 50 YEARS 
SHI MAN B RO S. & CO. If I ni C * Originators and Sole Manufacturers of Miracle Set Diamond Rings 


No connection with any other firm : 234 WEST 39th STREET NEW YORK 18, N. Y. 
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Mr. Hermon L. Keidan 


Gentlemen: 


e are operating two stores wnaer the name of Keidan's- 
One i Ohio, and one in Monroe, Michigan: The Monroe 

store is managed py my son, Lawrence Keidan, who is 2 partner, 
and the Toledo store is managed py my son-in-law, Eagar Levitt, 


also 2 partner. 


just sntroduced to the Keepsake line in 1945 
a to our stores. we aecided gavorably coward 
(1) guaranteed quality, (2) styling > 
(4) merchandising system. 


aea of selling 2 
The trend has pe 
put advertising alon 
ment ring i 
finest gift 


ular about 
which a sell Keepsake 
confidence as to its quality- 


Keepsake'S merchandising system enables the jeweler to 
control nis inventory and g& turnover in his diamond department 5 
a fact th 
controlling your 
of rings» 

rompt 


Oe 
fine selection 
by Keepsake's 
nave 2 
elections are promptly sent, S° 
Keepsake is anterested in nelping make that sale- 


From the above >» u no doubt gather that we nave peen very 
nappy with our associati ith Keepsake - t een a friendly 
relationship as well as a pusiness one. 

merchandis® diamonds ana most of , our customers nave been 
satisfied. 


yours very truly» 


KEIDAN'S 7 fede 


Mr. Hermon Le Keidan 
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lly Makes Easier Sales! 


Edgar Levitt, Manager of Keidan’s 


Toledo store. 


bosses Egy Kespeake a caked for Keidan’ s, Keepsake can work 
for you. or customers: have sonauce in Keepsake’s guaranteed quality 


ug - making your soles easier. 


pe Tey 


"Keepsake, with the greatest advertising program in the jewelry 
field, constantly builds the name your customers ask for... the name your 


customers know. 


Keepsake's extra-profit merchandising plan keeps your turnover 
= and you inventory low. 


All these exclusive selling ddvankiges wad up to the most saleable 
| name in brand-name diamond Gog: That name can make money for you! 


America’s Largest Selling Diamond Ring 


Write, aes: tor full ‘déiois. concerning the valuable 
Keepsake Franchise. If a franchise is available in your 
area, we will notify. you immediately and arrange to have 
ee de cashes cia ys ake details. No obligation, of 


L 4 ‘Pen co., INC SYRACUSE 2, N.Y. 


FOR NOVEMBER, 1949 © 
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She Ver Y Newest... She Very Smartet 


JULES JURGENSEN WATCHES 


TIME PIECES OF TRUE DISTINCTION 


Honored for Over 2 Centuries 


Designed for ultra eye-appeal — styled for ultra 
selling appeal — Made to order for profit 


a 


ee aa 


et 


on view in the 


VANLE t 





Complimentary Copies on Request 


SEND FOR YOURS TODAY ...NO OBLIGATION 


: EBROG 
WINNER OF 32 DISTINGUISHED ay ROYAL mame ne DAN ! 
INTERNATIONAL AWARDS 


3 ay OF THE “LEGION D’HONNEUR" : 
ROCKEFELLER CENTER S27 —s 630 FIFTH AVE. N. Y.C 20 | 
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RS SCORE a Christmas TOUCHDOWN 


WITH THIS 2 


o* 


J fos 
? 
ges v? 
{ mA 


POWERFUL i 
TRIPLE-THREAT |, ¢ 
ATTACK... |e 


EASY 10 USE 
--- EASY TO SELL! 


Won't protrude...won't 
show. The sale of either 
the engagement or 
wedding ring must 
mean the sale of the 


Yes, there's power in that line-up . 
re . and that’s what's making magni- \o splays completely eliminates 
‘ ficently styled Feature Lock engagement Se, nic, ete he seine tales tae 
and wedding rings the All-American choice. we SS oa “Ey pone “both 
among brides of yesterday . . . brides of today... — fC. pgs ont ig > 
brides of tomorrow! We’re throwing a touchdown for-..~ oS nae Ne A 
ward pass to those jewelers who know how to “catch.” Get Se Cin full view at all times. 
on Feature Lock’s winning team . . . score early and often for “es con eons emeuee 
profitable Christmas business. AUTHORIZED 


DISTRIBUTORS 


PATENTED PRODUCTS OF THE end 


FEATURE RING CO., INC., 126 W. 46th ST., N. Y. 19, N. Y. 


FOR NOVEMBER, 12949 
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Introducing four of our distinctive designs —mod- 
ern as the new year. A product of artistry ane 
fine watchmaking —sure to appeal to your most 

iscriminating clientele. A wide assortment of 
styles and cases in I4 Kt. gold and rolled gold 
plate,—for immediate delivery. 


LATHIN WATCH COMPANY 


Importers of Watches 


580 Fifth Avenue New York 19, N. Y. 


THE JEWELERS’ CIRCULAR-KEYSTONE 











pr 


WELERS yt ELERS Se . 
ow & 









\ 


|; 









Satisfaction is guaranteed with Rhapsody 


Rings. Your customers know that they can depend 
upon Rhapsody for the utmost in quality and 
value. Brilliantly beautiful Rhapsody Rings are 
skillfully fashioned to meet the rigid Rhapsody 
requirements of cut, clarity and color. 


et fre, ; 
oe en 











M. SICKLES & SOM 


906 CHESTNUT STREET, PHILADELPHIA 7, PA. 
WHOLESALE JEWELERS FOR NEARLY 8100 FEARS 


FOR NOVEMBER, 1949 - 39 
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your naked eye 













Bee 


aa Ps 





Let Your Own LOUPE ae 


prove the PERFECTION of | Loupe-tested 
LOVE BIRD \DIAMOND RINGS 


Would you rely on your naked eye 
to determine the color, cut and 
clarity of your diamonds? 


Every LOUPE-TESTED LOVEBIRD Diamond Ring 
is carefully loupe inspected to guarantee diamond 
perfection. An unconditional guarantee, without 
evasion, certifies this exceptional quality. 


Examine a LOUPE-TESTED LOVEBIRD Diamond Ring 
he through your own Loupe. You will then share the enthusiasm 


as we of other thousands of jewelers who are now successfully 
and profitably selling LOUPE-TESTED LOVEBIRD 


o, "Ours 1490? 1G 


Monn ®! | Diamond Rings. Franchises are still available. 







7 





j INC. 


630 FIFTH AVENUE, NEW YORK 20, N. Y. - <a 
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that grow into 


BIG SALES 


Kaleidoscope * — beautifully 
designed in 14K gold. Colorful, 
varied designs are seen 
by looking thru small 
opening and turning 
opposite end of charm. $29 eg 


nifying: 
eye. 14K gold, $13 


Sterling silver, $30 per da 


- $29 ea. 























In the distinguished creations that 
bear the Seidman name, no compromise 

is ever tolerated. Designed for consumer 
appeal—priced for rapid turnover—no 
wonder so many progressive jewelers con- 


centrate on the Seidman Line. 


SEICO 
SEIDMAN & COMPANY 


MANUFACTURERS 


31 WEST 47th STREET 
NEW YORK 19, N. Y. 


ees 
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As an illustration, Ring No. 3Y17D 
in 14K white gold—with two diamonds 
and synthetic Linde Star Ruby (also 
available with Sapphire). 


Star Ring has produced a series of 
beautiful settings to show these stones, 
the equal of the finest that nature can 
produce, to advantage. 


Through your wholesaler...this and 
many other wanted originals of style 
and quality. " 


* 


ESTABLISHED 1919 


MANUFACTURING COMP 


10K and 14K Qualily 


BUFFALO 3, NEW YO 


< 








ring in bigger Christmas Rofits 
with 


SERENADE... £axartous Musical Jewel Box. .bv 





#51 — SERENADE 
10” x 7” x 34%" 
Genuine aniline-dyed leather. 
Fine imported musical 
movement. 24 K gold 
tooling. Solid brass set-in 
lock with key. Velvet and 
oe satin lining to match. 
et : Colors: Red, Wine, Green, 
ee : Chestnut, Royal Blue. 
Cost 2575 each 





Other musical jewel boxes 
from 83.00 

+50 — Without Music 

(otherwise same as #51) 


Cost $3.00 each 


we 
vo E 
wn 


»”* 
o*” 
.* 
«? 
o* 
an 


#45 —‘as above but small 


size ) Cost 82.335 each 


Se 
i Be 
geet 


Here is a jewel box so richly beautiful, with so beguiling a melody, that customers who see it and hear it just can’t 
be satisfied with anything less! That’s why SERENADE is the star-seller of fine musical jewel boxes... gives you 
really exceptional volume for an item that gives you so much profit per ring-up too! ¥¢ And “exceptional” is the 
word for every jewel box in the incomparable TORY line! Exceptional quality. Exceptional value! The only complete 


line of jewel boxes . . . to help you build a well-rounded, profitable jewel-box department. Send for catalog #50. 


389 FIFTH AVENUE, NEW YORK CITY * FACTORY: LONG ISLAND CITY, N. Y. 


a subsidiary of THE MAUTNER COMPANY. INC. 
SINCE 1888...THE LEADING NAME IN THE JEWELRY BOX AND DISPLAY INDUSTRY 





New York: 20 W. 47th St.and 35 Maidenlone 


TORY JEWEL BOXES MAY ALSO BE SEEN AT MAUTNER SHOWROOMS: 9 Los Angeles: 215 West Sth Street — 
Cae | ee : Boston: 373 Washington Street — 
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Since 4900 
_— 


RRY & BEN FRACKMAN 


c oOo R P O R A 


20 WEST 47TH STREET 
NEW YORK 19,N.Y. 


DALLAS, Tex. Emil F. Burger 
























































Design and quality of these beautiful plastic ring 
and watch boxes will enhance the beauty of the 
products displayed in them. Appealing enough 
to attract the most critical eye. These boxes are 
molded of a high gloss plastic in vivid pastel 
colors as well as all transparent, fitted with beau- 
tiful colors of velvets. 





Write for catalogue and information on addi- 
tional numbers 


Sold through leading jobbers in U. S. A. and 
Canada 


wee 


Ae ee eerrrmrrmnmn, | 











“STANDARD NOVELTY BOX CO., INC. 
385. Gerard Avenue, New York 51, N. Y. 


Chicago Office: 29 East ‘Madison St., H. A. BREDEL, Representative =v 7  . _ 


Los Angeles Office: 448 So. Hill St., A. B. Paulsen, Representative 


A6 THE JEWELERS’ CIRCULAR-KEYSTONE 





























As profit-preducers and 





a 24 hour 


«service on value to the customer. 





orders 


designed by § 











Bridal Ring a. Inc., 87 Nassau St., New York 7, N.Y. 4, / Pee NE aos 
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prestige-builders ... BAREL BRIDALS belong — 
right at the head of the procession! Exquisitely Hand 
Carved matched wedding ring ts... BAREL BRIDALS _ - 
— : are all original creations of Fred Barel. They arouse eager admiration - 3 
ee , inspire unreserved recommendation . . . secure rapid sales. : 
Sold directly to the retailer by the manufacturer, BAREL BRIDALS — | 
yield greater profits to the seller... give greater 4 y Pe 
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HERE’S the INSIDE STORY... . 


ONLY MELE’S 


Musical Jewel Boxes 





(in the popular-priced field) 
have the world-renowned 


THORENS Swiss Musical Movement 


PLAY 


one of these all-time, any occasion favorites: 


STARDUST 
ALWAYS 
ANNIVERSARY SONG 


(Assorted tunes in each shipment) 
Style 54 a fast selling musical jewel box ... and 








the perfect Christmas seller 


“Rhapsody” Jewel Box. Aniline-dyed Genu- 
ine Leather. Velvet Lined. Size: 10x 7x 314”. a 
Colors: Wine, green, blue. Suggested Re- 


tail: $9.95. Cost t SCO (Aeseseed Order now for 
ail: $9.95. Cost to you: $5.95. (Assortec 
tunes in each shipment.) Nationally ad- PROMPT DELIVERY 


vertised in Esquire, appearing Dec. 2, 1949. Write for 1950 Catalogue 


MELE MANUFACTURING CO., INC. 
Established 1912 ¢ 366 Fifth Avenue, New York 1, N. Y. 


Manufacturers and Exclusive Distributors of All Mele Products 
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Introducing 
the new 
Gemex Gem 


designs 


;& 
ee 
% 


OHOOOS @ 
= ¥ IOSD ’ 


There are exactly 125 reasons why this wisp of a 
ladies’ watch band is breaking all records for watch 
band sales. Each pair of links is connected and rein- 
forced—not with 2 rivets, but 5 rivets... 125 in all. 
That’s why the Gemex Gem is the most durable and 
consumer-satisfying watch band you can imagine. 


eeeeaeeeeeeneeseseneseeoeeoeeeoeensnsee@e7~eneeeoeege1esees?@ 


and GEMEX gives you promotion, too! 





NATIONAL ADVERTISING: Full color 
pages in the Saturday Evening Post 
create customer demand for the 
Gemex Gem line; bring business to 
your store. 


PRACTICAL DISPLAYS: Beautiful new 
displays for window and counter use 
help you show and sell more Gemex 
Gem watch bands. 


GIFT PACKAGE: With every 3 Gemex 
Gems—any style—we pack a beautiful 
clear plastic Gift Box. There’s no cost 
to you for this attractive business 
booster. 


MAILING FOLDERS: Build more store 
traffic by letting people know you have 
the Gemex Gems. This new mailing 
enclosure will help you get store and 
mail business. Write for details. 


@ 1949 GEMEX COMPANY UNION. NEW JERSEY 


the 






sturdiest 





































slender 





expansion 
watch band 
in the 


rie 





world 








(EX 
( Oo; ; aN : : 
oS y lip it on your wrist or 


~ 
“ ? 
ae , 





Toe on™ 


over your glove. You will love the 


smart convenient charm of its miniature beauty. | 






At better jewelers everywhere $8 ai federal tax included 









you ll 


treasure a 
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Gemex Gem 
to enhance 
the beauty of 


your watch 
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Here are 
your best 
traffic 


burlders 


THE GEMEX GEM WATCH BANDS 
YOUR CUSTOMERS WANT... 


shown at left: 





No. 11202 
with heart links. . . . . «2 «© « 98-95 
Yellow, pink, white 
No. 11108 
with flower links . . . . . . ~~ 928 
Yellow, pink, white 
No. 11116 
with carved links . ..... . 89 
Yellow, pink, white 
No. 11103 


with petallinks. . . . . . . «~  8-99 
Yellow, pink, white 


shown on reverse: 





No. 11201 


with bevel links. . . . . .. ~~ 899 
Yellow, pink, white 


not shown: 
No. 11113 ALR Ca OEE SALINE HS 


with snake chain . . ... . ~~) 9-99 
Yellow, pink, white 


No. 11112 
with double link. . . . . . O88 
Yellow, pink, white 
No. 11203 


with squarelinks . ..... . 8.95 
Yellow, pink, white 


all prices include Federal Tax 


oi, ) 7 ae 
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Another Crosby Set Specially Priced for 
Profitable HOE Wa arity tdi ty: 











Lustrous Simulated iy 2 <2 a 
Pearl Necklace : ‘a wi 
and Earring Set 
in an Elegant 
Foam-Velvet 
Gift Case... 






\are? 


LE 
sim , EN niseMB 
pEARL 9 5 For profit... for prestige ... as a sure-fire 

20F - Vs : 


stimulant for your jewelry department 






ugi-s . 
Cost - feature this magnificent set . .. Elegant neck- 
\} * 
YO ae . wr petteren lace of carefully graded simulated pearls 17” 
; yet r * * « * 
min of long, with beautiful earrings to match. Exqui- 


¢ 
ordet . 






out sitely packaged in the new satin-lined, velvet 


gers 0” Y 
gift case, this set leads the Crosby value- 





parade with a price that assures real volume! 


mB. COHEN & SONS £ORF 


2? West 23rd Street New York 0. Noe 
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Published in the interest of progressive jewelers by the Cyma Watch Company . . . makers of Cyma-Tavannes watches and Cyma, the Gift Clock 
ek 








SURE FIRE ITEMS SPARK EARLY BUYING 


New dealer ads bring in customers — sell merchandise 








Jewelers who want to get off to a good Christmas season early in November, 
are promoting two fast-selling items as “leaders.’’ One is Cyma-Tavannes’ 
“Jeweled Hours’’—a gem of a lapel watch that doubles as a table watch. The 
other is Cyma’s Birthstone Clock, a “natural” for Christmas-giving. Both 
are prospects for rich rewards. 

Actual tests prove these two “leaders” attract customers—ready and eager 
to buy. They help seil other merchandise, too. Make the most of these “hot 
items’’! Advertise “Jeweled Hours” and the Birthstone Clock as often as 


possible. They have great gift appeal! pe advertising mats on the right, 
featuring these ‘‘leaders’’ are yours for 
the asking. They have been specifically 
designed to get you business and in- 
crease your profits. Send for yours 
today (order by number )—and really 
use them. You’ll get results! 





99 Born Leader! Birthetone Clock, framed 
‘“‘Best Y et Say dealer Ss in gleaming colored stones for 12 months 


of new Cyma Mat Service %™ ‘°¥°** 









Fashion-right “Jeweled Hours” and the 
intimate Birthstone Clock are featured in 
Cyma’s Fall-Winter Dealer Mat-Service, 
just off the press. In addition, the book 
carries 28 other smart ads that will really 
move merchandise ...6 Mighty Midget 
ads .. . Radio and Newspaper publicity 
suggestions ... extra headlines and tested 
selling sentences. If you haven’t seen this 


new portfolio, write for it today. You'll - Jeweled Blouse _. Combination lapel and 
want to start using it immediately table watch in three smart styles. 
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—"“THERE 1S NO PRESENT LIKE THE Time*— 


FOR HER ALONE 


’ > _ 
sale!) 4 Pa .* 


or 4) GA > 





( Giithatone dck...by CYMA 


A handsome timepiece crowned with her 
own brilliant birthstones*. .. hers, and hers alone! An 
intimate gift—in perfect taste. Enhances boudoir or night 
table. Practical, too—one key winds clock and pleasant 
bell-tone alarm. $32.50 Fed. tax incl. 


other CYMA Git Clocks, too... 


*simulated 


CT-] 











——"THERE 1S NO PRESENT LIKE THE TIME*—— 


give her THE TIME of HER LIFE 


3 8B ax cus m 
. RSE, 
gt: AER ROSE RL | |i 
"$5 eS CSET S TT 


¢ 

ee 5 

j 4 at 47-57. 
2 S524 ZF 
a 35 


sag 





Smort on lapel... 


does double-duty on Wait till you see her — shiny-eyed and 
her night table 


eager — as she pins this handsome watch on 






her lapel. Then spring the news — it “double- 
dates” as a charming little table watch. Bril- 
liant multi-color stones set in rich antique 
yellow ... or smart white finish, backed 
up by Cyma-Tavannes fine 17-jewel 

Swiss movement. A gift she'll cherish 

all her life. $59.75 Fed. tax incl. 


CT-2 

















Order your ‘‘leaders’’ today! Remember — you can’t make 
a sale without the merchandise! Experience proves that these 
items sell on sight— bring you new customers— full profit! 


608 Fifth Ave, New York 20, N. Y. 


CYMA WATCH Company 


In Canada, McGill Bldg., Montreal 
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Dedicated to 
Quality and Valuc 
since 1893 
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all under one roof.... 


Morris Kaplan & Sons, by concentrating all phases of Diamond Ring manufacture under 
one roof, makes possible the greatest “ring-dollar” value for you. This exceptional 
set-up offers the additional advantage in lightning speed service for those special jobs, 


so important in building prestige and loyal following for the retail jeweler. 


morris kaplan & sons 


21 west 46th street, new york 19, n. y. 
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“at this price 
it can be the biggest 
selling watch 


? 


in America... 


That’s what a promi- 

nent jeweler said when he 

saw, and heard, the new gold- 
filled Cricket. He may very well 4 71 L{s' 

be right. For now, into your 
volume market comes one of including Federal Tax 

the most talked-of watches 

in America — one of the 





finest timepieces in the world. 
Demand for the new Vulcain 
Cricket Alarm Wrist Watch is 
already far beyond current 
production capacity! That’s 
why we respectfully urge 

you to order right now 

for priority shipment! 





t 
re "4 e Orders accepted now for Dec. 1 delivery 


ALARM WRIST Ware 


Wulcain Watch Company, Inc. « 630Rifth beenue, Nee York 20 





WEST COAST HUBERT A. wOOD, 
649 SOUTH OLIVE STREET, 
LOS ANGELES 14, CALIFORNIA 
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100% FULLY POLISHED...WITH THE 9» -™  <o 


| / 
SPHERE OF EVERLASTING BRILLIANCE \yn 













DIAMOND RINGS 


Only PRISM-LITE Diamonds 


give you all these extras: 
@ 100% Fully Polished 


@ Written Guarantee 


individual rings are 
perfect in them- 
selves . . . nothing 
jvts out. 


Tiny, potented lock- 


Ed World Famous Quality pin in wedding band 
d Val swivels out, fits into 
— — a solitaire. 


fi Gentle turn brings 
ting together. Lock 
is invisible... rings 

tay tined up 
always." 


@ Nationally Advertised 


@ Individualized Mount- 
ings 





\ 
\ \\\ 
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Lite Diamond showing 810 
fully polished girdle 222° i Ree: 
which costs you no “%% a 
more! 
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Cross section of ordi- 
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Yes, when you think of merchandise 
for your customers and more profits 
for you — think of Jenkins & Sons, 
Inc. We have what you want when 
you want it. ) 


Send for further information, 








| They always stoy = 
together perfectly Eas 
like this: : 
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IAMOND LEADS 
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a Diamond's leadership is built on all-around ability... 
eres “4 : ability to fill your needs whether they are large or 


eee small. And the same Diamond quality and service is 


yours whether your order is a big one, or a compara- 


tively small one. 


s 
Illustrated are typical new Diamond creations in all 


metal and all paper boxes . . . also our combination 


paper box with metal hinge. We can supply special 


——— designs... all shades. . . and carry a wide variety of 


stock designs. Call on Diamond to show you definite 


improvement in your packaging. 


DIAMOND PAPER BOX COMPANY — 


Since 1939 NE Designers and Manufacturers of fine Paper and Metal Boxes 
1337 PLAINFIELD STREET @©® THORNTON @ RHODE ISLAND 
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Copyright 1948 FAWCETT PUBLICATIONS, INC. 


DE LUXE 


»_WRIST WATCH 


—— ee > Greater Value! 





COMMENDED 


. _ : |, MAGAZINE 


CONSUMER 
SERVICE os 
BUREAU ime: 


~ Sa 


“Plastic Box 
like a real 


Grown-up Watch” 

























Now! Smatior 

* SHOCK-PROTECTED Captain Marvel 
watch for boys 
_ smallwrists.Here’s 
* SWISS JEWEL MOVEMENT $jiibaicheheilbabincdl 
_ for retailers in a 
watchthat’sslated 2 


NAR E:e) EE popularity. 











* NEW SMALL SIZE — 


ia / | A comarkeblite | 
CLT TEM cer! Here's the 
@ Luminous dials @ Unbreakable [@ small watch for 
crystals @ Washable plastic straps § girls that has 


@ Push-pin case for easy strap re- Se 
placement se act 


selling character @=o: ’ 
watches. : 
Order Now 
from your Wholesaler! 


Meet iinting | seeaewewe ae 


CORPORATION 


31 W. 47th St., New York 19, N. Y. 
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There's No Ceiling On 





The Success of 





High-Fashion Pays Off 
With the Main Street 


Women of America! 


If there’s anything fashion-conscious 
women want it’s Deltah Couturier Necklaces, 
to judge by our bulging sales 


records. For Couturier Necklaces, created 





by the genius of Majeska, world-famed 
stylist, keep on selling faster than we can 
produce them. And keep on building 


up magnificent profits for Deltah jewelers! 


CONSULT YOUR WHOLESALER deca wipe 
“ALWAYS LEAVE 
THEM LAUGHING” 


A Warner Bros. Production 


AT BETTER ee JEWELERS “a Miss Mayo wears Deltfah's 
y “Michel” Couturier Necklace, 
retail $17.50. 

Shown in box — “Rivoli” 
— retail $14.00. 

Other Couturier Necklaces, 
from $5.00. All prices 


Deltah 


SIMULATED PEARLS include Federal Tax. 





L. HELLER & SON, Inc. 411 FIFTH AVENUE, NEW YORK 16, N.Y. 


Full Color Page ads in leading magazines 
continue to do a mighty big job for Deltah AND FOR YOU! 






“HOLLYWOOD CALLING” 
| NBC Network 






“QUEEN FOR A DAY” 
Mutual Network a 7A 
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oy, IN ADDITION—DELTAH IS PRESENTED ON 2 GREAT RADIO SHOWS— (af 
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IF IT ISN’T 
PROTECTED B 





the ‘foolproof’ shock absorber 


INCABLOC gives dependable protection 
against damaging shock —the greatest 
single danger to fine watches. 
INCABLOC saves you money because 
virtually eliminates repairs. 
INCABLOC makes you money, too— 
because INCABLOC sells watches! 





CUSHION THE SHOCK 
WITH 


j e C A ki LG C THE AMERICAN INCABLOC CO., 366 Fifth Ave., New York, N. Y. 


Factories: La Chaux-de-Fonds, Switzerland 
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SENSATIONAL NEW 


WATCH BAND DISPLAY UNIT 


Specially Designed for 


WATCH REPAIR DEPTS. 


8 Band Styles on Rotating Wheel + Uses | Sq. Ft. Space 


ABSOLUTELY FREE! 
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movement er design for your prised jewelry Preces Shani Usy 
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STORE NAME 


NEWSPAPER PROMOTION AD 
WITH EACH ER lan 
PROMOTION-OF-THE-MONTH 


F = THE-MONTH 


“Aeliae” 








KEEP ROLLIN’ DOWN 
Kilon ROAD TO 


PROFIT...WITH PROMOTION 
S-U-C-C-E-S-S-E-S 


It’s already been run time and again with 
spectacular success ... This Rulon 6-Dia- 
mond with snake chain bracelet . . 

COMPLETE in a MUSICAL JEWEL BOX. 
It’s sensational! It’s that “something dif- 
ferent’ you've been looking for! Order 
number C-659-MU, complete with Musical 
Jewel Box. Delivered with assorted love 
songs. 3 Column by 10 inch ad mat shown, 
furnished free. Order now for Christmas 


WATCH (CO. 


521 FIFTH AVE., NEW YORK 17, N.Y. 
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Expertly-cut rhinestones, hand-set into Sterling Silver, Rhodium finished. 


ubilee America’s fastest-selling 


rhinestone jewelry line — 


Certainly every JUBILEE rhinestone piece looks expensive. 


CONSULT YOUR WHOLESALER 
That's the way we plan it, design it, create it, make it. But we 


, DORSONS 
price every JUBILEE piece for volume selling, and that strategy 
pays off in greater profits through faster turnover for the 


: ‘ 
JUBILEE jewelers of America, whose number increases daily. 
Ask anyone — in rhinestone jewelry your best bet’s JUBILEE! (/ / G 4 





1). Benstew & SONS CORP. 


. THE ONLY LINE OF ITS KIND SOLD WITH A 10 YEAR GUARANTEE! 
119 WEST 24th STREET, NEW YORK 11, N. Y. 
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btainable through your Wholesaler or 


RODANA WATCH COMPANY, INC. 


745 Fifth Avenue, New York 22, N. Y. . PLaza 9-6346 
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Individualized Packaging 
Custom-made to 


Make Customers 
for You 
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Moire-patterned, satiny leatherette . . . white 
with polished brass edging. Arrow-manufac- 
tured for Speidel Bands. 


Q. Elegant velvet-covered ... smartly scalloped... 
Bearer umes Stag es natural setting for pearls. Arrow-manufactured 
Pe Oe ss | for Marvella Pearls. | 


| a 8, Rich simulated leather in gold-effect frame... 
for a handsome “traveller.” Arrow-manufac- 
; tured for New Haven Clocks. 


eS ss 
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Arrow Manufacturing Company, Inc., Boxes and Displays * 567 Fifty-Second Street, West New York, New Jersey 
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“Day and Night’... 


a pair of golden 

oval clips: the daytime 
version, simple and 
tailored — 

the nighttime clip paved 


with starry rhinestones. 


design patented 
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for you 


since 
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YES, SINCE JANUARY 1, 1949 


TO BUILD YOUR 
CHRISTMAS SALES 


Bulova Has Spent More National Advertising Dollars Than 




















The opening gun on ¢his year’s Christmas magazines, television, newspapers ...so that 
drive was fired last New Year’s Day... when BULOVA HAS BUILT UP THE GREATEST CON- 
the first BULOVA radio spot of 1949 went on SUMER ACCEPTANCE of any product in Amer- 
the air. The barrage has continued hour after ica. No wonder BULOVA is far and away the 
hour, day after day, since then—in radio, easiest, most profitable watch for you to sell! 
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| 


LY, TOO 















ate aS 








j | ee ay 
Cs « «= Ff a 
¢ 














THE TIME 1S NOW! pon’ waies Remember, 


everyone —in every line—is hungry for the consumer’s 
ie, r dollar. Don’t let competition beat you to the punch. To 
get the profits— get going on your tie-in advertising NOW! 


—.- 


MP” THE WAY IS EASY! tic in wire orate 


with the greatest consumer acceptance. That’s BULOVA! 
It’s simply smart business to advertise and display the prod- 
uct that moves the easiest, the fastest . . . the product that 
makes profit FOR you! That’s BULovA! 





Today your customers demand Value! And Value means 



































Bulova radio advertising is unquestionably the most powerful 
backing behind any product in America! At Christmas, this tre- 
mendous power is all harnessed for special, hard-selling Christmas 
messages. 


Y 
71 IN TELE VISION 


What Bulova is to radio, Bulova is also to television! No other 
advertiser matches Bulova’s television wallop at Christmas time— 











or at any other time! 


cw Mae; 
nw 4 AZINES 
Beautiful, full-color, 2-page spreads—and nothing but spreads! — 


in LIFE, THE SATURDAY EVENING POST — the nation’s 
biggest, most-read magazines! 


Sk IN NEWSPAPERS 


Big, big ads right in your local newspapers! Here 
is selling-in-print that goes after business right 


in your territory. Your tie-in ads will bring these 
sales right into YOUR STORE! 


Bulova —_ Americas Greatest Watch Value! 






























TO INSURE TOP CHRISTMAS SALES ... 


a 


TH wee ae ad ea 
AND WATCH THE CUSTOMERS ROLL IN! 





UY FREE TELEVISION SPOTS 
YY FREE MOVIES 
| Ym 4:13 Y\) (one) Df 

YY FREE RADIO TRANSCRIPTIONS 
UY’ FREE NEWSPAPER MATS 


VE year 10/e Le ever 


CHRISTMAS TIME 1s BULOVA nny 














© i eee 
UY DIRECT MAIL MATERIAL 
WINDOW DISPLAYS fi 
UY FREE COUNTER CARDS c~ 


Y FREE BILLBOARDS) = 









Fob Tine tn You! 









fe. Rings 
Hold firmly Together / 


They Lock in THEY penta 
[| W0 Places I ( 


HERE and HERE 





Wd-Lok* rings always hold firmly together, 
can’t possibly shift when locked, because of and color, are set in Granat Tempered Mountings* 
their patented, perfected method of locking... (not cast) specially processed of platinum or gold 


not once, but twice! Just press them together and for greater strength and maximum diamond secu- 





they lock, yet they unlock in- — rity. In a complete range of de- 
Simply 


Press Them Together 
no moving parts...and the lock- Gat ZZ 1250.00 the set, plus taxes. Spe- 


signs and prices, from 100.00 to 


stantly at any time...no gadgets, 


oxy F 


SAF 
To Lock! 


bles is guaranteed for the life- i , . radio spot announcements, leaf- 


ing device in Wed-Lok* ensem- cially prepared newspaper mats, 











time of the rings! Of course these rings incor- lets, counter cards, display trays... also, an exclu- 
porate the other famous Granat selling points: fine sive advertising service to Wed-Lok dealers. Write 


diamonds carefully selected for quality, brilliance, ...or we will have a salesman call on you. 


GRAN AT Maufectering Domplaniy- 


114 GEARY STREET - SAN FRANCISCO 8 *TRADEMARK REG. U.S. PAT. OFF. WED-LOK RINGS ARE PROTECTED BY U. S. PATENTS. 
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FOR YOUR LOCAL TV STATION! 


Here's YOUR opportunity to cash-in FAST on today's most DYNAMIC advertising and selling medium: 
TELEVISION! We will supply you FREE with one or all of THREE dramatic film presentations of SEMCA 
and Phinney-Walker clocks, each of which does a powerful selling job for the entire line. Sigel (Tellorel 
spotted on your local TV station, these hard-hitting film commercials will ‘bring ‘em in ALIVE". .. 


and ready to BUY! 


OPEN-END FOR YOURTIE-IN COPY ° mec 


The last four seconds of each presentation is LEFT OPEN for your tie-in. | AND 

YOUR name and address is both SEEN and HEARD as your local | ADDRESS 
announcer gives the final selling impact to the commercial that will | — oe one oe 
bring customers DIRECT TO YOU for Semca and Phinney-Walker Clocks. Your local TY station 


will make up a slide, showing your n 
and address with a tie-in line such as 
SEMCA Clocks come to, etc.’’ which wi 
pear on TV receivers for a full 4 seconc 
announcer makes your tie-in announcem 


PRE-TESTED anov proven propuctive 


ON ALL 5 NEW YORK TV STATIONS 


These 3 TV film commercials have PROVED their pulling power in the world's toughest 
market: NEW YORK CITY, where they have been aired on ALL 5 TV STATIONS with results 


that conclusively demonstrate their ability to do a powerful selling job for YOU! 





POINT-OF-SALE TV TIE-INS All Semca and Phinney-Walker Clocks are now being packaged with black and o 
embossed display tickets bearing the words ‘‘As Advertised on TELEVISION" to comp’ 
the TV tie-in. Extra tickets for clocks now in stock supplied on request. 


~ 11 CL. cock company, Inc. and | LCE YeVYUALKER CQ. 30 IRVING PLACE, NEW YORK, N. 


DIVISION OF SEMCA CLOCK CO., INC. 
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HIGHLIC 
meer SHOTS FROM 3 DRAMAvi TV FILMS 


featuring 
—s LLOcks featuring 
———— Nos. Waa VALKER CLOCKS featuring 
-+. and ieee an = CLOCKS 
os. 113 and 714 
"++ Gnd others 
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SR DIAMOND 


\ The Dictionary 
, says: “MAGNIFY 
_. +. to make to ap- 
pear larger or more 
significant.” Good- 
~ man and Company 
~ succeeds in doing 
this with its newly 
patented Magniset 
/ setting . .. SO Con- 
trived that it adds to the magni- 
i 

ie . tude ‘of a small center diamond. 
erates) “2 Cleverly fashioned with a new 
_ ~ type reflector and a sparkling bor- 
~ der of flashing Rhodigem, the cen- 
ter diamond appears larger and 
solves the jeweler’s problem of 
properly setting a small diamond 

in a large top mounting. 


3 


> TAT: OFt 


Goodman & Company 


Makers of Fine Jewelry, Since 1904 


42 W. Washington St. — Indianapolis 4, Ind. 
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SENSATIONAL SGUUP: 


WAKMANN FIRST AGAIN! 
THE ONLY LADIES 6x8 LIGNE 


CALENDAR WATCH 


with 17 jewel universal movement! 


Trust WAKMANN to bring you the most excit- 


ing ladies’ watch value in the United States to- 








day. Every professional and business woman, 


every career girl, sports enthusiast and house- 
wife will cherish the “CALENDRICE.” Not a 
cvadget. but a most practical, accurate 17 Jewel. 
anti-magnetic timepiece in an exquisite round 
or square case... It's the “conversation piece’ 
watch your customers are looking for — and 
priced way, way below any comparable watch 


in America. 


Gold-Filled with steel back ...$71.50* Retail 
Te ae ee ee OX) $100.00* Retail 


“Fed. tax included 
FIRST A 
AGAIN 
WITH 


® tells the time § @ tells the day ® tells the date 


Only at LHE WAKMANN WATCH CO. INC. 


452 Fifth Avenue. New York 18, N. Y. 
Icho Weakmann. Pres. 


“Parts available at all material houses. Ask for Wakmann model #68. 
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SAVE 40% to 60% in the cost of setting! 





Which ring“ has the ECON-O-SET? 


These two rings look almost alike... but there isa world of difference. 
The one with the ECON-O-SET saves 40% to 60% in the cost of 
setting. 

And talk about miracles! Each diamond appears to be floating in 
air. With ECON-O-SET no metal covers the stones. Milange lots 
make no difference . . . large or small melee set with no distortion 


of shape. 


Facts about ECON-O-SET 


Rings are of precision die-struck construction. 
Rings are Rhodium finished. 
Rings are available in 10% Iridium Platinum. 


Rings are all perfect matched sets ... in a wide range of styles and variations. 


yy Pr YP 


Sold only to and through wholesalers. 





ECON-O-SET Guarantees a 40% to 60% savings in the cost of setting 





E -0- ee ; 
CON-O-SET 8 *The ring on the right has the ECON-O-SET 





(Pat. Pend.) 














_ perty of Manne & |. 


ee Son. Infringers will == 


So be prosecuted to the 
8 full extent of the ae Manne & SO, We. 





law. 


74 WEST 46th STREET © NEW YORK 19, N.Y. 
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Yon're veghl- -- 


Sterling 
such as this could 


only have come from 
WOLFENDEN’'S 


... buyers acclaim 
the originality of design, 
Standard of workmanship 

and those little 
details of construction 

that make such a 

COnSpicuousiy Dig 

difference in the final product. 


The sugar and cream set 
illustrated is typical of 
the perfectly balanced 
design evident in all 
Wolfenden silverware. 
Packaged in Wolfenden’s 
exclusive blue gift box it 
4, sells on sight. 








Uy, 


y Ee? OA 
y/) STERLING 


ANOTHER HOLLOWARE "GIFT OF GIFTS" FROM THE BIG BLUE BOX. 





J. W. WOLFENDEN CORP. + ATTLEBORO, MASSACHUSETTS 
SILVERSMITHS and MANUFACTURING JEWELERS 


REPRESENTATIVES: ROBERT L. RYDER, Vice Pres. and Sales Manager ° FREDERICK B. PLATT, New York City, N.Y. ©” : 
SAMUEL FELDMAN & SON, Chicago, Ill. * HERMAN B. HIRSCH, Los Angeles * DAKE-RIX CO., Phoenix, Ariz. 3] 
CHARLES W. WEBB, Jacksonville Beach, Fla. * LARRY LAWRENCE, Atlanta, Ga. * DON JOHNSON, Boston, Mass. | 
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Featured in Our 
Romantic New 


“HUG-TIGHT” 


Diamond Rings 


Both rings shaped to blend to- 
gether in an affectionate embrace! 
Shown is a lovely 8-diamond du- 
ette in heart- and floral design. 





Look to 


ct on , Goldstein- 
Gerson for 
> the Newest, 


PAMOND DUPTTE an. Deinsin 


SETTINGS rig 


on 


Naess 2 





SOLD ONLY 


THROUGH WHOLESALE 
DISTRIBUTORS 


“Pairette’ is the magic name for a combination of eye-catching 










beauty ... unique design and real selling power! These exquisite 


~ "eae i ead ey ehsie eR he YF 
‘ oP ae So =* ? 1 ~ s: x Cao . 
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rings are ingeniously designed so that the wedding ring “hugs” 
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the engagement ring to form a bridal creation of unusual char- 


acter. See this new and different styling! See how modestly priced, 





too . . . yes, priced to appeal to 100% of a jeweler’s trade! — 

Capitalize on the QUALITY and ENTIRELY DIFFERENT \ TEAS ARS GP Paver / 
" ii “PAIRETTE” DIAMOND DUETTES 

appearance of “PAIRETTE” diamond duette settings! News- 

paper ad mats supplied to authorized dealers. Write to Goldstein- 126 W. 46th STREET 

Gerson for the name of the “PAIRETTE” jobber in your territory. NEW YORK,19. N.Y. 





ARTHUR GOLDSTEIN @ JULES GERSON @ = A. W. (Patty) COHEN @ A.B. GRODMAN- e@_ IRWIN GOLDSTEIN 
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TRAVEL ALARMCLoCKS 
By STOLZ FRERES 


DEPENDABLE TIME PIECES 
of superior quality produced 
by the makers of the 
famous ANGELWS clocks. 
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Pee : 
K : Ss 
iti a ‘ Se 
; ba Bie a RS PSS . , co a : “38 8 : ; 
; a ee 2 ae ee * : os on annem bs me eae. : 
* BER Paar r Bees ee ee Rage Rae > os m3 = SES So 
¥ a 6 Ry ; a eee : : : it ‘ * ot Be 
# 2 . wi : “s S. 


CAMERA No. 796—8 Day @ 9 Jewel @ Alarm @ Retail $29.95 (Fed. Tax Incl.) 


Actual Size 
MOVEMENT: 


8 day 9 jewel lever alarm watch move- 
ment, back key wind. 


CASE: 
Gold-plated bezel, non-scratchable 
alumilite finish on back plate and bell. 


STYLING: 

Genuine leather in both Camera and 
Pouch models. Choice of eight colors. 
Each clock individually boxed in an at- 
tractive cardboard gift container. 


SIZE: 
Pouch—3!/," x 3" x 1-3/16". 
Camera—334" x 21/," x 1-1/16". 


DIAL: 
2/4," x 21/,"". Butier silver dial with full 
luminous Arabic figures and hands. 


MERCURY CLOCKS, Inc. 


37 West 57th Street, New York 19, N. Y. 





POUCH No. 797—8 Day ® 9 Jewel @ Alarm ® Retail $29.95 (Fed. Tax Incl.) 
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LW-189x 


ER-183 


we. 


¢ 


HERS 


Keystone 
Price 
ER-183 — 14K Antique 
Earrings ................ $40 
LW-189x — Platinum 
fishtail wedding ring, 
28 diamonds 8 
5567x—Platinum fish- 
tail mounting, 6 side 
diamonds . $7 
873S—14K gold brace- 
let watch. 17J Swiss 
movement ............$99 
1116-7/8 — 14K an- 
tique enamel fringe 
bracelet watch ....$330 
501AE — 14K antique 
engraved bangle 
bracelet watch, 17] 
Swiss movement..$180 
1119—14K white gold 
bracelet watch, 18 dia- 
monds, 173 Swiss 
movement ..........$150 
P.357 — 14K gold an- 
tique scroll pin with 
cultured seed pearls. 
$98 


HIS 


Keystone 
Price 


CL-72 — Smeart, de- 
tailed 14K gold cuff 
links with airplane 


M-4— 14K gold enam- 
Fil-Yo Ms atsktohiliahalile Malis 
rolal-Mmelielislelile| 


BU-1—Sturdy depend- 
able 14K gold belt 
buckle 


998—14K gold exclu- 
sively styled bracelet 
watch with 17J move- 


WA-455 — Up-to-date 
14K gold men’s watch 
obadetsatiil-tahi 


T-29—Men’s 14K gold 
tie claso attractively 
designed 


G-98 — Distinctive 14K 
gold men’s cutout ini- 
tial ring 


Send for our latest catalogue 


R. PEARLMAN, INC. 


62 WEST 47th ST., NEW YORK, N. Y. 
PL. 7-3144 « CO. 5-3651 
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Ih at-wu ele} olUlfoldia mon molioMtelil-tol Me lale Med ielal-1; ip modern new settings 
is a rich source of new busine’s for you. Rings, earrings, 
brooches, whatever you specify, are made to your order from 


your Own, or customer's stones .. . Estimates gladly given. 


We carry a complete line of fine 
jewelry in gold, gold filled and ster- 
ling silver in all price ranges. Write 
for descriptions and price lists. 


e INAS 





lets 


WHOLESALE JEWELERS + 80 NASSAU ST. * NEW YORK 7, N. Y. 
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14K Gold 
$190 


Keystone | 8 diamonds 


$230. 


Keystone 


#395 


4 diamonds 


$135. 


Keystone 


eke > aa i» 
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C100 
USIVE! 


a Cuff Link Christmas! 7" 


short — it’s long. 
own actual size. 
tends twice as far. 
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OC it opens — ANSON KUFF LOOP 

“is completely encircles cuff. it’s mad 

i ¥ Anson, Whatever links he h . 

& COMPers », oops are ao “must”. S as ~~ the Kuff 

E lime Filt hown: 1°20 12 
ited. $7.50. Others $2.50 up 2 kt. Gold 


DANSO ne 
<5 Look for matching tie slides ~- 


$1.50 up iplus tax) 
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A COMPLETE 
LINE OF ‘ 
MEN'S JEWELRY 
& COMPLETE LENE OF MEN'S 78 
ANSON Jap... Providence. F pee 


DEM item ot Oe 


y 


Pia x ‘ 
PANSGOMH fet.. Beesidpace, # § 


Note: the above advertisements are re- 
duced in size to fit this page. Two thirds of 
this Christmas advertising will appear in the 
consumer magazines in color. 


INCORPORATED 


New York Chicage San Francisco 


Providence 
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For Niagara Quality 
be sure of 
this trade mark 


on snap link 
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Sold only through wholesalers 
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Ronson,“ World’s Greatest Lighters”, are 
displayed in fine packages for sales display 
appeal, gift value, and merchandise pro- 
tection. 

Dennison designed set-up boxes assure 
fine packaging, because they represent 
talent, skill, and experience attained 
through one hundred and five years of 


leadership in the field of packaging... 


e Talent in creative design 
e Skill in selecting and adapting materials 
e Experience in manufacturing quality 
products 
Dennison offers you a single cost trans- 
action... expert designing and _ reliable 
production... in one price. 
Call nearest Dennison office, or write 


Dennison Box Division. Marlboro, Mass. 


ca 
LOOK TO OS) nwison FOR EXTRA VALUE IN 


MATERIALS — DESIGN — WORKMANSHIP 
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‘The Most Amazing Success Story In The Lighter Fig 





Zs ib 
j 


A Vide 
ASK Fa 


vez 
_ HERE TT TS..The Most Talked-About 
















Satin Chrome. 
Vertical design. 


Reroils at $5.95 No Fed. Tax 





Retails at 


$12.50 


No Fed, Tax. 
Inspired design, timeless styling, 
superbly finished in non-tarnish 
radiant Rhodium—can be en- 
i. graved. The treasured symbol of 
Rhodium Finish. ” Ua, gracious living, with famed A°S°R 


Wate aga | Ly | mechanism. Ebony Tenite handle. 
etoils at $7.50 No Fed. Tax Ye 


Rhodium Finish, 
| Retails af $10.00 No Fy 
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A’S‘R Heritage Table Lighter, companionate cigarette 





Mother-of-Pearl. a ° oa 
Rhodium Finish. Mother-of-Pearl. server and matching tray in non-tarnish radiant Tortoise Shell. Rhodium Finish. 
Midget Model. Rhodium Finish. Rhodium. Brushed Gold Finish. Heart Locket design 
toils at $12.50 No Fed, Tax. Retails at $12.50 No Fed. Tax Retails at $10.00 No Fed. Tax Retails at $10.00 No fei. 
Retails af $25.00 No Fed. Tox. 





Classic Table Lighter 
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é ie 
Leather Covered. 
ligator-Cobra-Morocco- Mh Savon 
trich. s2 a 
Midget Model. | For table or desk. Richl i i i 
: 5 y sculptured in non-tarnish Ss 
if t 9.00 N me L th Cc r: 4 * aCe x Pie maior 
s at $ o Fed. Tax Alig wb : oh a ake rocks. Rhodium finish—can be engraved. Sure-action A‘S:R Sterling Silver. 14kt Yellow ag 
Ostrich. Lighter principle. Floral Pattern. Styled by Cartier, is 
Retails at $9.00 No Fed. Tax etoile of $12 50 No Fed. T Retails at $22.50 Plus Fed. Tax | Retails al $200.00 Plus ‘e 
‘ ed. Tax. 
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TO SELL MORE QUALITY WATCHES 
THIS CHRISTMAS... 


TIE-IN with the special 
Christmas merchandis- 
ing and advertising 
program of The Watch- 


makers of Switzerland 


There’s a free, full-color, 7-piece dis- 
play, featuring the warmly human illus- 
tration from our Christmas ad. It’s a 
shopper-stopper and traffic builder that 
can make your store gift-headquarters 
for quality watch sales. Display your 
watches and related items with this mer- 
chandising piece for an extra-special 
Christmas window. 


There’s a free, 8-page merchandising 
booklet that contains a wealth of sales 
ideas. You'll find: Window suggestions 
built around the display, publicity 
ideas, copy for local radio and news- 
paper advertising, selling points for the 
jeweled-lever Swiss watch and many 
other sales-wise helps. 





witle Sacexs prweled. lever movenrents 





Both the booklet and display 
are yours, FREE! Just write to: 


‘THE WaATCHMAKERS OF SWITZERLAND 


c/o Dept. S, 325 East 44th St. 
New York 17, N. Y. 


etOe, 
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The WATCHMAKERS OF SWITZERLAND 


AND THERE’S MORE! 
SEE NEXT PAGE 








Here’s a preview of your special Christmas ad, No. 19 in the 


great watch-selling series sponsored by the Watchmakers of 


Switzerland. It will make 95,269,362 reader-impressions in 
LIFE, LOOK, SATURDAY EVENING POST, TIME, NATIONAL GEOGRAPHIC, 
COUNTRY GENTLEMAN AND FARM JOURNAL. 





A CHRISTMAS PRESENT THAT 
EVERY JEWELER CAN USE! 


THIS IS THE AD that will work for you in 
December—reminding millions of customers 
that a watch is the perfect Christmas gift, 
selling these customers on the quality ad- 
vantages of a fine watch with a Swiss jeweled- 
lever movement. 

Surveys show that 70% of the watches now 
in use were received as gifts. Christmas 1s 
the traditionally great gift season. So, it’s to 
the advantage of alert jewelers to use sales 
aids that make the most of gift-buying. 

That's why this ad, with its associated mer- 
chandising, is the perfect Christmas gift for 
you. It sells the gift idea, and it follows up 
with a strong sales story on quality watches 
with Swiss jeweled-lever movements. These 
are the four important points that every ad 
brings home to its readers: 


1. In every watch it’s the movement that 
counts —be sure the watch you buy has a 
quality Swiss jeweled-lever movement. 


2. Don’t be fooled by so-called “watch bar- 
gains’ — you usually get jyust about what 


you pay for. 


3. A smart Swiss watch is a treasure of lasting 
pride—for you—or the fortunate one who 


receives wt from you. 


4. When you buy a new watch, rely on a 
jeweler in whom you have confidence — 
he’ll show you the best jeweled-lever Swiss 
movements in your price range. 


Remember—Christmas time is the best time 
of the year to sell watches, and the best 
watches for you to sell are quality watches 
— with Swiss jeweled-lever movements. So 
build your sales and merchandising plans 
around this special Christmas program. This 
way you ll get full benefit of the big adver- 
tising campaign. And — play up the slogan 
that appears in every ad — it works harder 
than ever for you at Christmas time... 


For the gifts youll give with pride—let your jeweler be your guide 


TURN PAGE FOR REPAIR NEWS 























See shock- and water-resistant, self- 

* winding and calendar watches, chro- 

nometers, chronographs, and combinations 

of these Swiss features. Jt’s the movement 

that counts—be sure your new watch has 
a quality Swiss jeweled-lever movement. 





ANDO A CHEAP WATCH MOVEMENT/ 


In Swiss jeweled-lever movements, 

* jewels are cut, polished, precision-set. 
Most important jewels, at pallet ends, are 
not found in cheap movements. Don’t be 
fooled by so-called watch “bargains” —you 
usually get just about what you pay for! 


1 A watch is the perfect Christmas gift for someone you love 
* _for no gift can be more beautiful, more useful, more de- 
pendable. And no gift can be a finer reminder of you than a 
smartly styled watch with a quality Swiss movement. Your 





jeweler will be glad to show you the many new types and styles 
of watches with jeweled-lever Swiss movements—products of the 
famous Swiss craftsmanship that owes its perfection to a herit- 
age of nearly 300 years of fine watchmaking. 


What every Santa Claus should 


know about the newest watches 





Sec) se > 


The latest fashions in women’s watches 
e are made possible only by their tiny 
jeweled-lever movements—bringing you the 
utmost in value and service. These superb 
mechanisms are what make smart Swiss 
watches such treasures of lasting pride. 





5 If your watch has a jeweled-lever move- 
¢ ment, it can always be repaired eco- 
nomically and promptly. When you buy, 
rely on a jeweler in whom you have confi- 
dence —he’ll show you the best quality 
Swiss watches in your price range. 


For the gifts you'll give with pride—let your jeweler be your guide 


The WATCHMAKERS OF 
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Repair news from The Watchmakers of Switzerland 


ARE YOU KEEPING UP WITH THE OFFICIAL 
SWISS WATCH REPAIR PARTS PROGRAM? 


Here's the status of the program to date— 


1. The official Swiss Watch Repair Parts 
Information Bureau, at 730 Fifth Ave., 
N.Y. C., is in full operation. Although the 
bureau does not supply parts, it 1s a source 
of repair information and data about the 
Repair Program. Trained technicians are 
ready to supply you with any information 
you may need. 


2. The Official Catalogue of Swiss Watch 
Repair Parts (Parts I & II) is in use. More 
than 45,000 requests for Part I have been 
processed, and recently Part II has been 
mailed out to all holders of Part I. This 
complete distribution insures wide usage 
and acceptance of the new identification 
and ordering system set into operation by 
the Official Catalogue. 


3. The Official Dictionary of Watch 
Parts has sold out its first edition. It’s 
used principally by highly skilled watch- 
makers and large watch-repair depart- 
ments—who need the complete coverage 
of parts given by the dictionary. 


4. Officially Packaged Parts. Jewelers and 
watchmakers are now receiving—through 
their regular distribution channels—pack- 
aged staffs and stems for the most widely 
used Ebauches movements. Refills, pack- 
aged in threes, are also available from 
regular jobbers. 


5. The Official Cabinet for Swiss Watch 
Repair Parts is being manufactured in the 
U.S. A. from a Swiss design. It has been 
well received by the trade as a companion 
piece to the packaged parts. This is the 
only cabinet especially designed to hold 
these new, packaged parts. 


6. Official Speaker’s Kits. Two of these 
kits, complete with informative slides, are 
now available to jewelry and horological 
trade groups. The first kit covers the Swiss 
program and has already achieved wide use 
in the trade. ‘The second kit — entitled 
“The Automatic Watch — Watch of the 
Future’ — is now ready. Write to the In- 


formation Bureau to obtain these kits. 


OTHER NEW PROJECTS ARE NOW BEING PLANNED — 
WATCH FOR ANNOUNCEMENT IN THESE TRADE ADVERTISEMENTS 
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we have DIAMOND-SET EMBLEMS 
in stock for IMMEDIATE DELIVER Y 


Your wholesaler can cet 


them for you trom | & 

SELECT YOURS FROM YOUR 
1 & R ‘RED BOOK" CATALOG OF EMBLEMS and 
PHONE, WIRE OR WRITE YOUR WHOLESALER important holiday sales. 


by return mail for those 








Trade Mark 


[IRONS & RUSSELL COMPANY 


EMBLEMS SINCE 1861...THRU THE WHOLESALER 
NEW YORK PROVIDENCE CHICAGO 
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LOSES LSI BION LEI IT NT 


CELE LR OBIE LOSE EET OR SORBATE 


“for Deed ond Sealy 


PERFECTION 
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the large selection of lovely mounti 









bracelets, earrings, necklaces-anc brooc 
in 1/20, 12 kt. gold filled and 10k. gol. 


See why Curtis Cameos are still the leaders! 





Sold Only Through Wholesalers 





162 CLIFFORD STREET, PROVIDENCE, R. lL. 





Chicago Representative Eastern Representative 
ALLEN B. PINERO | PAUL BERGMAN 
‘Heyworth Bldg., 29 E. Madison St. 162 Clifford Street 
Chicago 2, Illinois Providence, R. I. 


Los Angeles Representative 
AL GOLDBERGER 
Pershing Square Bldg. 
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WHITING & DAVIE 





At Christmas your customers will expect to see in your store the 
exciting new mesh creations of Whiting & Davis—the fashion- 
smart new billfolds 


bright line that includes stunning new bags . . . 


... trim cigarette cases, all in gleaming sold and silver. This 


new Whiting & Davis line has a wealth of sales appeal and 
it’s on display now at vour favorite wholesalers. 


Discriminating jewelers the country over are proud to offer their 


customers any Whiting & Davis product, for they know 


that into each creation is built the quality, value and style 


that has made this famous line outstanding for generations. 


Whiting & Davis Co., Inc., Plainville. Mass. 














MESH ROSARY CASE... de- 
signed with wonderful good taste 
... 1s another distinguished creation 


of Whiting & Davis. 
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WHITING 
& DAVIS 


Hand in hand. with fashion 
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No. 68—Master Set: six steak knives, 
carving knife and fork, deluxe case... 
the finest set in the Carvel Hall line. 


No. 62—Carving 
knife and fork 
with case. 


o. 63—Carving Knife 
Set: carvette, carver, 


No. 61—Ham and roast 


slicer in deluxe case. slicer in deluxe case. 


(No. 64—Same plus fork.) 


ew Carvel Hall Cutlery Sets 





choose from these handsome sets 


. 50 single steak knife 
. 52 pair of steak knives 


. 56 six steak knives in jewel-box case (below) 





No 
No 
No. 54 four steak knives in jewel-box case 
No 
No 


. 58 eight steak knives in jewel-box case 
No. 60 carving knife in deluxe case 
No. 61 slicer in deluxe case 


No. 62 carving knife and fork in deluxe case (above) 
No. 63 three carving knives with deluxe case (above) 


No. 64 same as No. 63 plus fork (above) 
No. 65 carving knife, fork, sharpening steel in 
jewel-box case (below) 


No. 68 six steak knives, carving knife and fork (above) 


Carvel Hall Steak Knives in jewel-box case. 
Sets of four (No. 54), six (No. 56) and 
eight (No. 58). Carving knife, fork, 


honing steel in matching 
case (No. 65). 





sth, 


- min ~~ Or 
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* Guaranteed by ~ 
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ES, NEW Carvel Hall Cutlery 

is packed with smart styling 
and dozens of quality features to 
make your customers buy. The 
blades are made of fine chrome- 
vanadium cutlery steel, hollow 
sround for keen lasting edges. 
Handles of ivory Lustrex resist 
scalding water, gleam with spark- 
ling safety bolster and ferrule. 
Carvel Hall Cutlery is obviously 
the product of half a century of 
fine craftsmanship. 





Luxurious packaging shows the 
product at its glamorous best. . . 
smart limed-oak frames, lined 
with burgundy velvetyn, and a 
clear plastic cover. This packaging 
gives prominent display in your 
windows and counters besides pro- 
viding convenient cutlery storage 
for your customers. These fast- 
selling profit-builders are nation- 
ally advertised in Better Homes ¢ 
Gardens and Good Housekeeping. 
See your cutlery jobber today. 


Briddell 


INCORPORATED 


CRISFIELD, MARYLAND 
Bene Duality Cullery 
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#557 
BOTTLE OPENER KNIFE 
to retail at $7.50 





THREE 
TO MAKE MONEY — 





+556 | 
SCISSOR KNIFE to retail at $10.50 


Three handsome, gold-filled knives with full- 
polished blades . . . specialties from the regular 
LeStage line. Available with oblong or diamond 
signet. Attractively boxed for the gift trade. 

1/20 12Kt. GF (White or yellow) 
THROUGH YOUR WHOLESALER ONLY 








#560 
CORKSCREW and BOTTLE OPENER KNIFE 
to retail at $8.25 





yy 4: 


MANUFACTURING COMPANY 


NEW YORK CHICAGO LOS ANGELES 
9 Maiden Lane 29 E. Madison St. 315 West 5 St. 
A. H. Betz A. B. Pinero Jack Klein 





NORTH ATTLEBORO = MASSACHUSETTS 


CHAINS + BRACELETS * LOCKETS * KNIVES - BABY JEWELRY *° IDENTIFICATION BRACELETS 
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The GOLD FILLED 


MARKET 
iS a 

































ACTIVE FUTURE 
FOR YOU 


HERE'S some interesting information. 


A recent study, made by a leading research 
organization, showed, beyond any shadow of doubt, 
that the vast majority of the buying publie accept 


Gold Filled as tops for quality in the popularly 





priced jewelry field. 


This, in itself, is interesting enough. But of greater significance is the fact that 
even the youngsters... those between 19 and 29 years of age . . . show great 
preference for Gold Filled products. To them, Gold Filled means quality. 
This is a healthy sign for a product a century old... a product made for 
cvenerations by the “Old Shefheld” process of fusing and then rolling under 
g t by the “Old Sheffield” y f f g 1 tl Hin: 


tons of pressure Karat gold on a strong 





supporting base. [t can mean but one P 
HARD COMPACT 
LAYER OF 
future for those who stock and feature KARAT GOLD 


thing... a growing market, a brighter 














ever-popular Gold Filled merchandise. 


Research Division of 


GOLD FILLED & ROLLED GOLD PLATE Mfrs. 
PROVIDENCE 7, RHODE ISLAND 


. Quality is guaranteed under the terms of Commercial Standard CS 47-34 as issued by the United States 
Reproduction rights are granted Department of Commerce and approved by the American Standards Association 
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Ask your jobber to show you these numbers — or obtain them for you. 


MANUFACTURERS OF BETTER GOLD AND GOLD FILLED JEWELRY 


PROVIDENCE STOCK COMPANY 


PROVIDENCE, RHODE ISLAND 


11 Maiden Lane 29 E. Madison St. LOS ANGELES 
NEW YORK CHICAGO 


o © 
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124’ BULOVA HAND CABINET 


for genuine repair work with speed and money-saving convenience! 
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You get a complete range of Genuine Bulova Hands for — 








all popular Bulova models. 


2) eee aa 
= 
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a 
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All hands are of finest quality—all steel, hand-rubbed nce! . 
and polished, lipped and socketed for perfect fit. . 





A complete Interchangeability Chart and Guide is permanently attached to 
the cabinet. 


a The hour and minute hands are packaged one pair to a factory-sealed package. 


MATERIAL SALES DIVISION 
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Companion Kits for Stems, Staffs, Crowns and 
Mainsprings are also available. An order placed. now with your Ma- 
terial Jobber will insure early delivery. Place Your Order TODAY! 


BULOVA WATCH COMPANY, Inc. 


62-10 WOODSIDE AVENUE, WOODSIDE, L. I., N. Y. 
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“Value and Style Appeal That Will 
Stimulate Your Sales 












Lady's Sterling Ring, set 
with assorted-color simulated 
center stones, brilliants ond 
baguettes. 


Lady's Sterling Ring, set 
with 3 simulated baquettes 
on each side. 





Lady's Sterling — | , 
fume Ring, with multi- bet) Min) i's 
color simulated stones. (hi “ul it 24 
mY \ 4 
\ 


fate 


Profit Possibilities 
You Can't Miss 


Lady's Costume . If you’re a wholesaler, send for sam- 


Ring, center stone 


simulates black : f these rinas. 
opal, Mexican S ples : hese g 

opal, moonstone 
or turquoise, sur- 


rounded by. simu- : ) If you’re a retailer, ask your whole- 

—o saler about the big Uncas line of pop- 
ular-price, high-quality numbers, 
designed to tempt the customer, mul- 
tiply turnovers, build store traffic. 


I 











Man's Ring of 
1/30 14K rolled 
gold plate with 
large simulated 
white stone. 


Through Wholesalers Only 





UNCAS 


MANUFACTURING COMPANY 


*‘America’s Largest Ring House’’ 
PROVIDENCE, R.I., U. S.A. 


Man's Initial Ring, 
1/30 14K rolled gold 
plate with unbreak- 
able simulated ruby 
or simulated onyx cen- 
ter stone, sterling or 
rolled gold plate ini- 
tial, one simulated 
brilliant each side and 
cornerstone. Also avail- 
able with simulated 
cameo, opal, pearl, 


BX8409 /u tiger eye. 
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rccepted —"" 


Snaps on in a jiffy 





/ 





HAYWARD 
SNAP-LINK 


p 


AT. PEN OIUNG 


1/20-12K gold-filled links in attractive red steelette boxes ... to retail at $5.50 per pair 
... through wholesalers WALTER E. HAYWARD CO., Inc. Attleboro, Massachusetts 
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Cut silver polishing cost and 
time in half by using 


PACIFIC SILVER CLOTH! 


Here’s a new idea from Mr. E. J. Scheer, prominent 
Rochester jeweler, who wrote us enthusiastically after 
finding out how much polishing time and work he 
saved with Pacific Silver Cloth. 


‘“.during non-business hours, we have a system 
of keeping hollow ware in wall cases (without 
sliding glass doors) practically tarnish free by 
fastening tightly to the front of each case, long 
wide pieces of Pacific Silver Cloth . .. small pieces 
of this cloth keep our surplus stock of flatware 
(in drawers)...it has greatly reduced the amount 
of time required in maintaining our stock ... 
we are very pleased to recommend this to the 
jewelry trade in general.”’ 


Profit from this ingenious time- and work-saving 
way to use Pacific Silver Cloth. Your local upholsterer 
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can make up Pacific Silver Cloth protectors for your 
display cases—or write us for names of firms who will 
do the job for you. Also write us for the names of 
firms making up blocked pads for flatware drawers. 

Jewelers everywhere have found Pacific Silver Cloth 
the most effective tarnish preventive available... 
so have their customers. It keeps precious silver free 
from tarnish even after years in storage! National ad- 
vertising has induced millions to try it .. . and Pacific 
Silver Cloth’s consistent, unmatched performance in 
protecting silver has convinced these millions of its 
superiority. Recommend Pacific Silver Cloth with 
every sale of silver. 

Distributors have Pacific Silver Cloth by the yard — 
also ready-made in wraps, bags, rolls, packets and as 
linings in handsome chests. Write Pacific Mills, 214 
Church Street, New York 13, for the name of the 
Cistributor nearest you. 
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Now! Extra Christmas Profits with ARVIN! 


40% OFF 


Ss te on these Big-Sellin 
y rt all OS : Be 


‘ ™, 
a Cae ' a 5 fa “ 
Se May ~ 
LEE Se ea ce ~ Me ern, 7 
¢ a . anny as: : ts oe See ae 
Sate : 


“| Electrical Appliances in a 
~ Master Carton Quantities ‘s 
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ORDER NOW AND BE READY! 


Arvin Lectric Cook 
Grills! Fries! Bakes! Toasts! 


Beautiful for instant appeal! Efficient 
and dependable for years of faithful 
service! Cooking area equals 3 ten- eS aC ats Ga art 
inch skillets—holds 16 hamburgers, 8 ee 4 
pancakes, or 4 toasted sandwiches. aye 

Automatic heat control. Signal light. 
a — and handle. Under- 
writers’ listed. 3 to master $9095 


carton. 


Arvin 4-Square Automatic 
Waffler ... The World’s Finest 


Prominent display of this gorgeous 
gift appliance means plenty of fast 
sales! Makes 4 full size waffles, uni- 
formly delicious, as light or as dark 
as wanted. Automatic heat control: 
signal light tells when to pour bat- 
ter, tells when waffles are ready 
Insulated base and handle. Pre. 
seasoned grids. Extra deep batter 
groove. Underwriters’ 
listed. 3 to 
master carton. 


$20" 



















Arvin 34GR Waffle Grids 


An easy extra sale! Con- 


vert Lectric Cook to 


fume ~€©6fully automatic — 
Ps Lo waffle baker. <# 





Arvin Dual-Control Iron, 








Arvin Automatic Toaster, 


a natural for gift shoppers! 
Cushioned pop-up; inspection 
knob; hinged crumb tray; ex- 
clusive STA-WARM SHELF, 
given at no extra cost, keeps first 


slices hot till wanted. $91 50 


3 to a master carton. 


queen of all de luxe irons! Magic 
Watchman guards against too 
hot or too cool — surface. 
8-ft. reversible cord; 

double thumb rest. $1195 
Arvin Automatic Iron, 

a truly modern iron at $9O9 5 
a money-saving price. 

3 to master carton. 


NEW BIG DISCOUNTS! 


25 Service Stations from coast to coast 


for your convenience! 


92 


Arvin Safe-Guard Heater, 


automatically cuts current if 
heater is upset. Deliv- $1995 


ers 42 cu. ft. of warm 


air per minute. Oper- — 
. * 
ates on AC only. $1395 


Model 103 fan-forced $995" 


heater only 


PLUS 


Arvin Radiant Heater, 


operates on AC or DC, actually 
a portable fireplace, perfect for 
homes, trailers, offices, ticket 
booths. Extra large heating 
element and corrugated reflec- 
tor spread heat over wide 


area. 6 to master $995" 


carton. 


POWERFUL NATIONAL 


ADVERTISING! 
Appliance Division 
NOBLITT-SPARKS INDUSTRIES, INC. 


Columbus, Indiana 


*Slightly higher in Zone 2 
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When you sell a DeCurtis original you realize the 
olaohilmelame Me lolelonrip4-coMUlall me) mol Mm uColg-Mlu) stele celils 
you win customer gratitude and loyalty for your 
store. 


The new lariat illustrated is one of our new spring 
ohiicelailolarmelale MEM elite] Mela DL-1Gll atmo lol lin ala me(-— 
sign and manufacture. The BOW-KNOT Slide 
Action (pat. pending) permits various uses adapt- 
able to every costume requirement. 
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£ 0 0 


This versatile DeCurtis lariat in 1/20 12 Karat gold-filled 
has myriad uses — a few of which are illustrated. 


\ 
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SOLD THRU WHOLESALERS ONLY 


Couat to Coast 


CURTIS JEWELRY MFG. CO. 


861 BROAD ST., PROVIDENCE, R. lI. 


After Jan. 31, 1950 our new home will be located at 11 Dearborn St., off Manton Ave., Prov., R. |. 
Represented East Coast * Mid-West * West Coast 
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PALMBER 
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J. R. WOOD & SONS, INC., 216 E. 








45TH STREET, NEW YORK 17, NEW YORK 


“TRADE MARK REG: 
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one name stands out in diamond ring sales! 


= Artcarved 


It will pay you to remember the name Artcarved—because 
that’s the name your customers will ask for when they shop 
for diamond and wedding rings. Outstanding national ad- 
vertising has made Artcarved quality familiar to millions of 
prospective customers. Artcarved experts bring you—at 
every price level—diamonds never before worn, diamonds of 
an unvarying high standard of quality; and they positively 
guarantee not one, but all four factors of diamond value— 
color, clarity, cut and carat weight. 





The complete manufacturing independence of America’s 
oldest and largest ring-maker governs every step in the making 
of an Artcarved ring, from the rough diamond and molten 
gold to the finished ring. And the economy of this operation 
results in real savings you can pass on to your customers! 
BELOVED BY BRIDES FOR A HUNDRED YEARS (1850-1950) 


Tie in! Cash in! 
A --. With the 
rtca rved advertising is working for YOU! most trusted name 


in diamond and 





wedding rings 
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TRAYS and ACCESSORIES 


Of course you won’t make a million on HASKO trays and accessories . . . but you will 
turn a neat net profit, and a steady one, too. For HASKO trays and accessories are proved 


sellers that have the 5 BIG ADVANTAGES which add up to fast selling merchandise. 











evye-appeal. .. MEANS BUY-APPEAL 


HASKO Designs are bright and colorful accenting the simulated walnut, oak and nortnern maple finishes, 
The trays are molded to shape from wood and covered with a beautifully lithographed special paper. 


EERZRERY USES «2 © PRODUCES VOLUME SALES 


HASKO Trays fill the need that every woman has for a convenient, easy way to serve. They fit into every 
occasion saving time, trouble and work. 


low prices ... ATTRACT MASS MARKET 


With sets priced from $1.79 to $5.95, HASKO Trays are well within the reach of every budget. Customers 
will buy them for personal use and for every type of gift occasion. 


ensemble appeal ... THROUGH MATCHED DESIGN . . . BUILDS REPEAT SALES 


Customers come back to your store to buy matched accessories and additional sets. That adds up to extra 
profits to you. 


national advertisimg ... DOES THE PRE-SELLING JOB 


Ads in five great magazines, with a combined monthly circulation of over 25,000,000, carry the message of 
serving convenience that makes women want HASKO Trays. fe, 


For the big, new, complete HASKO catalog, 
send a letter, wire or post card, today! 









HASKELITE MFG. CORP., Dept. JC, Grand Rapids 2, Mich. 
Sales Representative in: New York, Chicago, Philadelphia, Detroit, 
St. Louis. Dallas. Atlanta, Los Angeles and Portland, Oregon 


HASHU 


Pip, 


ss 











— 







eo Ms Various size trays with matched “Flying Ducks” design... 
| : . “Hunt Scene” on four Tray and 8 Tumbler set . . . “Flying 
Ducks” on Cocktail Napkins. 
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EUREhA Silverware Rolls 


and Silverware Bags, of finest 
suede-finish duvetyn, mean qual- 
ity anti-tarnish protection for 
your customers — at no extra cost 
to you. EUREKA Rolls and Bags 
are always freshly made to your 
specifications in your exclusive 
color or color combination, and 
your store imprint on every Roll 
and Bag further reflects the qual- 
ity of your store. Send for free 
samples, illustrated catalog and 
price list. 
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istinolive is the word... 





Outstanding for their cabinet craftsmanship in every detail of construction, 
EURERA Silverware Chests are made of top grade selected hardwoods, carefully 
seasoned and dried, and are lined throughout with Pacific Silver Cloth — “the 
cloth that prevents tarnish.” Your customers will appreciate the quality and wide 
range of choice EURERA affords, for there is a fine EUREKA Chest for every taste 
and pocketbook. Send for free leaflet on the new EUREAA Chests. Immediate 


delivery assured on all EUREAA Chests, including No. 92, shown. 
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‘Lue 1950 edition of the BENJ. ALLEN & Co. Catalogue is now in your store 
if you are on our list of accredited jewelers. If you have not received this book, 
will you please inform us of the fact so that we can send you a copy. 


It is not out of place to mention here that it goes only to regularly established 
jewelers. Our organization has spent much thought and time in order to make 
this edition complete in assortment and in variety in price. 


Keep the book right at hand so that it may be ready to help you in whatever 
respect your stock may be lacking. Your orders will receive the prompt atten- 
tion that our long experience enables us to give you. 


BENJ. ALLEN & CO., INC. 


EFFICIENT SERVICE FOR JEWELERS AT ALL TIMES 
Silversmiths Bldg. 
10 So. Wabash Avenue CHICAGO 3, ILLINOIS 
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THE JEWELERS' 


BOUT six weeks ago there came to 

the Editor’s desk, from a J C-K 
correspondent in the middle west, a 
photograph of the door of Dall- 
meyers Jewelers of Jefferson City, 
Mo. 

On the door was a sign, lettered 
“Please Open Before Christmas.” In- 
trigued with the merchandising value 
of this simple device, we decided to 
bring it to the attention of jewelers 
everywhere on the current November 
cover. 

Thinking also that the Jewelry In- 
dustry Council could advise its mem- 
bers of the idea, we called Albert E. 
Haase, JIC Executive Director, only 
to find out that this device is already 
in the Council’s Christmas Idea Book. 
“What’s more,” said Haase, “This is 
but one of many practical promotions 
in the 1949 edition which is now 
ready for distribution to members.” 


> © 

KIND & SONS, Chestnut Street 
¢ Jewelers of Philadelphia, are 
just completing a program of store 
enlargement and rebuilding. For the 
past several months they have been 
carrying on their retail business in 
the midst of carpenters, plasterers, 
painters, and the general confusion 

which attends remodeling. 

Late in September, the work had 
progressed to the point where the old 
display windows were to be torn out 
and the familiar plywood wall erected 
to hide the store front—All plywood, 
no windows. 
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Not being one to pass up an op- 
portunity for a gag, Oscar Kind, Jr., 
sent a mutual friend with a message 
to Wilson Streeter, President of 
Bailey, Banks & Biddle Co., jewelers, 
two blocks to the east. The message 
was in the nature of a request that 
Bailey's permit Kind’s to display 
some merchandise in Bailey’s win- 
dow, with small cards stating “This 
Merchandise for Sale at S. Kind & 
Sons, Two Blocks West.” 

Wilson Streeter, anxious to be help- 
ful to his competitor, immediately 
agreed to meet Oscar’s request—if, 
Kind’s would letter on the front of 
their plywood wall, “We are Remodel- 
ling —Shop in Comfort at Bailey, 
Banks & Biddle, 2 Blocks East.” 

“No Deal,” said Oscar. 





Something to Think About 


SAVINGS BANKS DEPOSITS 


(530 MUTUAL SAVINGS BANKS IN THE U. S. 
—— 18,988 
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IGHT now being very conscious 

of taxes—and concerned about 
how the government is distributing its 
receipts, we indulged in a corner-of- 
the-mouth chuckle the other day when 
we read a comment by “C.E.F.,” in 
The World Telegram. 

This W. T. paragrapher said, “It’s 
not surprising that the Michigan man 
who tried to give away $15,000 
should be seized by authorities. 
Government is very jealous of its pre- 
rogatives.” 





> © 
ie the dark depths of a Brooklyn 
sewer recently lay a small but 
shining example of the consequence 
of a layman seeking an “appraisal” 
of her diamond. 

Mrs. Foster’s diamond ring was 
deep in the silt of a sewer because she 
couldn’t take her husband’s word. 
Foster had only that morning pre- 
sented his wife with the ring on the 
occasion of their 20th wedding anni- 
versary. He had told her it was worth 
$1,000. 

Understandably proud of her new 
acquisition, Mrs. Foster lost no time, 
after her husand’s departure for work, 
in calling in two neighbors. The 
nature of the ensuing conversation, 
especially in regard to the $1,000 
value, can easily be imagined by any 
of our readers. 

So—o—Mrs. Foster and her two 
friends set out to seek an appraisal 
from a local source. 

Enroute, one of the ladies decided 
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to try on the ring and see it sparkle 
‘n the sunlight. In removing it from 
her too large finger the ring suddenly 
popped off, out of her grasp, through 
the air, down the sewer into the silt- 
flled basin nine feet below. 

With the help of a city emergency 
squad, four policemen, a crew from 
the sewer bureau and the application 
of two hours and ten minutes in very 
unpleasant work, the ring was re- 
covered. After that Mrs. Foster went 
directly and happily home with her 
$1,000 ring now looking like a mil- 
lion—without benefit of appraisal. 
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HE late Dr. Conwell, of Philadel- 

phia, provided the funds for the 
establishment of Temple University 
from the proceeds of a talk which he 
delivered for years. Entitled “Acres 
of Diamonds.” the essence of this 
lecture was contained in one of the 
stories he employed to illustrate the 
moral. He told of a man who had 
left his home to seach abroad in vain 
for acres of diamonds. Despondent, 
after years of fruitless effort, he re- 
turned to his home, where his wife 


one day asked him to polish some 
kitchen knives. Half-heartedly he took 
them to the back yard and morosely 
poked the blade of one of the knives 
in the ground, listlessly pulling it up 
and plunging it down again into the 
soil. After a while and much to his 
surprise he discovered that the blade 
was polished with a glistening finish. 

Recognizing an opportunity, he 
realized he had discovered a remark- 
able cleansing and polishing agent in 
the soil of his own back yard, and 
proceeded to market it and build a 
profitable manufacturing — business. 
Thus, said Dr. Conwell, acres of dia- 
monds exist for us all in our own 
back yard, while too many of us, too 
often, go in search for wealth abroad. 

Not, however, with Ostranders. 
jewelers of Toronto, Canada. They 
recognized in “Rope of Sand,” a cur- 
rent movie based upon African dia- 
mond mining, an opportunity which 
existed right in their own back yard. 
An opportunity to effect a tie-in that 
would further identify their store 
with diamonds in the minds of local 
citizens. 

They had Corrine Calvet, star of 





















































"It's supposed to wind itself when | move, but | seldom do." 
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the film, photographed in one of the 
firm’s stores, pictured in the proc- 
ess of selecting diamonds for Os- 
tranders “Diamond Hunt.” This pho- 
tograph was featured in newspaper 
space used to advertise the hunt. 

Ostranders then set up in the lobby 
of the Imperial Theatre where “Rope 
of Sand” was being shown, a display, 
featuring a glass bowl filled with 
rhinestones — among which were 
mixed a few genuine diamonds. Par- 
ticipants in the hunt were invited to 
put their hand in the bowl and select 
a stone. 

“If you think you’ve hit the jack- 
pot,” said Ostranders, “take it to any 
one of the Ostranders eight stores in 
Toronto. They will appraise it free. 
If it zs a diamond, you will not only 
receive two guest tickets to see “Rope 
of Sand,” but you can keep the Os- 
trander diamond you were lucky 
enough to select. 


Further proof of the old saw, that 
a good idea costs nothing. 


© © 


BRACELET of which the finder 

thought so little that he did not 
bother to report it when he found it 
in a sewer at Seventy-second Street 
and Broadway, New York, last 
August, was recently valued at $2,000 
by the Police Department’s Bureau of 
Lost Property, and thereupon turned 
over to the property clerk for the 90- 
day waiting period that determines 
whether it belongs to the finder. 


The matter came to the attention of 
the police after Lester Lloyd of 248 
Lenox Road, Brooklyn, a laborer, 
brought the bracelet to a jeweler for 
appraisal. The finder said that he had 
thought the article worthless and had 
taken it to a jeweler only after being 
repeatedly urged by his wife to do so. 


Thorough as is The New York 
Times in its reportorial efforts, the 
report fails to explain what the bloke 
was doing down the sewer when he 
found the bracelet. 


© © 
A NTemee can happen to a 


jeweler—and usually does. 

Recently a real surprise greeted J. 
C. May, retail jeweler of Stamford, 
Texas, when he investigated a noise 
at the back door. There he dis- 
covered a new-born baby girl wrap- 
ped in a newspaper. 

Since then more than 50 families 


have offered to adopt the child. 
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PENSION PLAN 


Me 








main issue under question. 


create. 





Most discussions of employer and employee relations today, 
soon find the word "security" being used to describe the | 


Though such controversies in giant, basic industries seem 
a far cry from employer-—employee relations in the jewelry i 
field at least one retail jeweler has recognized the basic | 
desire of all humans for every possible source of protection 
in old age. And this jeweler has done something, something 
important, something worthwhile, something which gives much 
to his workers —— at no cost to them. | 
make this plan operative are provided by the company, from | 
profits which the company recognizes the employees helped 


The accompanying article explains the operation of this 
interesting "experiment" which in six years has become an 
institution at Olsen & Ebann Jewelry Co. 


All the funds which 


What is more, the plan gives the greatest percent— 
age benefits to the employees in the lower salary brackets 
who are most concerned by their preparation for old age. 
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A WATCHMAKER with a record of 23 years 
employment and with six years’ participation in the Trust 
Fund, finds himself with a nest egg toward his personal 
security program of $7,985.98, another with six years in 
the plan has an amount credited to her equivalent to 36 
per cent of her salary during that period! 

These are but two examples of the sensational benefits 
accruing to employees of Olsen & Ebann under the pen- 
sion plan established by that Chicago retail jeweler. 
Throughout the 10 stores of Olsen & Ebann are to be 
found the 105 company employees who will enjoy the 
mental comforts provided by the O & E Profit Sharing 
Trust Fund, which, created in 1943, has been functioning 
over a long enough period to prove its unquestioned value. 

The benefits of the plan are shared by employer and 
employee alike, for, while it gives employees a feeling of 
being appreciated and a sense of security, it provides for 
management a group of employees who are genuinely 
interested in the profitable operation of the company, and 
reduces the employee turnover to an abnormally low rate. 
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These were not unexpected benefits, for Clarence Olsen, 
President of Olsen & Ebann, developed the Trust Fund 
with definite objectives in mind. Developed, is the word 
too, because in 1942 after many sessions with representa- 
tives of companies interested in installing their pension 
plans, Clarence Olsen found that all the pension plans 
they were offered had one weakness; they were good for 
companies staffed largely with young employees, but did 
not provide sufficient benefits for older employees who 
had been with a company for many years. 

A year of shopping and study on all available plans 
only made more firm the management’s determination to 
find some setup which better fit the requirements of 
Olsen & Ebann personnel. Government experts, as well 
as insurance companies, and public relations consultants 
were sought for advice. 

A few years before this, in 1940, a U. S. Senate Finance 
Committee, headed by Senators Vandenberg and Herring 
had prepared an interesting paper on Profit-Sharing in 
which they had reported, “The Committee finds that 
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Profit-Sharing, in one form or another, has been and can 
be eminently successful, when properly established, in 
creating employer-employee relations that make for peace, 
equity, efficiency and contentment. We believe it to be 
essential to the ultimate maintenance of the capitalistic 
system. We have found veritable industrial islands of 
peace. equity, efficiency, and contentment, and likewise 
prosperity, dotting an otherwise relatively turbulent in- 
dustrial map all the way cross the continent. This fact 
is too significant of Profit-Sharing’s possibilities to be 
ignored or depreciated in our national quest for greater 
stability and greater democracy in industry.” 

This report was used by Clarence Olsen and the Olsen 
& Ebann Auditor, Carl L. Hawk, as a check list in every 
move they made to build the O & E Profit-Sharing Trust 
Fund, for the Congressional Committee’s conclusions were 
based upon irrefutable truths, logically considered. The 
report stated, “It should not be difficult to understand why 
profit-sharing has been so widely successful. Human 
nature. by and large, is predictable in basic reactions. 
Self-interest is a powerful and altogether dependable 
motivating force. When the employees’ self-interest be- 
comes parallel with the objectives of Management—profits 
conscious, cost conscious—automatically, friction eases, 
production spurts, costs drop.” 

As Olsen & Ebann points out to its employees, the more 
successful the company, the stronger is the foundation 
upon which management and workers can build for a yet 
more successful business. In this way the enterprise will 
produce more profits for the Trust Fund and more 
genuine security by continuing to provide employment 
in a solid. substantial, going concern. 


Typical front of one of this firm's ten jewelry stores. 
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Trust fund plan of Olsen & 
Ebann firm has developed a 
sense of security among its 
employees which makes for a 
group of workers who get a 
personal satisfaction from 
working conscientiously for 
the management of the firm. 








Of course, O & E considered the merits of an immediate 
annual cash disbursement of a percentage of their profits 
every year directly to employees, but finally chose the 
Trust Fund as giving better and more lasting benefits. 
Their decision was substantiated by conclusions in one 
section of the Congressional Committee report referred to 
above. On this, the Committee said, “A plan of deferred 
Profit-Sharing, in place of, or supplementing a current 
distribution plan, is ordinarily more satisfactory to Man- 
agement, more beneficial to employees. It is more ad- 
vantageous to Management because employees develop a 
progressively keener and a more lasting appreciation in 

(Please turn to page 146) 
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S475" new Silver Cabinet with 62-piece set!* 
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Available in all four “1847” patterns. 


HERE'S SALES-MAKING excitement right in time for your gift season! 

It’s a new kind of silver cabinet that stands upright instead of lying 
flat as conventional cabinets do! The lining is a rich maroon mate- 
rial; the outside has a beautiful walnut grain finish. Cabinet is tarnish- 
resistant, of course. 
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And look—it holds not just the usual 52 pieces—but 62 (sixty-two!) 
pieces of America’s Finest Silverplate, including: 


16 Teaspoons 8 Butter Spreaders 
8 Dinner Knives 8 Iced Drink Spoons} . 
8 Dinner Forks 1 Serving Fork 
5 Soup Spoons 1 Gravy Ladle 
8 Salad Forks 1 Sugar Spoon 


2 Tablespoons 1 Butter Knife ($47 ROGERS BROS 
° 


Price? You sell Cabinet and all 62 pieces for only $79.75, a trafhc- 
puller, for sure. And the big two-page, full-color supporting ad in for lo?2 years —_ 


Ladies’ Home Journal (December) will add plenty more traffic. ae samme . 
Plan to get your full share of volume on this up-and-coming pack- Americas Finest Si lVerplaté 
age. Order enough Cabinets now. You'll be glad you did. 


The International Silver Company, 
* Also available with 78-piece service for 12... $98.75. 169 Colony Street, Meriden, Conn. 
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JIC Idea Book 
Readies Jewelers 


For Christmas 


Also. two full-page, four-color ads, to run in 
Saturday Evening post, will center national 


attention on the jeweler as gift headquarters. 


;— advertising pressure will be given the 
promotional efforts of retail jewelers and suppliers during 
the Christmas season of this year by the Jewelry Industry 
Council. This will take the form of two full-page adver- 
tisements, in four colors. that will appear in The Saturday 
Evening Post on November 26th and December 1LOth. 

The Council will merchandise its national advertising to 
the public through its retail jewelry members by making 
available to retailers: (1) The November 26th advertise- 
ment, in four colors, mounted on an easel-back card so 
that it can be used for window display purposes. (2) 
Reprints, in four colors, of the December 26th ad. (3) An 
easel-back window display card carrying the Council's 
slogan, “Something From the Jewelers is Always Some- 
thing Special,” in black and white. (4) A sixteen-page 
Christmas Promotion Idea Book. 

The Council’s Christmas Promotion Idea Book gives 
retailers suggested lay-out and copy for newspaper ad- 
vertising; Christmas direct mail promotions; one-minute 
and half-minute radio commercials: and Christmas win- 
dow display suggestions. Considerable emphasis is given 
to the use of the layaway plan for retailers in the Council's 
1949 Christmas Promotion Book. 

Both of the Council’s Saturday Evening Post Christmas 
advertisements are full of Christmas spirit in text and 
illustration. 

The November 26th advertisement, headed “Your 
Christmas Gift Will be Doubly Prized—if it’s Something 
From the Jeweler’s.” shows a young mother joyfully sur- 
prised with her jewelry-store gift. while her small daughter 
secretly looks on. 

Copy for this particular advertisement reads: 
| “The light glistening on the Christmas balls is reflected 
in her eyes - when she opens your gift from the 
Jeweler’s.” Every Christmas gift is prized but the gift in 
that distinctive package, bearing the jeweler’s name. is 
“always something special.” That package is more excit- 
ing, carries more prestige and promises a sift in good 
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First full-page, four-color ad will appear in the 
November 26th issue of The Saturday Evening Post. 


taste—a lasting gift that will be treasured down through 
the years. 

“No hustle and bustle when you shop at the jeweler’s. 
You're served by an expert. who will show you what you 
want for that ‘certain’ person. 

“You ll find just the right gift for everyone on your 
list—for Christmas and for every gift occasion—by 
visiting your jeweler.” 

Copy for the December 10th Saturday Evening Post 
advertisement which shows a family scene on Christmas 
Day and which is headed, “It's A Special Christmas Gift 

‘When its Something From the Jeweler’s,” read as 
follows: 

“Mistletoe and music, holly and happiness . . . and 
adding to that happiness . . . a gift from the jeweler’s. 
Nothing gives more pleasure, brings a greater thrill than 
a package from the jeweler’s. For that package, bearing 
the jeweler’s name. means someone cares . . . cares enough 
to give a gift that is lasting, that is sure to please... a 
sift in good taste ... a gift with prestige. 

“When you shop at the jeweler’s, you’re sure to be 
served by an expert. who can suggest a present for every- 
one in the family. He will show you wonderful gifts, for 
those wonderful people . . . at wonderfully modest prices 
.. . for Christmas and for every gift occasion.” 

Copy for both advertisements, as it will be observed, 
while giving emphasis to the jewelry store as the place 
for Christmas gifts, also carries a reminder that the 
jewelry store is the place to go for gifts for every gift 
occasion. 

Both advertisements, as have previous advertisements 
run by the Council, prominently display the Council’s 
slogan, “Something From the Jeweler’s is Always Some- 
thing Special.” 
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James Ludy, manager of Kortz-Lee Broad- 
way store, Denver, Colo., demonstrates 
the triple ribbon system by which store 
produces very attractive gift packages. 








L.. the little extras that count in selling mer. 
chandise today. There is always the possibility that the 
store which offers the most attractive package will have a 
slight edge over one neglecting this small but essential 
service. 

During the holiday season, gift wraps can play a dual 
role, for they are equally important as display pieces, and 
will do a suggestive selling job at the same time. 

See your local dealer and choose from his large selee. 
tion of papers and ribbons. Then, tailor the ingredients 
to suit your individual requirements. 

The first step is to decide on the kind of gift wrapping 
that is right for you. Since paper is your largest item. 
you might want to consider plain white tissue, which can 
be extremely effective when decorated with ribbon and 
seals. Then, there are colored tissues in red, green or 
royal blue which can be treated in a similar manner, 
Dainty or sophisticated prints are more expensive, but 
there is no denying they catch the eye. 

Perhaps you are planning some simple store decora- 
tion. This can be carried out in your packages. For jin. 
stance, red bells for display. miniatures and a matching 


Gift Wrapping Says Merry Christmas 


shade of ribbon for your packages. Santa Claus store 
decorations can be duplicated in Santa seals. Choose your 
motif and color scheme carefully, then carry them out 
down to the last detail of your packages. 

Check your 1948 sales and be sure to order containers 
for the most saleable items you receive without boxes. 
Paper can be cut in advance to fit the most popular sizes 

and several dummy packages can be made up. These 
are excellent display pieces and, in the busy season, will 
act as silent salesmen to your waiting customers. 











By now, most of you know the trick of making bow 
ties in advance. This is a real time saver and can be done 
in many artistic effects during the morning hours. Re- 
member, the bow tie lends glamour to your boxes. There 
‘; a wide choice in laminated Texray, and, of course, the 
ever-popular satins and cellophanes can also be used to 


Gift Wrappping 


As fer as gift wrapping is concerned, it’s not a matter 
of any tricks; it’s just practice of a few simple rules. 


cood advantage. 
D ; ; — ° 
A revolutionary new tying product is Sattex, the self- 
sealing ribbon tape. This adhesive-backed satin ribbon 
fastens as it decorates and may be used in numberless 
ways. In its most elementary form, two or three colors in 
strips at each corner of a box are festive. Four or five 
strips will make a Christmas tree or an initial. Candles 





or a sprig of holly can also be worked with it. However. oe ap ston the size Cut off the excess paper, 
laa teermiaiads ‘e time, and for speed the multi-colored needed for package making leaving enough at sides to 
these require more time, and for s| ¢ sn © te vibe connthy te cuhuedh cease deaths st ee 


go around the box and to 
overlap I'/, inches on top. 


CS 
Z 


stripes are best. 

In the odds and ends department, don’t forget to line 
boxes with tissue—and do remember to allot enough 
space to your gift wrapping department. Include decora- 
tive seals in your list of things to have on hand and if 
vou have time, work out some double packages for dual 





(Please turn to page 149) 


to Customers 
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; Place the box on the paper Fold each side of the ends 
face down and bring paper in neat creases at edges of 
around the box and overlap. the box, then fold in flaps 
To make a.clean edge, fold at top and bottom of box. 


overlapping end in !/ inch. 


by GLORIA DANGLER 








Gift wrappings executed by 





Dennison Manufacturing Co. a va 
After paper is neatly fold- Plain tying of ribbon on 
ed around box it is held in box. After crossing rib- 
place with matching seals bon, bring it around box | 
before tying with ribbon. in opposite direction and jj 


tie it with long ends. 


~ 





It's easy to make a lovely bow. 
First make a loop between the 
thumb and first finger, keeping 
the ribbon flat. A second loop 
is made by bringing the ribbon 
from the opposite side. Addi- 
tional loops can be made same 
way and tied in middle as shown 
at right to form multiple bow. 
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A Dream Come True 





Beautiful new three-story jewelry store in Portland, Oregon, marks the 


culmination of 30 years of dreaming and planning by four Zell brothers. 


= FORMAL opening, Sept. 8 and 9, of Zell 
Brothers in Portland, Ore., marked the achievement of a 
30-year dream in the minds of these four jeweler brothers 
—Julius, Harry, Daniel and Milton—to present to the 
people of the Pacific Northwest the finest jewelry store 
in that area. Perhaps even their own dreams have been 
exceeded because the store, housed in Zell Bros.’ own 
three story building, facing a city block on Morrison 
Street and another block on Park Avenue, is probably 
one of the largest and most modernly appointed stores in 
the United States architecturally designed exclusively for 
the display and sale of fine jewelry. 


Watch department in new 
store occupies separate 
section with repair de- 
partment adjacent to it. 


by W. R. HARRISON 


Unique was the formal opening in that it came three 
months after the main floor departments had already beep 
moved to the new location. Business in the new store was 
transacted during this period while workmen labored in 
the upper floors to finish the interiors so that everything 
would be ready for the formal opening. Continuous 
newspaper advertising during these three months ap. 
praised the public that the store was in a transition stage 
and that both the new and old stores were in operation, 
As a result, everyone in Portland knew about the new 
store, and many had purchased there, long before the 
formal opening. 

No records were kept of the number of visitors at the 
opening but the store was crowded for two days between 
the hours of 9:30 a.m. and 5:30 p.m., and from 7:00 p.m. 
to 10:00 p.m. Floral offerings by well wishers, manu. 
facturers, and others were so numerous that even this 
large store could not hold them all and emergency calls 
were made to local florists asking them to delay additional 
deliveries for a day or two. 

Among the opening exhibits were a $1,250,000 collec. 
tion of diamond, emerald, ruby and sapphire jewelry, a 
$250,000 collection of Imperial cultured pearls, a block- 
long corridor of sterling silver, as well as china and glass- 
ware, antique sterling silver pieces of various kinds, 
ceramics, and so on. 

(Please turn to page 150) 


Second floor display room features china, glass, stationery and leather goods 


OY 











The main floor of the new store is divided into two large salesrooms 
and an optical department with a total of 10,000 square feet of sell- 
ing area. Glass shelves lining walls of room display sterling silver. 


Customers inspect a display of 
rings in one of special tables. 





Crystal chandeliers lend an air of elegance to china and glass room 
on main floor. Open glass-shelved wall cases display the many lines. 





























Holly garland of facil-fab is trimmed 
with gold bells and red ribbon and balls. 











Two of the garlands illustrated above are used in the background of this display. 


Aca this year the showrooms of the dis- 
play supply houses are chock full of gay and colorful 
Christmas decorations, calculated to make every store win- 
dow in the country an eye-catching, breath-taking, sales 
compelling feature. It would be impossible to cover the 
market completely in this space, but we'll cover the high- 
lights and inelude in place of the usual Question and 
Answer and Shopping column in the back of the magazine 
a list of all materials mentioned with sources and, where 
possible, prices. Christmas display material should be 
ordered as promptly as possible now for delivery in good 
time for late November and early December installation. 

The Staples-Smith showroom is as usual one of the 
loveliest in New York. There are Christmas trees of many 
sizes made of all sorts of unexpected materials . . . ruffled 
net, painted and beribboned wire, spun glass and so on. 
There are beautiful and very ornate Christmas wreaths, 
wonderful for the center of a window or inside the store. 
Dainty wire or papier mache sleighs can be heaped with 
tiny gift packages and merchandise. Snowflake, poinsettia 
and holly decalcomanias are easy to apply to the window 
glass or background and make a very festive and inex- 
pensive decoration. Beautiful for background are the 
facil-fab holly garlands illustrated. 
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The garlands are trimmed with glitter sprinkled gold 
bells and red Christmas tree balls and ribbon. The holly 
leaves are white facil-fab (satin finish). The sketch shows 
two of these yard long garlands hung against a curtained 
background with gift suggestions and packages arranged 
on steps. Gift packages are wrapped in shiny white paper, 
tied with red and gold ribbons and red Christmas balls to 
match those in the garlands. 

A second sketch shows a papier mache bell and Santa 
Claus mitten. The bell is full round and is suspended 
from the ceiling with satin ribbons. The mitten is half 
round and is used to draw attention to the copy scroll 
Both bell and mitten are flocked in bright colors and 
appliqued with felt cut-outs and sequins. Gift packages 
are grouped with the copy scroll and ribbons extend from 
the Christmas ball clappers to the merchandise arranged 
on semi-circular step and floor pad. 

The third window sketch suggests the use of a pair of 
paper sculpture angels from Austen Display. The litle 
figures are posed on a fluffy cloud and additional clouds 
are used for displaying merchandise. Small gift pack 
ages hang from the window ceiling and tiny stars are 
scattered on the window background. The clouds for the 
merchandise are cut from spun glass “Dream Puff” from 
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Bell and mitten pieces provide colorful note to this simple display. 


by VIRGINIA DIXON 


Radiant Glass Fibers Co. This material is a thick panel 
of spun glass—fireproof of course—which can be cut 
into any desired shape or rolled into columns to make 
cloud or snow effects. Radiant Glass offers spun glass 
in many other lovely forms: Crystal Lace, glass fiber 
threads whirled into a swirl pattern and compressed into 
sheet form; Vitronet, a sheer netting; Sylkglass Art cloth, 
a glass fiber matting, and a lustrous Angel Hair, glass 
fiber floss. All these glass materials come in white and 
a variety of lovely pastel tones. These materials seem 
to lend themselves particularly well to Christmas windows. 

Austen Displays have some unusual Christmas items 
in Mexican tin, snowflakes and a twenty-four inch high 
Christmas tree and metal edging that could be used 
around the window frame. These look quaint and are 
good for a little “different” look. There are also modern 
little trees in metal foil, quite reasonable in price. 

For a selection of unusual small ornaments for trees, 
table decorations and windows, write for the Christmas 
folder of the Grimes Display Service. Tiny Santas, snow- 
men, angels, trees, plastic snowflakes, stars and ornaments 
are all included. This concern also has the tiny firefly 
lights, the clear small twinkle lights that are a nice change 
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ake Your Gift Windows Stand Out 











Clouds of spun glass and suspended gift packages give 
an ethereal quality to this suggested window display. 


from the usual colored Christmas lights for tree, garland 
and wreath decorations. They are available both in multi- 
ple and series wiring; multiple wiring means that when 
one bulb goes out, the rest remain lit; series of course 
means when one goes, they all go! 

At Allied Display, there is a good selection of cheerful 


(Please turn to page 154) 
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Christmas bell and mit 
ten are of papier mache 
flocked in bright color 
and appliqued with fel: 
cut-outs, shiny sequins 













































Sales at Melby's Jewelers prove that a small town store can maintain its own silver room, 


Home built Prestige Cancels Appeal 


Y 

isis MARIANS, like the dwellers of many 
an American small town, tend to measure their time in 
Ford-hours to the nearest metropolitan shopping and 
entertainment center—"the city,” in this case, being San 
Francisco, two hundred and sixty-six miles up the Cali- 
fornia coastline. 

They buy their daily purchases of bread, meat, and 
shoe laces in Santa Maria; they “shop” in San Francisco. 
A San Francisco label marks the dress as fashionable. 
the gift as important. 

To Melby’s Jewelers, as to the retailers of many an 
American small town, the problem of combating the 
sreater budget, stock, and prestige of the big city store 
is a constant and a major consideration. 

About a year ago, the Melbys did some rule-of-thumb 
figuring, decided that too great a proportion of the city’s 
sterling silver sales were going to “foreign” concerns in 
San Francisco and Santa Barbara. 

Taking what might have seemed a formidable jump for 
independent merchants in a town of 12,500 population. 
Melby’s created the town’s first exclusive “Sterling Silver 
Room.” 

Acquiring an adjoining store, they had entrances cut 
through the front and back of their regular jewelry de- 
partment to provide passage. 

Seventy different sterling silver patterns were put on 
display. representing such nationally known firms as 
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Oneida. Towle, Gorham. Wallace, Lunt, International, 
Frank M. Whiting, and Reed & Barton. 

Woodwork and wallcases were designed to specifica- 
tion from fine solid mahogany. The wallpaper has a 
silver base with rose morning glories which match the 
rose carpeting. A unique effect was achieved by backing 
the hollowware cases with the dull side of green gabar- 
dine, against which the brightly polished silverware 
sparkles. 

Immaculate and inviting are the two long flatware 
cases with their double rows of glass shelving for single 
settings. Rows of chests below display full services. 

The woman’s touch—the woman being Veronica Brass, 
manager of the Silver Room—is revealed in gracious 
table settings which combine sterling silver, Swedish crys- 
tal, and Haviland, Wedgwood, and Royal Worcester china. 

For, with the impetus of the Silver Room, Melby’s is 
currently adding a second room from the rear storage 
area of the first. This new room, with its floor space of 
twenty by ten feet, will be devoted to silver plate, china. 
and small electrical appliances. 

The results: at the conclusion of its first year’s busi- 
ness. Melby’s Sterling Silver Room had zoomed the firm’s 
sales in flat and hollowware one hundred and fifty per 
cent. During this same period, the Silver Room had ac- 
counted for at least thirty-three per cent of the store’s 
total profits. 
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But in the final analysis, proof of the pudding might 
be summed up in Donald Melby’s words: 

“If there’s a bride in town who doesn’t buy her silver 
at Melby’s, she’s probably inherited some.” ; 

To publicize Melby’s new “silver standard,” the firm 
used a young and vigorous approach. | 

During the first year’s campaign, half of the advertis- 
ing budget was earmarked for the Silver Room. All three 
major advertising media were used regularly with mea- 
surable results. 

Topping the advertising budget was newspaper space. 
Melby’s schedule includes at least two advertisements a 
week on the society pages of the Santa Maria Daily Times. 

Radio is heavily used, especially to reach potential cus- 
tomers in the outlying area. Melby’s favors spot an- 
nouncements. from a minimum five a week to as many 
as twenty or twenty-five during top gift seasons. 

For direct mail. Melby’s uses flyers and cards pre- 
pared by national manufacturers of silverware. These 
are sent to about one thousand regular customers each 
month. 

Vigorous promotion is not incompatible with dignified 
selling, Melby believes. To retain customer confidence, 
for example, the firm never makes public announcement 
of any cut in prices. except in cases of special purchases. 


of Big Town’ Shopping 





Strong factor in the store’s sterling silver turnover is 
a well promoted club plan, based on weekly payments of 
thirty-three cents for each six piece place setting, which 
was inaugurated shortly after the opening of the Silver 
Room. 

Not all the burden of publicizing the Silver Room, 
however, rests on the shoulders of the traditional adver- 
tising media. 

Through radio, newspapers, and trade journals these 
small city merchants have studied the public relations of 
national firms, and have adapted them to their own uses. 

Since its grand opening in October of 1948, the name 
of “Melby’s Sterling Silver Room” has been drilled into 
the minds of Santa Marians by a variety of schemes, 
sometimes amusing, sometimes educational, always prof- 
itable. 

In the traditional goodwill gesture, Melby’s offered a 
small gift to the first day visitors to the new room: in this 
instance nut servers, of which they dispensed some three 
or four gross. 

At Christmas time, Melby’s filled one of their largest 
silver bowls with coins and bills. offered both bowl and 
money for the best guess on the amount of currency. 
Over four thousand Santa Marians—one-third of the 

(Please turn to page 182) 


by JOY KRAMER 





Eye-catching windows 
such as the two seen 
here are a big factor 
in success of Melby’s 
silver merchandising. 
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urn CHRISTMAS Shoppers Your 


Above: A study in black and white was the setting 


of this display of diamond jewelry at S. Jacobs Co., 
Minneapolis, Minn. The bust figure was veiled in 
black lace, the back drapes were of sheer white and 
jewelry was shown on plaques of quilted black satin. 


Left: Tronstein Jewelers, Cleveland, Ohio, added a 
sparkling holiday touch to this window of Christmas 
gift suggestions with foil snowflakes hanging from 
the ceiling against a back-drop of satin drapes and 
large spray of foil foliage in the vase at the left. 


Below: The entire store served as background for 
the Christmas display of Bellevue Jewelers, Belle- 
vue, Wash., with its all glass front. Silver was 
the center of attraction, displayed in the framed 
niches in the rear wall, in pattern setting on the 
table in foreground and odd pieces on window base. 
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Way With WIN DOWS That Sell 


Above: Against a background of crimson velvet 


curtains splashed with foil snowflake decorations, a 
variety of Christmas gifts was displayed by Good- 
man's, St. Paul, Minn. Adding to atmosphere was 
a small tree and church with choir boys at each side. 


Right: Here's a novel Christmas display from Switz- 
erland. Center of this display is the Holy Family 
with a band of angels converging on them along the 
"cloud" while Three Wise Men offer aifts from below. 


Below, right: Samuels, of Oakland, Calif., arranged 
a series of windows, each featuring a different 
line of merchandise and each presided over by c« 
small Santa figure in white satin trimmed with ermine. 


Below, left: A snow-covered countryside with a small 
house, tree and snowman was the setting for suggested 
gift items at Merryfield Jewelers, Everett, Wash. 
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An old clock dial, numbered from one to twenty-three, and 
the hands pointing to the number of shopping days before 
Christmas, focused customer attention on window of the Dan 
Cushman Jewelry Store, in North East, Pa. The background 
was hung with paper chains while a lighted white plastic 
Christmas tree topped off the display of gift suggestions. 








Leed's Jewelers, Dunkirk, N. Y., erected this 
small fireplace in the corner of their window. 
Christmas wrapped gift packages arranged in 
front effectively put across season's message. 














Miniature red velvet clad figure trimmed in white 
fur centered attention on this display of fashion jew- 
elry accessories given individual attention on vel- 
vet pads, by Bates Jewelry Co., Washington, D. C. 





Detors Jewelers, Ltd., Honolulu, Hawaii, pushed Christ- 
mas card sales in August with this effective display of 
high quality cards which retail from $10 to $25 per 100. 
This early promotion gave the jeweler a head start on 
his holiday campaign and full advantage of long season. 


A very stylish St. Nick, com- 
plete with rakish topper, was 
the centerpiece of the selec- 
tion of Christmas gifts shown 
by Rivkin's, in Seattle, Wash. 
Large glass candles, arranged 
in step fashion and decorated 
with silver ornaments and spun 
glass, added to holiday spirit. 
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winning combination! 

















Christmas Ronson Displays Big Sales 


(interior and window) 


You'll get the most out of holiday business 
if you make it easy for people to buy! 
Don’t wait for them to ask—beat them to it. 
Get those wanted worthy Ronsons right up front 
in your windows and counters. And with 
every sale of a lighter, include that 
logical plus—Ronsonol Lighter Fuel and 
Ronson Redskin ‘Flints’—best for any 
flint lighter. With the Ronson 
Penciliter, sell the Penciliter 
Accessory Kit and Ronsonol. 
What an easy extra profit—and 


what service to your customers! 





® 
; >, 66 ° 9 
WORLD’S GREATEST LIGHTER Tune in Ronson’s “20 Questions 


Saturday nights (Sunday nights, Pacific Coast), 


Mutual Network, and Ronson’s 





“Johnny Desmond Show” Sunday nights 
(Monday nights, Pacific Coast), Mutual Network. 
See Ronson on Television, too! 


RONSON ART METAL WORKS, INC., Newark 2, New Jersey 
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Mba JEWELERS with years of experience 
have accumulated a “check list” of proved Christmas 
selling stunts which they refer to each year. Others with 
good intentions which they are forced to forego because 
of the pressure of the season neglect to record their pro- 
motions and the degree of their successes. 

Jewelers in the latter group and those who are yet 
accumulating experience will find much in the follow- 
ing reports from several jewelers which they can use 
as a check list for their Christmas promotions this year. 

There are many jewelers who have by this time al- 
ready begun their Christmas season merchandising. As 
a matter of fact, “Getting the Christmas season under 
way in September” is the merchandising basis on which 
Zall Jewelers, Denver, Colo., rang up an outstandingly 
successful holiday sales season for December of 1948. 


EARLY PROMOTION GIVES HEAD START 


William Zall, head of the store, believes that most 
jewelers “wait too long” to begin Christmas promotion, 
and therefore, gets his own season under way in Septem- 
ber, when the first holiday windows are used. “My 
theory,” says Zall, “is that no particular Christmas 
window commands special attention when all stores on 
the same street are trimmed with holiday decorations.” 
Therefore, our window decorator has instructions to 
go ahead with Christmas displays beginning as early as 
September 10, when we utilize the main window to 
display typical Christmas decorations, such as Santa 
Clauses, holly wreaths, poinsettias, etc. 

The Zall store counts heavily upon its windows, and 
even after the early displays, continues through the holi- 
day season with changes of displays from week to week, 
always with one outstanding point of interest, such as 
a particularly expensive gift watch, diamond bracelet. 
eic., as the “gift of gifts.” The store scours the market 
for outstanding window display ideas, and keeps a file 
of sketches on previous windows, which determine which 
ones sold most effectively. 

“Incidentally, for Christmas window merchandising,” 
Zall says, “we have found it excellent practice to have 
one fully-trained window decorator on the staff who is 
responsible for all displays and who maintains a record 
of every type of display used the year around.” 

With the displays “stopping traffic” thus early in the 
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For Christmas 


Promotions 


autumn, Zall is likewise “ahead of season” with a pre- 
Christmas sale, held in October, which is announced via 
direct-mail letters, sent to 8,000 paid-up account holders 
on the store’s books. The pre-Christmas sale, beginning 
October 1, covers all lines in the store, and is presented 
to customers on the theory that it is wise to buy now 
when full stocks of all types of gift merchandise are on 
hand, rather than to wait until later in the season, when 
the choice is more limited. 

“We never use markdowns on any type of the pre- 
Christmas sale,” Zall said. “Instead, we have found it 
sufficient merely to point out to our paid-up accounts 
that purchasing early in the season insures a wider choice 
of gift suggestions and that they will benefit from getting 
such purchases started early.” 

The store plays up layaway buying heavily and a 
large percentage of the early-season Christmas purchases 
are on that basis. 

From October 1 until December 20, three separate 
mailings to the 8,000 paid-up accounts are utilized, some 
of them enlivened with folders, cuts, etc., of gift sugges- 
tions from the store’s stock. 

“As a result, we believe we get our established cus- 
tomers holiday-conscious much earlier than the usual 
store does and have been, in many instances, able to 
convince the customer of the wisdom of buying early 
while selections are at their peak,” Zall summed up. 


SPECIFIC GIFT SELECTION 


Another Christmas idea employed by another jeweler. 
The Denver Jewelry Co., Denver, Colo., is the caption- 
ing of newspaper advertisements specifically “For Him” 
—“For Her”’—“For the Children.” This jeweler also 
selects a gift item for men, women and children for in- 
dividual presentation. 

Dave Cohen, head of the store, credits a very satis- 
factory 1948 sales volume to the use of from four to six 
newspaper ads per week from November 25 to December 
25, each of which presented gifts specifically for father, 
mother or children. “We adopted this policy because we 
believe that the usual gift purchaser at Christmas-time 
has a specific problem in mind in connection with parents, 
relatives, children, or friends,” Cohen said. ‘Therefore, 
we group all of the gift suggestions which we feel best 

(Please turn to page 156) 
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Use diamond advertising... 


in ready-made mailing pieces 


Keep diamond sales 
coming your way 


Tie in your sales efforts with the diamond pro- 
motions that are working for you. They include... 


ADVERTISING supporting the engagement ring 
tradition—in leading national magazines. Ad- 
vertising stressing the fashion significance of 
diamonds —in outstanding fashion publications. 


PUBLICITY in newspapers, magazines, on the 
radio. 


MOVIES— ‘The Eternal Gem’—to show in your 
town. Write to Association Films, 347 Madison 
Ave., New York 17, N. Y. 


LECTURES throughout the country. 


DIAMOND SALES MANUAL ... Helpful FREE 
booklet, “More Dollars from Diamonds.” Order 
from Diamond Promotion Department, The 
Reuben H. Donnelley Corp., 305 E. 45th St., 
New York 17, N. Y. 
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Use the national diamond advertising . . . and feature items 
from your own store, too. A diamond fashion advertisement 
from Vogue and Harper’s Bazaar is reprinted in this practical 
self-mailer. You can imprint your name and a short selling 
message on the first inside fold. Or, you may use the inside 
spread as a catalog page for bimonthly or seasonal promotions. 


Rush your order now for your Christmas mailing . . . ask 
for Mailing Piece No. 2, featuring the November-December 
advertisement. 


And order — by number — for future promotions . . . Mail- 
ing Piece No. 3, for January-February . . . No. 4, for March- 
April... No. 5, for May-June... No. 6, for July-August. 


Cost is $3 per hundred, $25 per thousand. 


Write, Diamond Promotion Department, The Reuben H. 
Donnelley Corp., 305 E. 45th St., New York 17, N. Y. 


De Beers Consolidated Mines, Ltd. 
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This modern all-glass front of 
new Pitt store is as up-to-the- 
minute as any big city stores. 


Complete face-lifting job makes 
store stand out from neighbors. 


Small Town ‘Savvy’ 


Nets Small Town Success 


Z eS 8 


by DENTON HARRIS 


A recent addition to the store was this 
Brides' Room where a prospective couple 
can make their selection from complete 
lines of silverware, chinaware and glass. 


WY ws a guy has to walk a mile to gram- 
mar school on crutches and then learns in one year how 
to go the same stretch on an artificial leg, plunging head- 
long into the jewelry business without much training 
seems pretty simple. 

J. H. Pitts purchased The Diamond Shop in Alexander 
City, Alabama, in 1946. A representative of the JEWEL- 
ERS’ CIRCULAR-KEYSTONE stopped by to see Pitts right 
after the deal was closed. This year that same represen- 
tative was in Alexander City again, but he looked up and 
down the long main street in vain. He couldn’t locate 
the same store he visited in 1946. The reason was that 
the sleek, sparkling remodeled shop didn’t look anything 
like the original shop had three years ago. 

Pitts had worked long hours, studied and talked with 

(Please turn to page 167) 
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London’s Museum Gem Displays 


¥ 
The extensive mineralogical collection of the Museum a actical Geology, 


. 
e 


one of the many visited by Dr. Pough on a recent trip yas too large to 


describe in one article. This concludes the report which };-gan last month. 


=" last month’s journey through 
the Museum of Practical Geology on Exhibition Road, 
we next come to the tourmalines. This case contains a 
nice American crystal from Mesa Grande, California, 
showing the typical green and pink color and the abrupt 
transition from one color to the other. There is a fine 
Elba specimen (probably no good gems were ever cut 
from crystals from these attractive specimens) showing 
crystals in a parallel cluster on feldspar, and showing 
another color transition, from green to clear to pink tips. 
The specimen is about two by three inches in size and the 
sign indicates that it came from the collection of one of 
the old mineralogists, Ludlam. One feels here as well as 
at the Natural History Museum a closer approach to some 
of the old collectors, when he sees specimens from their 
collections preserved in the public displays. In this re- 
spect the Ruskin diamond (the Collenso diamond) gift 
to the British Museum is particularly impressive. 

Another tourmaline crystal is one from Siberia, pink in 
color and five inches long by about two and one-half wide, 
and very reminiscent of the Pala crystals. 

The cut stones show a good color range, the most 
unusual is a yellow square brilliant cut weighing about 
18 carats.. An 18-carat step-cut rubellite is of unusual 
quality. A dark blue brilliant of good quality though too 
intense a color, weighs about 25 carats. Lastly, we might 
mention a long, cushion-shaped brown stone weighing 
40 carats. 


WORLD'S LARGEST PERIDOT MASS 


The peridot suite contains the largest single mass of 
this mineral that is to be seen in any museum collection. 
The specimen is not a well-formed crystal, but is, rather, 
a broken fragment of what must have been a still larger 
piece, with some iron-oxide filled cracks, but large, clean 
gemmy areas. The total mass weighs 1100 carats, and is 
loaned to the museum by the Red Sea Mining Company, 
and originated, of course, in Egypt. In addition to the 
formless mass, there are two good crystals, one weighing 
about 300 carats and a second of about 50 carats. 

The cut stones are represented by a number of smaller 
stones in the typical green shade, and one large square 
stone of gem quality, step cut on the bottom and Swiss 
cut on the top. It weighs 136 carats. Brown peridots are 
not well-known, probably most of them come from the 
American Southwest, though there may be other localities 
for this type of material. The brown stone in this collec- 
tion has no locality given, it is a cushion-shaped stone 
weighing about 8 carats. 
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by FREDERICK H. POUGH, Ph. D. 


Curator of Geology and Mineralogy 
American Museum of Natural History 


The uncut examples of chrysoberyl are not outstanding. 
but there are some good cut examples. It is interesting 
to note that the Russian example, which weighs abou 
4. carats, resembles the one in the collection at The Ameri. 
can Museum of Natural History in New York very closely, 
even to having a slight “natural” nick in the girdle edge. 
A larger (7 carat) cushion-shaped stone has some silk 
and is of the type which might make an alexandrite cats. 
eye, had it been cut cabochon. A poor Ceylon chryso- 
beryl, which might have a color change, weighs about 
18 carats. There is a dark greenish-yellow cushion-cut 
stone from Ceylon weighing about 50 carats. There was 
no good catseye in the group, nor any good chartreuse 
Brazilian chrysoberyl; the most attractive type of stone is 
the clear chrysoberyl. 


EXTENSIVE COLLECTION OF ZIRCONS 


Two London dealers have supplied good series of zir- 
cons to the collection, so this case is very representative. 
The firm of Charles Mathews and Sons, of Hatton Garden 
supplied about 100 blue pebbles, which range up to 12 
carats in size. In addition there is a good waterworn 
crystal from Ceylon, showing a good prismatic growth 
habit. 

The large commercial cut stones are the gift of Nicholas 
Ipekdjian of the firm of Nicolas Nicholas. There is a deep 
blue brilliant weighing 44.27 carats, and a paler one 
weighing 33.34 carats. A white stone weighs 21.32 carats, 
and a natural brown weighs 27.59. 

The stones that were already in the collection include 
a one-carat red zircon, a light, clouded natural blue from 
Ceylon weighing about one carat, a 60-carat dark yellow- 
brown step cut stone, a fine light purple red cushion-cut 
stone of about 10 carats, and two fairly clear greens, 
oval and cushion cut, 8 and 10 carats, respectively. 

Incidently we might mention here, that at the firm of 
Charles Mathews and Son we saw a small unique Burma 
zircon which was blue and violet in color, and strongly . 
dichroic. 

The opal collection features, as might be expected, 4, 
good map of Australia with the localities indicated. There 
are a number of pieces of rough and cut Australian opals. 
In addition there is a big, milky six-by-six-inch chunk of 
opal said to come from Queretaro, Mexico. An opal crust 
on a buff-colored rhyolite illustrates the commercially 
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unknown Honduras locality, and clear and cloudy precious 
opal on a gray volcanic rock illustrates the forgotten 
Guatemala material. A large piece of pink common opal, 
that is, without the play of colors, illustrates the quincite 
opal from France, about which there often seems to be 
confusion in the gem books. 

The commonest of all minerals, feldspar is represented 
by a large, polished slab, 11 x 31% x 1 inches of moon- 
stone, probably from Ceylon. The cut stone series is 
abbreviated and shows only some mediocre moonstones 
and two yellow orthoclase stones of 12 and 30 carats, with 
a good yellow color and typical Madagascar material. 

Turquoise is also disappointingly represented with a 
few matrix specimens and some mediocre cut stones. It 
was interesting to see that the common material, and the 
type that is so often imitated, of blue nodules in a black 
ground mass, is said to come from Tibet. 

Jade is well represented in large pieces, if not in a fine, 
green jewel jade. On pedestals there are several slices 
from large jadeite boulders showing polished surfaces 
and an interesting color variation. One weighs 178 
pounds and the second 132 pounds. Though we see large 
expanses of jade in carvings, we can see much more 
clearly the color transitions from one phase to another 
(and these slabs show green, gray, mauve, and so on), 
on a smooth, polished surface, unconfused by the irregu- 
larities painstakingly disposed by the sculptor. In addi- 
tion to the large masses there are many boulders from the 
Uyu River in Burma, showing on their polished surface 
the gamut of jadeite colors—white, green, dark gray, 
mauve, and red-orange. 

In the cut stones we see a color series, illustrating the 
variations. Among them is a two-inch disc of splotched 
mauve jade, a common hue of the stone that the public 
persists in thinking green. Of nephrite there is little. The 
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Main hall of the 
Museum of Proc. 
tical Geology gen 
collection. The 
large vase and 
bowl described i, 
the article are 
seen in the aisle 
in middle of hall 








outstanding piece is a ten-inch, mother of pearl inlaid 
fetish from New Zealand. 

The spodumene series is not remarkable. Hiddenite 
from North Carolina is represented by some small, loose 
crystals, and a matrix specimen shows a few attached 
crystals. A few light yellow-green fragments without 
locality make up the lot of interesting varieties. In the 
cut stones there is a pale, round brilliant of kunzite 
weighing 56 carats and two small split-facet-cut pale yel- 
low-green Brazilian stones weighing about 4 and 6 carats. 

Having run the gamut of well-known stones, it remains 
to list the unusual stones that the specialist will find in- 
teresting. In this respect the collection is very good, con- 
taining many examples of stones that we seldom see ina 
faceted form. These include two enstatites, a variety of 
pyroxene, probably from the diamond diggings, in bright 
green stones; a square brilliant of about 0.85 carats and 
an oval brilliant of one carat. Another pyroxene, the 
variety known as smaragdite, forms two polished slabs of 
what look like typical so-called “kingfisher” jade. One 
comes from Burma, the other from Siberia. Polished 
rhodonite, the pink mineral commonly used in the Czarist 
days for Russian Easter eggs is represented by slabs from 
Cornwall, Sweden, Russia and Roumania. Hypersthene, 
a brown pyroxene with a bronzy luster is shown in 
polished slabs from Labrador, and from Aberdeen, Scot- 
land. Bronzite, a related species with a bronze, silken 
sheen which produces a catseye on cutting, is shown in 4 
big stone, one by one and a half inches in size, with a 
fine eye. Violan, a purple variety of diopside, from Italy, 
is also shown in a slab. The specimen shown here rein- 
forces an earlier impression that here is a neglected orna- 
mental stone that might well be exploited. 

In the polished diopsides the outstanding gem is a 19 

(Please turn to page 164) 
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Diamond Tool Research Co., 304 East 45th Street, N. Y. C. 
Melee Plant: 


305 East 45th Street, N. Y. C. 





anta Always Draws a Crowd 


Newspapers played it up big and the whole town turned out to greet St. 


Nick when W. M. House, Baytown, Texas, jeweler, played host for his visit. 


The only Santa in town 
drew hundreds of mothers 
and children to House's. 
The jeweler considered 
the cost — only 5 dol- 
lars worth of candy for 
the kids — well worth 
it for the publicity and 
goodwill which resulted. 


_— MAY BE jewelers who feel that a 
Santa Claus is somewhat inappropriate for a jewelry 
store at Christmas time—but W. M. House of Baytown, 
Texas, doesn’t feel that way. Last year, noticing that no 
local merchants had a Kris Kringle for the kids, he de- 
cided to do something about the situation. His action 
paid off in enormous good will and, he is certain, in- 
creased sales. Certainly he didn’t lose anything by pro- 
viding a jolly Saint Nick and the local small-fry were, 
to say the least, enchanted. 

House realized, of course, that a jeweler cannot feature 
a Santa Claus in the same fashion as a department store. 
It just wouldn’t be practical to have Santa ensconced on 
any icy throne asking the youngsters if they'd like a dia- 
mond tiara or some other fabulous merchandise. Some 
other approach would have to be applied. 

Consequently, House advertised in the local news- 
papers that on a certain evening, after the scheduled 
closing time, Santa Claus would be present at his store 
to interview the kiddies and find out what they wanted 
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for Christmas. It was intimated, in the ads, that Kris 
would have a little something for each child who appeared. 

On the evening that Santa was to appear, local police | 
obligingly agreed to provide a motorcycle escort for 
Santa Claus—“from the North Pole to House’s” is the 
way the newspapers put it. When he did appear, to the © 
accompaniment of screaming sirens and much backfiring, J 


over 500 children with their mothers were on hand at “Wim 


the jewelry store. 


Needless to say, the youngsters had a wonderful time | 


for the next two or three hours. Lined up, they told Santa 


what they wanted for Christmas and the old boy, in tra 7 
ditional style, made vague promises of loot for obedient” 
youngsters and specific threats of disappointment for | 
those who didn’t wash behind their ears, etc. 
Local newspapers played up Santa’s visit to House's 7 
to the hilt, both before and after the event. As a result 7 
of this publicity, none of it paid for by the jeweler,” 
Christmas volume for the store soared beyond all expec: 
(Please turn to page 155) 
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IN JEWELS 
Available on consignment for your special 
requirements. Platinum and gold Jewelry 


precious colored stones, loose diamonds 


Specify price range desired. 


RAYMOND ABRAHAMS 


551 Fifth Avenue e New York 17, N.Y. 
VAnderbilt 6-0457-8 








Typical of store's small space 
newspaper advertising which has 
brought excellent results was 
this series with a dramatized 
one-word headline which played 
up repair services of the store. 





Small Space Ads 


Get Consistent Results With Planned Approach 
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Knowing their trade and then concentrating on only that group of 
potential customers through a regular schedule of small space ads 
has brought in a steady flow of new customers to New Orleans firm. 





Customers Delighted With Pick-U p | 
: Clock Service At Hopfensits’ $s) 


Seenyete eet wanna ets VSM MANIA, ves ctgayse aD” 
‘ aE cat any WAS aby Aa Wi tine ie 


= Hopfensitz and Bros. 2109 the city of | New. Orleans whder 
- Magazine St., offers a new clock continuous family management. 
service that saves you time and It was founded by John Hop- 
*gives-you complete satisfaction. fensitz in 1861. For three gen- 
“No longer is it necessary for  eratioris the firm has followed 
you to take your heavy clock to a strict policy on repairs which 
_the store for repair. Simpl) call has. entrenched them firmly in 
RA 6582 and ask for their “pick the esteem and confidence of 
up clock service,” They will be their many customers, thousands | 
glad to call, examine your clock, of whom -will vouch for their 
and make 1 4 repair estimate, and - expert workmanship, at a fair - 
oved, ‘take the clock back _ price. They never feature the | 
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te Sg the i wut p for the job. When quickest, or the cheapest, 


“deliver “your: “lock, set it “Up 
"Editorial" type ads such as 


the one shown above pointing 
up Hopfensitz' clock repair 
service, have brought in con- 
sistent results for the firm. 














by BETTY LEE GOUGH 


= is nothing small about the total vol- 
ume of advertising done by H. Hopfensitz and Brothers, 
of 2109 Magazine Street in New Orleans, La. But the 
advertising is administered to the store’s public in small 
doses—continual trip-hammer blows instead of smashing 
but infrequent blows from a full-page sledge hammer. 

“We get big sales from small advertising,’ reports 
Albert Hopfensitz, present manager of the store that 
claims to be one of the oldest in the old Crescent City. 
“That is because,” he points out, “we follow a definite 
system for building sales with consistent, regular adver- 
tising. The system involves two things—consistency, and 
a planned approach to true prospects.” 

The H. Hopfensitz and Brothers store is located in the 
humming Magazine Street section of New Orleans. This 
is one of the Crescent City’s most prosperous “small” 
business districts. It is over twenty city blocks distant 
from the main shopping area that is concentrated around 
famed Canal Street. 

Being in this location, the Hopfensitz sales planners, 
John Hopfensitz, founder, and Albert Hopfensitz, Jr., and 
Albert, Sr., the present proprietors, realized that their 
selling would have to be concentrated in the group of 
people who could conveniently shop at the Hopfensitz 
store. 

“We realized a long time ago that we would not get 4 
very large amount of business out of the neighborhoods 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N. Y. 


Cutting Works: London 
64 Weet 48th Street 32/34 Holborn Viaduct 




























Fmerald Cut and Marquise. | 
STAR SAPPHIRES 


RUBIES * EMERALDS + STAR RUBIES 
SAPPHIRES - PEARLS + CAT’S EYES 





We have a large stock of Precious 
Stones, mounted and unmounted from 
_ which to make your selection. Let us 
. cooperate with you on your special calls. 
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located far away from our store,” Albert Hopfensitz, 5r.. 
explains. “Although we now get some city-wide sales, it 
is true, still the bulk of our volume comes from among 
the residents of uptown New Orleans. Our store is con- 
venient to them; it is not convenient to the residents of 
other areas. . 

“That is why much of our advertising consists of direct 
mail. We use a lot of newspaper space, too, but the bulk 
of our money is spent keeping Uncle Sam’s men in gray 
busy carrying Hopfensitz sales messages to the doors of 
families which are truly ‘hot’ prospects for our store.” 

The direct mail pieces—folders, letters, brochures. 
postcards, etc.—which have brought in big sales are those 
that any jeweler can use. “We do not have a tremendous 
advertising budget,” Albert Hopfensitz explains, “so we 
make the fullest possible use of the folders and such that 
the manufacturers of the merchandise on our shelves fur- 
nish to us. These are good, strong, result-ful advertise- 
ments. They have been prepared by experts who are 
almost always better advertising men than a jewelry store 
of average size could hope to hire with its own limited ad- 
vertising funds. 

“Many jewelers make the mistake of low-rating manu- 
facturers’ material. We do not. We use a lot of it. And 
we have found that we get fine results. 

“All of the pieces are ‘imprinted’ with our store name. 
address, and telephone number, of course. They go out 
in H. Hopfensitz and Brothers envelopes, so there is no 
doubt of the place where the customers should go in 
order to buy. 

“Naturally, we get up a few pieces of our own. These 
consist mostly of letters and postcards. But the great 
bulk of our direct mail is manufacturer-furnished. And, 
I repeat, it is good.” 

The real secret of the store’s success with direct mail 
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Full use is made of manufacturer-sup. 
plied direct mail material by Heckant 
Hopfensitz, shown at left displaying 
a gift suggestion to a new customer. 


Store's success with direct mail ad. 
vertising is due to care with which 
its mailing list is kept up to date, 
Inactive names are regularly culled 
and new ones added. Names are filed 
on addressing stencils ready for use, 


lies, Mr. Hopfensitz says, in the care with which its direct 
mail lists are kept up. 

“Some of our letters and brochures have produced 
results as high as 50 per cent,” he says proudly. “That 
is a big return and it was possible only because we devote 
great care and trouble to seeing that the mailing lists we 
use consist only of live names. It is nothing unusual for 
a mailing piece furnished by a manufacturer to pull from 
8 to 15 per cent returns!” 

Direct mail, Mr. Hopfensitz explains, is a relatively 
cheap medium of advertising only so long as it reaches 
the right prospects. Direct mail, he points out, can cost 
more than any other medium in relation to the size of 
the market the jeweler reaches. But it is cheap because 

(Please turn to page 183) 
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KOSLOW Collection 


4 ‘For your Profit,.we offer individually | 
designed pieces for your Specie! Mem- : 
orondum Requirements — i n Necklaces, 


| Bracelets, Clips, Rings and Earclips. 





Arthur A. Everts Co. ''Heart of Texas" medalli 

below, incorporated an 85-carat honey-colored 
stone which was first shown at the House es 
Jewels at the New York World's Fair. The ‘wh 
shaped plaque shows a mounted Texas Rana, 
with lariat, composed in more than 300 dats 
brilliants worn on a diamond belt. Also g mar 
quise diamond necklace, two diamond bracelets 
diamond earrings, emerald-cut diamond ring, 








Similarly gowned models walked between aisles formed by tables of audience. 


_ DIAMONDS U.S.A. 


1950 Edition Presents the Latest in Precious 


Jewelry From 16 of the Nation’s Top Jewelers 
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FF OR THE second year, the fashion press, 
radio and movie editors saw the latest trends in precious 
jewelery exhibited by 16 of the country’s top jewelers 
from 12 cities, in the review called “Diamonds U.S.A.” 
The scene above is from the showing on October 20 at 
the Plaza Hotel in New York. Guests were seated at 
tables arranged in two ovals which circled the ballroom, 
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Harry Winston, New York—collar necklace of round 
diamonds with a trio of brilliants under each, with 
center pendant of two pear-shaped diamonds, each 
weighing 50 carats that are removable. Fluted brace- 
let to be pushed up on the arm. Ear-clips of round 
diamonds with tapered baguette diamonds connecting 
pear-shaped drops of two 30-carat diamonds. En- 
gagement ring with a marquise diamond of 40 carats. 


Van Cleef & Arpels, New York—Indian Princess frontlet with 
shower of 9 graduated pear-shaped diamonds on head-chain 
of baguettes and brilliants. A new trend in diamonds. Ear- 
rings with swaying pear-shapes in suspension frames of round 
diamonds. Ceremonial necklace in wave design with four 
fabulous pendant pear-shapes, the largest weighing over 15 
carats. Ring and armlet as worn by modern bride of India. 
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customers 
will ask for 
Imperial Cultured 
Pearls this Xmas than 
ever before... 


they Il come 


for aristocratic Imperial Cul- 
dUlacvom x-vola my (-\4 4lele-m aa-lehiel acto 


Imperial Cultured Pearl Gold Ear- 
rings . ... prized Imperial Cultured 
Pearl Gold Rings. . . distinctive Imperial 

Cultured Pearl gold pins . . . and the exclu- 
sive Imperial Cultured Pearl Cage Jewelry. 
Nationally and Internationally Advertised 
RICHLY PACKAGED 





Mermod-Jaccard-King, St. Louis—Historic pend- 
ant (left) containing celebrated Maximilian 
diamond, worn as a bride by Empress Carlotta 
of Mexico. Surrounded by 15 large, frost-white 
brilliants, the Maximilian is blonde-toned and 
weighs 33 carats. Also wide bracelet, soaring 
minaret earrings, and brilliant-cut diamond ring. 














J. E. Caldwell & Company, Philadelphia.—New ‘'neckline" 

necklace, fitted to base of throat above, had more than 70 . 

; - ; carats of frosty, fire-white diamonds. Baguette fringe tipped | 
leaving an aisle in between. The models paraded in this with tiny platinum arrowheads. Ear-clips with new feeling for 


aisle giving all the guests a closeup of nearly five million depth. Brooch of marguerites worked out in tiny petal-shaped 
ped th of d; i ails navette diamonds. A brace of bracelets paved with brilliants, 

ee — . _— aie he baguettes and emerald-cuts, and pendant earrings are shown. 
To.avoid any competition with dress, all the models Modern cluster ring and coiffure clip of abstract design. 


wore the same velvet bodices and all a light, velvet draped 
structure at the hip line, resembling small tables. The 
girls could turn about in these appendages and resembled 
marble busts on velvet-covered tables. 

The “massive” look is disappearing from the jewelry 
realm; mere size is deflated or has changed direction. 
The new forms are still three-dimensional, but they are 
built outward instead of soaring into space, embodying 
a new delicacy of design. 

This was the keynote of “Diamonds U. S. A.,” the 
second nationwide diamond show which took place Oc- 
tober 20 at the Hotel Plaza, New York. Sixteen leading 
jewelers from New England to the Pacific Coast showed 
their diamond developments for 1950 in a multi-million- 
dollar fashion show. The jewelry exhibited was entirely 
in diamonds and white metal. 
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“GOBS”" ARE GONE 


The scale-size of clips, bracelets and necklaces returns 
to the normal and wearable. Forms, however, are in- 
tricately built outward, layer on layer. “Elevation” is the 
new word in jewelry design, some pieces having as many 
as six levels of interest. The designers have absorbed 
inspiration from modern painting, architecture, contem- 
porary furniture—even from the levels of lighting in 
stage decor. - 

Another marked trend is towards the use of invisible 
mountings. The diamonds appear to be frosted together 





Ruser, Los Angeles—Three charming diamond 
camellias from California, the largest with triple ; 


in one sheet of white fire. Cut in many shapes, including petals abloom with 528 full-cut diamonds, worn 
the arrow and the seldom-seen hexagonal cut, the stones on —~ necklace. - = ~ a 
° ° °lle ° eacn. wining serpentine boraceierT wi center 
themselves form mosaic patterns with brilliant interplay round diemends, border of rere telanguler outs. 
of light. Oblong cluster ring with 18 large brilliants around 
(Please turn to page 149) a 10-carat emerald-cut diamond. 
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watch for... 


the new alin, Diamond Line 





The new Cardinal Diamond Line contains stones 
of greater size! Still the same perfect diamonds 
but now, due to unusual diamond buys, 
even greater in size than before! 





The new Cardinal Diamond Line is re-styled! 
Mountings that glorify the stone! Designed to 
set off the loveliness of a Cardinal Bonded 
Diamond Ring more than ever before! 





The new Cardinal Diamond Line is re-packaged. 
A stunning, white plastic box — plush lined 
—making the perfect setting for the perfect 
beauty of a Cardinal Diamond. 






and NEW profits for you! 







‘ in the NEW 


_ © io 
“UUltHe 
DIAMOND RING LINE 
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_ EY see the amazing values... 
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CARDINAL DIAMOND SYNDICATE 
Bauman-Massa Jewelry Co., St. Louis J. M. Bennett Co., Minneapolis 
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Keep Your Working Capital Working 


... for You, Not Against You 


Know how to figure your “seed money?” With business reverting back 


to normal, war-time yardsticks are no longer a reliable basis on which 


to figure your operating ratios to provide an adequate working capital. 


Wonrxinc capital has always been of prime 
importance in the realm of barter, yet few jewelers know 
how to figure their “seed money.” Working capital com- 
prises the funds needed for current bills, such as pur- 
chases of re-sale goods and supplies, payroll, interest, 
advertising, etc. It is the excess of the current assets 
over the current business debt. If the current liabilities 
exceed the current assets, you have a floating debt. The 
working capital of a business consists of cash, receivables 
and inventory less the accounts and short-term loans 
payable. 

Because taxes for some time will take a substantial 
portion of profits and because operating costs will also 
be high for some time despite the decline in sales and 
prices, it is obvious that the ratio considered safe during 
the war and early postwar years has undergone a change. 
Many jewelers do not realize this. Before the war, when 
cash assets, comprising cash and receivables, equalled the 
current liabilities, the financial condition of a business 
was considered satisfactory. If the cash assets had a ratio 
to trading assets, or inventories, of 2 to 1, this was con- 
sidered quite satisfactory. It was customary to conclude 
that the higher the ratio of cash and receivables to in- 
ventory, the lower the working capital requirements, be- 
cause in prewar days there was more confidence in the 
liquidity of cash and receivables. Then, inventories were 
subject to market fluctuations and consumer acceptance. 
whereas, cash and receivables were definite sums. Dur- 
ing the war, and for some time in the postwar period. 
shortages of merchandise reversed this trend. Business 
management was inclined to place more confidence in 
inventories than in cash assets; so did bankers and 
creditmen, hence, a business needed less working capital 
if inventories showed a higher ratio to cash assets than 
in prewar years. This reasoning was based on the as- 
sumption that, with money abundant and goods scarce. 
it wasn’t hard to turn inventory into cash when needed. 
So. for a long time, going back to Pearl Harbor, the 
average businessman looked with favor upon a higher 
ratio of inventory to cash and receivables. In some cases. 
the old ratio was reversed. Today. it is coming back 
into its own again. 2 to 1, cash and receivables to in- 
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by FRED MERISH 


ventory. Jewelers should try to approximate this ratio 
from now on. 

There is no fixed ratio between cash and the other 
accounts on the financial statement, but the cash account. 
before the war, was considered adequate if it ran 20 to 
25 per cent of current loans. Today, cash should be 
about 35 per cent of current loans, and where taxes are 
in the topflight brackets, relatively more. Taxes affect 
working capital requirements because they are in the 
category of short-term loans and must be paid within 
the year. If you do a volume that begets a tax in the 
higher brackets, the toll will be high, freezing your cur- 
rent liabilities to a much higher ratio than before. 

The ratio of fixed assets, business property, furniture, 
fixtures, office equipment, repair department equipment, 
and the like, when compared to current assets, is also a 
consideration. If you invest too heavily in fixed assets, 
this tends to impair working capital because the higher 
the fixed assets, the higher the fixed expense for upkeep. 

Where business management is efficient, working capi- 
tal is usually in good condition. Where credit is granted 
promiscuously, where accounts are kept in slipshod fash- 
ion, working capital is seldom in a satisfactory condition. 
An efficient credit and collection system keeps receivables 
paying promptly so that the cash account shows a satis- 
factory ratio to current debts and adequate accounting 
1ecords assure profitable selling prices and maximum 
cost control to keep working capital in a healthy condi- 
tion. 

Bankers and creditmen, prior to the war, considered 
that in general, a current ratio of 2 to 1, in other words. 
$2 in current assets to $1 in current liabilities, provided 
adequate working capital. Many businessmen still use 
this yardstick, but it is no longer a safe ratio for all, 
particularly if the merchant gives credit, in which case, 
a current ratio of 3 to 1 is more desirable. 

Recently we analyzed the financial statements of a 
number of merchants, including jewelers, and_ they 
showed that when the current ratio was 1.8 to 1, or $1.80 

(Please turn to page 186) 
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A MAGNIFICENT *°25 
A HOLIDAY SURPRISE 





EEL OE 





Magnificent 19 inch well-and-tree 
turkey platter, substantially 
‘silverplated on copper 

with handsome hand-applied border. 
Choice of 3 famous patterns. 


FOR THIS PROMOTION, YOUR COST ON THIS REGULAR $25 PLATTER ONLY $2.50 EACH 
WITH EVERY 73-PC. SET PURCHASED. © : 


Here’s your amazing holiday surprise! Your customer gets a luxurious 73-pc. service (including a 3-pc. carving set) of 
famous King Edward Silverplate at the nationally-advertised, fair traded price of $69.95. And for the platter, you collect 
ONLY the Federal excise tax of $3.68 (regular retail price $25.00 plus tax). , 


‘LIMITED TIME! For retail sale, November 14th through December 24th only. Irresistible! That’s the word for this 
remarkable offer. Ad mats and display material are available to help you make it a huge success! | 
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The Diamond Industry in 1948 


24th Annual Review 


Ay Y consideration of the diamond industry must 
take into consideration the jewelry industry in that year. In 1948 
retail trade in all types of stores amounted to $129,952,000,000 
which, when compared with $118,000,000,000 in 1947 is a gain of 
approximately 10 per cent. However, the American jeweler in 
1948 had more competition for the consumer dollar from dealers 
retailing other durable goods, long unobtainable, and further 
found his customers more discriminating. In consequence, his 
sales were in dollar value ($1,203,000,000) about 8 per cent below 
those enjoyed in 1947. Clearly, the time has come when the 
jeweler must merchandise aggressively. In wartime, he had little 
competition and merely put his wares on display. His 1948 
Christmas trade was satisfactory but expensive items, particularly 
large diamonds, moved slowly. The American buyer hopes that 
some day the excise tax will be reduced or be removed and he is 
waiting that day. The retailer’s stock decreased somewhat in the 
latter part of 1948 and although wholesale jewelers’ sales ($530,- 
000,000) were 3 per cent higher than those of 1947, this fact is 
accounted for by extremely heavy sales in the first half of the 
year which overbalanced slack sales in the latter half. Factories 
were plagued by a shortage of skilled labor. 

The industry operated under an exceptionally prosperous na- 
tional economy; high industrial wages, a record national income 
and large exports especially to Latin American countries. The 
marriage rate while high (1,841,000) was lower than in 1947. 
And the Census Bureau disconcerts us by stating that the number 
of young people in the marriageable age (18-25) is decreasing 
and by 1956 there will be 12 per cent less in this bracket than 
in 1949, 

War year profits of the jeweler are a thing of the past for his 
costs are rising and the competition for the consumer’s dollar is 
keener. Further, the American public has less for luxuries than 
during the war years. 
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FOR the past seventeen years these annual 
reports have been prepared and edited in 
their final form by the late Dr. Sydney H. 
Ball, of the engineering firm of Rogers, 
Mayer & Ball, and Diamond Consultant 
for The Jewelers’ Circular-Keystone. 

This 1948 review has been prepared from 
a voluminous handwritten manuscript 
which was released by Dr. Ball's heirs and 
executors, for the benefit of the jewelry 
industry. 

The original manuscript has been cor- 
related to make it as consistent as possible 
with previous Ball reports and has been 
subject to the perusal and editing of avail- 
able experts. 

It is with the deepest respect for one of 
the greatest diamond experts of our cen- 
tury that The Jewelers’ Circular-Keystone 
presents this, Dr. Balls final contribution 
to a work that will serve as a monument 
to his conscientious skill; the history of 


the Diamond Industry from 1932 to 1948. 
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Business must also be divided among more retail jewelers for 
his numbers due to the wartime and post-war booms have in- 
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creased about as follows: Sept. 1943, 18,656; March 1945, 19,385; 
Sept. 1946, 22,554 and Sept. 1948, 27,652.* Most other branches 
of the trade have also shown marked gains for instance diamond 
wholesalers (492 in March 1942 and 633 in September 1948) and 
diamond cutting establishments 64 in March 1942 and 142 in 
Sept. 1948. 

The industry has also recognized the beneficial effects of co- 
operative advertising such as the 1948 silver parade. Jewelry 
purchases demand a little less than 1 per cent of the consumer’s 
spendable income. 


PRESENT {1948} AMERICAN TASTE IN DIAMONDS 


For the third year Arnstein Brothers and Company in the 
fall published their annual review of the American diamond 
industry. They conclude: 

Many married couples are buying solitaires, presumably be- 
cause the husbands while in service could not do so. The younger 
people are buying rings principally in the $150 to $500 bracket; 
the older people in a somewhat higher bracket. Engagement 
and wedding rings, often in matched pairs, continue to be the 
best sellers, then earrings. For men’s use diamond set rings are 
the best sellers. Arnstein Brothers believe investment buying 
is not important in America. Perhaps diamonds make up about 
28 per cent of jewelers’ sales, the average price say $150-$350. 
The survey indicates that advertising pays; but it should be of 
the right type and honest. Ninty-eight per cent of the jewelers 
feel that the removal of the excise tax of 20 per cent would in- 
crease diamond sales markedly. 

In 1947 the American National Retail Jewelers Association con- 
ducted a survey of the sales of American retail jewelry stores of 
the better type; 18.6 per cent of the sales volume (dollarwise) 
went for diamonds (the credit jewelers report from 20-21 per cent 
of their sales) and 17.5 per cent for silverware. In a similar sur- 
vey conducted in 1922, 46 per cent went into jewelry and precious 
stones and in one conducted in 1937, 27 per cent was placed in 
diamonds and diamond jewelry. 


NEW YORK DIAMOND ACTIVITY 


For the past six years the Diamond Dealers’ Club, a New York 
institution, which has over 1,000 members, has published the num- 
ber of weighings which its members make each month. Usually a 
weighing results in a change in ownership of the stone concerned. 
Only in the broadest way are the figures of value. 

Yearly totals of weighings follow: 


1943 36,260 cts. 
1944 41,10i “ 
1945 45,160 “ 
1946 90,778 “ 
1947 66.151 “ 
1948 63,731 “ 


ROUGH MARKET 


The Diamond Corporation is by far the largest purchaser of 
rough in the world and its two selling subsidiaries, the Diamond 
Trading Co., Ltd., (handles gem rough) and Industrial Distrib- 
utors (Sales) Limited (sells industrials), market about 95% of 
the world’s rough. The: division of sales by the two subsidiaries 
permits industrials to be sold on a utility basis irrespective of 
what the demand for gem stones may be. 

Sales of the Corporation for the past 9 years follow: 


Total Gem % of % of 
Year Sales Stones Total Industrials Totals 
£5,865,000 ......... len aeeetenns 
ae 28) iin! eed 7 
ar 7,414,420 £5,500.000 74.0 £2,000,000 26.0 
ee 10,694,671 6.250.000 59.0 4,240,000 41.0 
ee 20,400.634 14,973.000 73.0 29,428,000 27.0 


1944 (est) 17,000,000+- 13,000,000 76.0 4,000,000 24.0 
1945 (abt) 24,500,000 21,000,000 85.7 3,900,000 14.3 


ere 29,610,000 26,143,000 88.3 3,462,000 11.7 
1947 (est) 24.478.000 20,101,000 82.2 4,377,000 17.8 
err 38,058,843 26,741,927 70.3 11,316,916 29.7 


The above table suggests how the diamond industry, particularly 
the use of industrial stones, is expanding. 


These are based upon the Jewelers Board of Trade figures. 


The J.B.T. classifies any establishment as a jeweler which has 
$1,000 or over in stock of jewelry. 
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In 1948 again, as was the case in 1947, diamonds were presum. 
ably Great Britain’s largest dollar earner, ahead of both textiles 
and Scotch whiskey. 

The United States buys at the sales about 43 per cent of the 
diamonds offered and eventually about 75 per cent of the diamonds 
finally reach our republic. 

In the first “sight” on February 4, 1948, in London, application, 
were far in excess of the available supply notwithstanding the 
then rise in the prices of some quality stones. (5 per cent on 
melees and shapes and up to 7 per cent on macles and flats), The 
last increase in price of rough had been in the Spring of 1946, 
For eight months the market had been consistently good. At the 
March sight applications largely exceeded the supply offered. 

The Corporation notified its customers that from April lst on, 
all “sights” would be met from current production. Its stocks 
were reported to be the lowest of all times. 

In the first half of 1948 exceptionally large sales of industrials 
were made to the United States Government for its stockpile, ac. 
counting for almost £7,000,000 industrial sales in that semester. 
Increased Premier production and that at New Jagersfontien 
should eventually help the situation. 

The demand for diamonds at the March “sights” was excep- 
tionally large, and customers’ wants were not met. Middle and 
Far Eastern brokers were prominent due to local political and cyr. 
rency uncertainties. In the second quarter industrials were in par. 
ticular demand especially from the United States. 

An American government delegation was in London in March 
and thereafter to replenish its stockpile. In April, New York and 
Belgian demand is said to have become less active but still rough 
was insufficient to meet actual demand. Deliveries on the July 
14th “sights” were small and it was a “sell-out.” American pur. 
chasers were prominent. Belgian cutters at that time complained 
that the prices of both gem and industrial stones were too high, 

Notwithstanding rather consistently higher prices at London, 
especially in the better qualities, the year ended with the London 
market dull. Late in the year the price of crushing bort was in- 
creased by Industrial Distributors. 


RETAIL PRICES AND DEMAND IN AMERICA 


From the beginning of World War II to September 1946, cut 
diamonds prices improved. Melee tripled or quadrupled in price; 
half carats more than doubled; one carats doubled and larger 
stones increased in price somewhat less. Money in quantity and 
in new hands, no over-supply of rough and higher operating costs 
were the factors responsible. Prices from then were relatively 
weak until July 1947 when they strengthened, only to weaken 
again in October 1948. After then they (especially those of fine 
quality) were a bit better but not as to high priced specimens. 
The great expansion in the use of diamonds industrially serves to 
strengthen the price of certain grades of rough which could be 
used either ornamentally or industrially. 

For a number of years in its advertising campaign in America 
DeBeers has published retail diamond prices after canvassing a 
number of retailers. These, between August 1947 and December 
1948 follow: 

Prices* Averaged from Surveys in Months Indicated 
As Quoted in DeBeers Advertisements 


Date 14 carat 1% carat 1 carat 2 carats 


Aug. 1947 $85 to 230 $230t0500 $590 to 1135 $1450 to 3450 
Nov. 1947 95to210 235t0465 705to1250 1815 to 3340 
Mar. 1948 90to210 260t0525 665to 1165 1615 to 3470 
May, 1948 90 to 205 250t0 450 600to 1185 1400 to 3335 

* Without tax. 

The figures, and those published in former reviews indicate an 
average fall in price from Oct. 1946 (or perhaps from July 1946, 
due to difference in time between a poll of retailers and publish- 
ing of figures in ads). The above figures over the past 15 months 
shows the hesitant market as to small stones, the strong market 
for 14 carat stones and the loss in price in the past year of 1 and 
2 carat stones. Indeed during the past two Christmas seasons 
fairly large diamonds have moved sluggishly. Since late 1946, 
14 carat cut is down some 18 per cent, % carat stones 10 per cent, 
1 carat stones 10 per cent, and 2 carat stones perhaps 30 per cent. 
The latter size seems to be more in demand and in shorter supply 
in England than here. Indeed, newly-cut diamonds due to the 
small imports permitted by the British Board of Trade do not 
fill the British demand. 

In America generally, the day of high priced articles seems at 


THE JEWELERS’ CIRCULAR-KEYSTONE 


ee 











® 


These new Catamore creations in 10 karat gold and 
genuine rock crystal are superb examples of quality 
and craftsmanship. They will add prestige to your 
store; will give y@ur customers a truly fine and 
expressive gift ite Your wholesaler will show 
you the complete Catamore line. 





New York West Coast : Mid West East 
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least temporarily over. Most clients at best, want something in 
the $250 to $350 range. From October 1948, several of the New 
York department stores, whose jewelry departments frequently 
act as mere brokers for clients, announced further diamond sales 
at claimed price reductions of 20 per cent or more and after the 
1948-9 holidays one prominent New York jeweler claimed larger 
mark-downs on everything in the firm’s store. 


GOVERNMENT REGULATIONS 

The hope that with the end of world war II legislators would 
forget the jewelry industry was vain. In 1948, there is more legis- 
lation than ever, most of it to keep the dollar or its supposed 
equivalent at home or to increase government revenue. 

Canada in August 1948 prohibited the import of jewelry, as did 
the Union of South Africa from non-sterling areas in November. 
Early in the year Hungary prohibited the import of all luxury 
goods, as did Pakistan, covering diamonds and jewels later in the 
year. British Guiana as of March 25, 1948 prohibited the import 
among other commodities of precious stones except from the Brit- 
ish Empire and war-shattered countries. 

Unless the permission of the National Bank is obtained, even 
if for personal adornment, a citizen traveling from Hungary can 
take out only a few pieces of jewelry and that without gem stone 
decorations. Foreigners must register their jewelry on entering 
the country. 

Diamonds cannot be exported to non-sterling areas from Hong 
Kong, and to import diamonds from most countries a special h- 
cense is required. 

Gold jewelry could not be exported from Mexico as of and after 
August 2nd. (This was broadened to cover silver jewelry in June, 
1949). Burma prohibits the export of gold but permits personal 
jewelry, but only if not set with precious stones and that to the 
value of 250 rupees or less. 

The U. S. Customs service from May 21, 1948 on, required 
diamonds brought to America to have an invoice from a U. S. 
consular official in the country of origin, otherwise the stones 
would not be admitted. It was supposed to help those ERP coun- 
tries and to curb the black market and to prevent shipment of 
some behind the iron curtain. Prior to this going into effect such 
stones could be entered at the border, a small duty paid on 
promise of furnishing the consular invoice within six months and 
the whole transaction forgotten except for the forfeiture of the 
bond at a cost of $10. 

On and after September the United States required a validated 
license to export loose industrial diamonds or tools set with dia- 
monds. They must be inspected and sealed by the Collector of 
Customs at New York before shipment. 

India from August 21, 1948, required precious stones unset, and 
imported uncut, and subject to monetary ceilings, to be imported 
under a license. 

India in the late summer of 1948, has decided to permit the im- 
port of a limited quantity of uncut diamonds, uncut precious stones 
and rough pearls for fabrication into jewelry and export. On 
March Ist, 1948, the Belgian Congo placed a 6 per cent ad va- 
lorem tax on precious stone imports. 

Pakistan on September 18, 1948, reported that no unset or un- 
cut diamonds could be imported although industrial stones could 
be imported under license from sterling and soft currency areas. 

A license is also required to export precious stones from French 
Indo China to France as of June 20th. 

The Republic of the Philippines requires a license from Jan. 1, 
1949, to import jewelry and precious stones, then only on a quota 
basis. 

Burma since September 30, 1947, has not permitted the exports 
of precious stones cut outside of Burma or of foreign origin cut 
in Burma under a general license. 

From the fall of 1948 individual permits have been required 
to import diamonds and diamond set jewelry into Singapore and 
the Federation of Malaya. 

In the summer Ceylon announced that the value ceiling on 
diamonds having been reached, no further import licenses would 
be issued. Uncut opal licenses would continue to be issued. 

On September 4, 1947, the Export Licensing Branch of the 
British Board of Trade placed diamonds and precious stones of 
all kinds under export license control. Early in 1948, licenses to 
purchase loose diamonds abroad were liberalized and British cut- 
ters were permitted to seH their product in the home market. It 
is hoped this will diminish smuggling. The quantity to be pur- 
chased is, however, on a quarterly quota and the British are 
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expected to sell as much abroad as possible. Controls re 
British cutters to export 75 per cent of their product were eyer 
as an experiment, removed for the first half of 1948. Small cy was 
to be imported from Belgium. Rough diamonds can also be im. 
ported under open general license from any country. Certain poli. 
ticians were far from content with the change. At the end of the 
half year, new import licenses were not issued and London ex 
porters could not satisfy their trade with the small cut normally 
obtained from Belgium. Control of the manufacture of jewelry 
was relaxed in Great Britain on November 4, 1948. 

On December 10, 1948, the Diamond Manufacturers and Im- 
porters of America, Inc., created a Tax committee. With other 
related organizations it is hoped to do away with the present 20 
per cent excise tax. About the same time the U. S. Department of 
Commerce, through Office of International Trade, appointed , 
diamond panel to work with it on matters pertaining to the import 
and export of both gem and industrial diamonds. 

French North Africa, on January 30, 1948, placed a 10 per cen 
luxury tax on imitation jewelry; Costa Rica added to the present 
duties a 50 per cent ad valorem luxury tax on jewelry. The ip. 
crease, it is hoped, will decrease imports and increase governmen. 
tal revenue. Haiti in July established a luxury tax of 15 per cen 
on jewelry. Under a law effective September 28, 1948, Haiti es. 
tablished a 5 per cent sales tax on goods other than of prime 
necessity. 


UNITED STATES IMPORTS 
Total gem diamond imports into the United States, in dollar 
value, for the years 1942 to 1948 are as follows: 


quiring 


1942 $26,186,949 
1943 68,127,004 
1944. 72,670,146 
1945 107,308,028 
1946 166,637,049 
1947 96,061,131 
1948 100,705,299 


These figures show how prosperous the trade has been in re. 
cent years, even those of 1948 being high compared with pre-war 
years As to rough imported, the figures for the two years 1947 
and 1948 are as follows: 


Value 
Year Carats Value per Carat 
1947 996,514 12,589,592 $42.74 
1948 912,762 14,460.365 48.7] 


DIAMOND CUTTING 

For three years this review has warned the industry that its 
cutting branch was altogether too large for either the demand for 
cut or the amount of gem rough to be cut, and consequently un- 
employment must inevitably follow. Apparently during 1948 the 
number of shop employees has again increased somewhat, say to 
a total of 28,000-30,000, not including Borneo and India as op- 
posed to 26,500 in 1947 and 30,200 in 1946. In consequence the 
cutting industry had its strikes and lay-offs, some of the latter 
due to a shortage of rough, some to political disturbances. It will 
be a year or so before a larger supply of fine rough can be ex- 
pected from the New Jagersfontien, and the Premier Mines. Con- 
sequent cut-throat competition has naturally led to more wage 
reductions in the cutting industry. 

Holland, the United States, and South Africa are likely to sur- 
vive among the cutters of large stones and Belgium and probably 
Palestine among the cutters of small stones. 

In the meantime this ancient art is being improved. A new 
mechanical tong is on the market and some of the American 
shops are highly mechanized. 


CUTTING—UNITED STATES : 

Early in 1947 there were from 3,000 to 3,500 cutters in America 
largely engaged in cutting good sized stones. An American cut 
stone is as good as any in the world. The cutters, formerly be- 
longing to two unions, are now amalgamated into a single union, 
“Diamond Workers’ Protective Union of America.” Old Local 123 
is known as the “New York Division” and the Brooklyn union 
becomes the “Brooklyn Division.” 

On March 4, 1948, the Associate Jewelers of New York after 
heated debate granted members of Local No. 1 Jewelry Workers’ 
Union (AFL) an across-the-board, 12 cents an hour, wage increase. 

In May, Joseph Baumgold, Secretary of Baumgold Bros. Inc., 

(Please turn to page 187) 
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Employee Security 
(From page 103) 


proportion as their individual accounts grow over the 
years; whereas, under current distribution plans, the 
great majority dissipate the money as received, coming to 
think of their share as a part of spendable income. Their 
standard of living is disturbed when distribution is re- 
duced or interrupted, with consequent misunderstanding 
and dissatisfaction. On the other hand, a deferred type 
plan will show some increases in the employees’ accounts 
even in years of loss, from earnings on the invested fund. 
and from distribution of forefeitures of terminating em- 
ployees. 

“As the employee’s account increases, the employer will 
notice a gradual but continuing change of attitude, from 
a position of disinterest, even of antagonism, to a view- 
point of parallel, almost identical interest. Human nature 
being what it is, this rather surprising reversal follows 
quite naturally upon acquisition of a financial interest 
in the operation and future of the business. 

“Every permanent enterprise eventually faces the seri- 
ous and expensive problem of providing for faithful em- 
ployees, grown old in service. Here again it is obvious 
that current cash distribution plans do little to meet the 
situation. 

“The employees are better off under a plan which de- 
fers and accumulates their share precisely because, as a 
general rule, they will never build up security for them- 
selves under a monthly or annual distribution plan. They 
are further benefited by important tax savings under a 
properly qualified deferred plan.” 


As mentioned before, no employee is allowed to make 
any deposits in the O & E trust fund, the company ¢op. 
tributing the full amount. 


After approximately six years of operation, the Try 
Fund now has, cash on hand, over 41 thousand dollars. 
Government Bonds, 215 thousand dollars; accrued ‘n. 
terest and earning during the year ending May 31, 1949 
over 25 hundred dollars. for a total of almost 260 thou. 
sand dollars. Minus earned interest, all this amount hag 
been contributed over the past six years by the company 
on a fixed basis, geared percentagewise to the company’s 
annual net profits over a certain amount. 


In fairness and tribute to the company’s older employees, 
Olsen & Ebann devised a share plan and a method of 
distribution of the funds assets, which rewards the loyalty 
of employees, with a consideration to the length of thei; 
employment. 


Of the 105 presently employed by O & F, 52 are cur. 
rently benefitting from the Trust Fund. Only employees 
with over 5 years service are beneficiaries, but immedi- 
ately upon completing the five years, any employee on 
the 3lst of May automatically becomes a member and 
entitled to share in the company’s contributions for that 
year. At that time a separate account is opened for him 
and he participates on the basis of his units, given him 
under the following formula: 

(a) One unit for each year of service with the com- 
pany, and 

(b) One unit for each 100 dollars of the member’s 
yearly compensation (excluding bonuses). 

To provide the greatest benefits for the employees in 
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units are allocated to any one employee during any one 
year. 

' This has the effect of throwing greater values to 
minor employees receiving lower pay. An executive re- 
ceiving 10 thousand dollars (100 compensation units) 
and an O & E employee for 30 years (30 employment 
units) would only get the maximum 120 units and the 
value of the other 10 units would in effect be thrown 
back into the fund for all to share. As an illustration, a 
clerk in one of the Olsen & Ebann branches has a value 
in the Trust Fund at the end of six years, amounting to 
36 per cent of actual earning during that entire period, 
whereas, one of the executives is credited with an amount 
of only 8.4 per cent of his earnings during the period. 

Notice also, how the employment units provide a quick 
and substantial interest for older employees, an important 
consideration at Olsen & Ebann, where 11 persons have 
been with the company over 25 years, nine between 20 
and 25 years, and 52 of the employees have an accumu- 
lated total of 832 years service for an average of 16 
years each! Note also that the net value of the fund. 
owned by the 52 members, shows an average value of 
$4,931.90 after only six years of participation. 

To see how this works in practice, let us suppose that 
the reader had been an employee of Olsen & Ebann for 
10 years and during the past year had earned 25 hundred 
dollars, this would give you 10 service units (for your ten 
years) and 25 compensation units (for your 25 hundred 
dollars. Now supposing your 35 units added to the other 
members’ units adds up to 2,500 units and the Company’s 
contribution for the year is $40,000.00. Then one unit 
would be worth $16.00 and your share would be $560.00 
(35 x $16.00). This $560.00 will be credited to your 
account and neither it nor the income it earns is subject 
to Federal taxes as long as you remain a member of the 
trust. 


RETIREMENT AGE 


Under the plan, as a general rule, men are to retire at 
the age of 65 and women at the age of 60. (It is possible 
to retire later under certain conditions shown in full trust 
agreement.) Upon retirement, the member can receive 
the entire amount credited to his account or he can receive 
it in monthly installments over a period not to exceed 
ten years. 


DEATH BENEFITS 


In the event that a participant dies before retirement 
or within ten years after his retirement a death benefit is 
paid to the beneficiary or beneficiaries designated by him. 
This is the entire amount standing to his credit in the 
trust regardless of the number of years he has been a 
member under the plan. 


SICKNESS AND DISABILITY BENEFITS 


In the event of sickness or temporary disability of a 
member, the trustees are authorized to distribute to such 
member from his then vested interest an amount equal 
to his actual medical expenses, or the wages lost because 
of such sickness, whichever is the greater. However, the 
trustees will be governed by the financial condition of the 


member at that time. If a member becomes totally and | 
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the lower wage brackets, no more than 120 compensation | 
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permanently disabled. he will receive his full share of 
the trust in installments over a period not longer than 
five years. 


SEPARATION BENEFITS 


While the plan is primarily a retirement plan and the 
maximum benefits are paid to members who work for the 
Company until they retire, benefits are also paid for lesser 
periods of employment. But a member who quits or is 
dismissed before he is old enough to retire and before he 
has had five years of service as a member is paid only a 
part of his share in the trust depending upon just how 
long he has been a member as set forth in the following 
schedule: 


Percentage 
Period of Employment of Interest 
Less than one year 2% 
From 1 to 2 years 20% 
From 2 to 3 years 40% 
From 3 to 4 years 60% 
From 4 to 5 years 80% 


If you quit work for tne Company before you have 
been a member for at least five years, you will get only 
a portion of your share in the trust, depending upon 
just how long you have been a member. The balance of 
your share will be divided up among the members who 
continue to work for the Company. Naturally, if you 
quit after a year or two under the plan. you are not 
entitled to the same benefits as an employee who works 
for five or more years under the plan. Of course, if you 
leave the employ of the Company because you are per- 


manently disabled. or have reached retirement age, you 
will get your entire share in the trust even though yo, 
have not been a member for five years. 

Whatever portion the terminating member is entitle 
to is distributed in installments over a period of not more 
than five years, but the total payments in any one yeg 
cannot exceed 20 per cent of the full account before 
forfeiture. 


CONTINUATION OF THE PLAN 


The continuation of the plan naturally depends on the 
success of the Company as a business. This success jy 
turn depends upon the work of all members of the plan, 
Accordingly, the future of the plan and the amount of 
benefits it provides depends upon the men and women 
who make up the Olsen & Ebann organization. 

This then is Democracy at Work. This is an interesting 
example of the benefits possible from an enlightened 
management supported in a progressive effort by an in- 
telligent group of conscientious employees. 

That it is working out with mutual benefits in the case 
of Olsen & Ebann is evident from the successful operation 
of the Trust Fund thus far in developing a sense of 
security within the minds of employees and a cooperative 
group of workers who get a personal satisfaction from 
working conscientiously for the management. 





Merchants of one city recently released 350 rubber 
balloons each day during a three-day sale, with a coupon 
attached telling the finders to apply at certain stores for 
free prizes. The stunt created much good will. 
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Slatinum Watch — 


d Nistinction 


First on the list of fine jewelers seeking exclu- 
sively styled Platinum watch cases and attachments. 


Qrank Levine & Co. Inc. 


New York 19, N. Y. 
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Gift Wrapping 


(From page 107) 


cifts. Be sure gift cards are at hand. And, most im- 
portant, remember the face with a smile will add Christ- 
mas spirit and volume at the same time. | fb 
Cellophane is always eye-catching. | Combined with 
tissue, it has sparkle and interest, yet is an inexpensive 
wrapping. For instance, red cellophane has been com- 
bined with white tissue, decorated with gold paper stars. 
Finished off with green and white striped Texray in two 
loop bows, it makes a perfect jewelry package. 
Something new in tying can be wrought with Sattex, 
the new self-sealing ribbon tape. Our choice is a white 
tissue background decorated with green Sattex strips. A 
stand-up rosette in the center is done in the same material. 


; Double barrelled selling can be facilitated by the use 
of the permanent package. This is made by covering the 
top and bottom of a box separately so that the cover 
lifts off. Earrings and a bracelet would be a good com- 

| bination to show in this container, although any grouping 
; of small trinkets would be suitable. It makes an excellent 
display piece for either counter or showcase. The one 
illustrated is covered in a candle print Christmas design 
: and tied with red Texray. A petal bow in solid red com- 
bined with this ribbon in red, gold and white, is effective 
) and especially appealing to the feminine eye. 





A candy dish, service plate or silver trivet would fit 
into a square box covered in bright red printed paper. A 
tie of shiny white Texray in a diagonal closing, topped 
by twisted loop bows is suggested. However, red cello- 
phane ribbon would add zest. too. 


Either cellophanes or laminated ribbons can be used 
for all these packages, since they both are attractive with 
plain and printed stocks. But, no matter what your 
choice in gift wrappings, be sure they say Merry Christ- 
mas loud enough to be heard for many miles. 


: Diamonds U.S. A. 


(From page 134) 


No large areas of metal were shown. When platinum 
was revealed between the stones, it was often in the 
form of tiny decorative prongs, giving the gems a lacy 
“picot edge.” 


Pan pink 


. “NECKLINE” NECKLACE AND BORDER BRACELET 


The necklace continues so important that all exhibitors 
showed it in some form. The new “neckline” shape just 
fits the base of the throat-column and sometimes swings 
with deep diamond fringe. Or it is bordered by tiny 
baguette diamonds set side-by-side, as smooth as a mirror. 
Another necklace is a mere “thread” of diamonds, the 
small matched gems appearing to be strung on gossamer. 


A fashionable return visit is paid by the flexible dia- 
mond bracelet. It replaces the heavy, hard, metal cuff 
and primitive dangle-bangle. Called a border bracelet, 
the gems form decorative bands and are pushed high up 


on the forearm or worn outside the new shoulder-high 
evening gloves. 








Clips and brooches spiral and loop outward or suggest 
(Please turn to page 185) 
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SHown above is only a part 
of the vast Jacco line of ear- 
rings. Other Jacco creations 
include crosses. lockets. dia- 
mond mountings, and wedding 
ring sets, cuff links, ladies’ 
stone rings with genuine, syn- 
thetic and imitation stones. 
men’s stone rings, signet rings, 
tie slides, spray pins, cameos. 
brooches, wedding rings, chate- 





18-20 Columbia St. 





laine pins, Miraculous Medals, 
boys’ and babies’ signet and 
stone rings, chains and ven- 


dants. Almost all are avail- 
able in great variety of styles, 
sizes and prices, boxed or 
carded. In 10K and 14K gold, 
white and yellow. Investigate 
by writing now for full infor- 
mation and extremely popular 
prices. 


NEWARK JEWELRY 
MANUFACTURING CO. 


Founded 1905 
Newark 5, New Jersey 
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Dream Come True 


(From page 109) 


The main floor of the building is divided into two large 
salesrooms and an optical department with a total of 
approximately 10,000 square feet of selling area, plus a 
fire and burglar proof vault of 750 square feet area, as 
well as various offices and convenience rooms. The main 
sales room is entered through glass doors at the corner 
of Morrison and Park Ave. A series of four double-faced 
counter islands are arranged down the center of the room 
for the display of rings, costume jewelry, precious stones 
and other popular items. At the rear of the center islands 
is a special U-shaped department featuring the display 
of Hawkes, Val St. Lambert, Venetian crystal and other 
makes of fine glassware. 


At the left of the main entrance extends a series of five 
customer convenience tables displaying rings. Each table 
is equipped with two modern chrome and leather chairs 
for customers and a stool for the salesperson. Similarly. 
along the right wall of the room is arranged a series of 
six customer convenience tables for the display of silver- 
ware, each table equipped with two, or three, customer 
chairs and a stool for the sales person. The store carries 
121 patterns in silverware. 


The walls of this main sales room are lined with glass 
shelves on which is displayed sterling silver. The four 
sides of each of the six columns supporting the upper 
floors of the building are lined with mirrors which add 
to the feeling of luxury and spaciousness. Lighting is 
accomplished by inset squares covered with sand blasted 


glass to give a soft, even illumination which brings out th, 
true beauty of the displayed merchandise, completely 
eliminating the sometimes garish effect produced by 
ordinary naked bulb lighting. 

Adjoining the main display room is a smaller hy 
still commodious china and glassware room lighted from, 
above with a series of crystal chandeliers. In this rooy 
which is carpeted with broadloom in contra-distinctioy 
to the inlaid linoleum squares in the main display room, 
four tables set with silver and glass attract the customer’, 
interest. Two convenient tables are available for cy. 
tomers, each equipped with two arm chairs as well a 
the usual stool for salespeople. The walls are lined with 
glass shelves on which are displayed the many pieces of 
glass and chinaware handled by the store, including 
Wedgwood, Castleton, Hawkes, Boda, Orrefors, and 
others. 

Daylight enters this room from a ceiling to floor plate 
glass window in which is arranged a completely set 
dining table which thus serves both as a window attraction 
for passersby and an inside attraction for customers, 
Beside the window is a separate street entrance. A hori. 
zontal panel above the wall shelves, forming a vertical 
extension of the ceiling, is decorated with white bis 
relief designs copied from an antique Wedgwood piece. 
The effort is to create an atmosphere calculated to estab. 
lish an appreciative emotional feeling upon the part of 
the customer interested in Wedgwood china for which 
Zell Bros. are exclusive agents in Portland. 

At the right of the china and glass room is the optical 
department which also has its own separate entrance at 
the corner of Ninth and Morrison Streets. 





24 Hour Service -« 
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24 Hour Protection 


VAULT & SAFE DEPOSIT 
SERVICE 


You will sleep with a feeling of security after your valuables are de- 
posited in our vaults, “the largest, the strongest and most modern in 
the city of New York.” There is no known force that can penetrate the 
doors of the vault premises. Our vaults are arranged to suit the needs 
of every type of clientele and are supervised by thoroughly experi- 
enced men who have handled safe deposit vaults for many years. 
Save money on insurance . . . have access to your valuables night and 
day (except Sunday) at a very moderate cost. 


"Secure Yourself Today ... Tomorrow May Be Too Late!” 
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a ONE HUNDRED and FIFTEEN BROADWAY 
(Open All Night) 


Telephone Digby 9-3150 
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A fascinating feature of the second floor is the ceiling 
to floor display windows, four of them facing Morrison 
Street and five facing Park Avenue. . The placement of 
display tables and merchandise on this floor is carefully 
arranged not only for the benefit of customers within 
the store but also to capture the attention of people walk- 
ing on the opposite sides of the streets below. Under 
normal conditions, show windows are seen only by im- 
mediate passersby—people on the other side of the street 
have their view occluded by intervening traffic and parked 
automobiles; in the case of the Zell second floor windows 
these people may observe the displays without visual 
interference. 

The floor is carpeted in soft green and all display cases 
and fixtures are of blonde wood, together with modern 
plastic and chrome display tables. Lighting is accom- 
plished by reflection from concealed neons in curved 
panels inset into the ceiling. This arrangement also pro- 
vides for air conditioning. In this room are displayed 
Dorothy Thorpe etched glass, Dorothy Doughty ceramics 
and various exclusive china, glass and specialty items 
together with Crane stationery, Mark Cross leather goods 
and antique sterling silver. At the formal opening, among 
other antiques, were displayed a George III sterling meat 
platter with the engraved coat of arms of the Duke of 
Richmond and Gordon, as well as a sterling silver bowl 
from the collection of the Earl of Strathmore and King- 
horse (the father of Queen Elizabeth). 


OPEN. REPAIR DEPARTMENT 


At the rear of this second floor display room is the 
store's repair and manufacturing department. This, too, 
is glassed in so that customers ascending the stairway 
from the main floor, or emerging from the elevator, may 
see the Zell craftsmen at work. 

On this floor, too, is the ladies’ lounge. In addition to 
sanitary facilities a room is provided equipped with soft 
chairs and divans, smoking stands and similar con- 
veniences, while a pay station is available for telephone 
users. The walls are done with stylized murals in tan. 
rose and green, with soft concealed overhead lighting. 

In the basement are found the packing and shipping 
rooms, together with a special chinaware vault containing 
approximately 5000 square feet of space. Four dumb- 
waiters are provided to lift merchandise from the base- 
ment workrooms to the sales rooms above. 

Store employes handle all of the store’s own interior 
decorating and facilities for this are provided in special 
basement rooms, one for flocking, another for printing 
show cards, and so on. Additionally, a commodious per- 
sonnel room is arranged for the convenience of employes. 
It contains a powder room, gentlemen’s retiring room, 
cloak rooms with lockers, and so on, together with tables 
and chairs and a complete built-in electric kitchen for 
the use of employes. 

An illuminating sidelight which demonstrates the 
esteem in which the four Zell brothers are held by em- 
ployes is found in the sterling silver plaque, now proudly 
displayed on the wall of the main sales room, which was 
presented by the employes at the formal opening. Secretly 
engraved by craftsmen in the store’s own manufacturing 
department, the plaque reads: 

In appreciation of the untiring efforts and 
thoughtfulness of the brothers Zell in construct- 
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For Over Half a Century 
RACINE has Specialized in 


MERS 


For All Purposes 


Write for the Latest RACINE 
CATALOG Just Off Press... 
Featuring Fine Timers and 
Chronographs for Every Sports, 
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* GUINAND and GALLET TIMERS 
* GALLET CHRONOGRAPHS 


JULES RACIME & COMPAM 


Specialists in Fine Timers—Since 1890 


20 WEST 47th STREET, NEW YORK 19, N. Y. 
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ing this building of functional beauty we offer 
our sincere congratulations and good wishes. 
The Employes of Zell Bros. 

Part of this pride and loyalty unquestionably stem, 
from the guiding principles long ago established by the 
tour brothers—‘There are no generals at Zells.” 

No “general manager,” no “merchandising manager,” 
no “boss.” Neither are there “buyers” nor “department 
managers. On the doors of the several private offices op 
the second floor appear no titles—just the occupants 
names. The store operates primarily on what may be 
described as a family relationship and this includes no} 
merely the owners but the employes. As with any family, 
there are certain individuals who may be especially ex. 
pert at some particular function perhaps, or may prefer 
some special activity. Naturally, such individual—owner 
or employe—specializes in that activity but, at the same 
time, is not only not restrained from but is actually en. 
couraged to partake in the activities of others in the 
store. 

Store meetings are held weekly at which are discussed 
methods, policies, ideas and new merchandise. But the 
owners don’t talk down to the employes—to the contrary, 
any employe has the same rights and privileges as the 
brothers Zell themselves to get up and speak his mind, 
make suggestions, raise objections. The result is an 
unusual interlocking knowledge on the part of everyone 
in the store, together with closely integrated departmental 
coordination and store-wide selling. The salesperson who 
may actually specialize in diamond selling, for example, 
because of special training, experience or knowledge, is 
nevertheless equally at home in selling chinaware, ster- 
ling, glass, leather goods or anything else in the store. 

A further indication of the Zell brothers guiding prin- 
ciples is exemplified by the 28-page booklet, 81x11 
inches, which was handed to each of the visitors at the 
formal opening. In this booklet—a remarkable piece of 
subtle advertising—no credit was taken by the Zell 
brothers for their own courage, initiative, efforts and 
acumen. Instead, the entire space was devoted to thank- 
ing those who had made the store possible, a presentation 
keynoted on the opening page by the words: 

We thank you, Mr.... 
Manufacturer 
Designer 
Craftsman 
Artisan 
Agent 
Representative 

In this booklet, wherever Zell Brothers were exclusive 
representatives of some line of merchandise it was so 
stated but, instead of chest pounding, full credit was 
given the manufacturer. The tone established by the 
booklet is so unusual that a few quotations from it are 
worth while: 

Precious Stones 

. it is fitting that our first thanks go to the 
humble miners and to the skilled cutters and 
polishers of the diamonds that are the founda- 


tion of our business...” 


Watches 
“Time ... we don't thank anybody for how fast 
it flies, but we can wholeheartedly thank the little 
men who sit humped up all day with glass to eye 
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over minute mechanisms, so that we can offer 
case after case of the most astonishingly capable 
and beautiful watches that it is possible to as- 


semble.” 


Silverware 
“Let cry a new rally, Paul Revere! Take horse (or 


Packard) and post upon your rounds, crying 
thanks to all the low doorways and to all the fac- 
tory portals behind which is made the silver 


99 
women covet... 


Chinaware 
“In the line of devoted servitors of Wedgwood, 


which goes back to the 17th century, we are hum- 
bly proud to take our ardent place.” 

Following three pages devoted to various exclusive 
chinaware representations is: 

“We admire them all, we have them all, and we 
give thanks for them all.” 

Perhaps one of the most unusual pages is that devoted 
to pearls. A photograph of an oyster shell and a string 
of pearls, surrounded by a stylized treatment of growing 
sea weed is accompanied by this simple phrase: 

“We thank the oyster for creating the pearl.” 

“No one of us,” stated a member of the Zell organiza- 
tion, “is responsible for what we have done. We all 
worked, and work, together. Everybody, owners and 
employes alike, contributed our time, knowledge and ex- 
perience. No one of us is any more entitled to credit 
for achievement and fulfillment than anyone else. But 
please don’t quote me—remember, there are no generals 
at Zell Brothers.” 


Revised Edition on Jewelry Making 


JEWELRY MAKING AND DESIGN, by Augustus F. Rose 
and Antonio Cirino. Revised edition published by The Davis 
Press Inc., Worcester, Mass., 1949. 300 pages, 126 illustra- 
tions in text, and 103 full-page plates, 9 in colors. Sent post- 
paid, in U.S.A. or Canada, for $8.95, by Book Department, 
THe JEWELERS’ CircuLAr-Keystone, 100 East 42nd Street, 
New York 17, N. Y. 

The authors of this book, the late Augustus Rose, and 
Antonio Cirino, have been for many years in important 
directorial positions in the educational system of the 
state of Rhode Island, where thorough training in jewelry 
designing and making has long been highly organized 
as a source of competent workers, artists and leaders for 
an industry that is of state-wide importance. 

An adequate reading of the book reveals not only good 
pedagogic method, but also a fully practical knowledge 
of tools, materials and workmanship methods, on the 
part of the author. Perhaps any review of this well-known 
work had better be brief than otherwise, because of the 
place established for it by its earlier editions and its 
adoption as a text-book in leading schools since its first 
appearance. 

The contents is presented in two parts, the first dealing 
with a progressive acquisition of skill with tools of the 
craft, and the second taking the student through the 
subject of designing jewelry and rendering designs in 
pencil and with brushes and in color. There is a useful 
classified list of books on jewelry subjects, in their tech- 
nical, artistic and historical aspects. All-in-all, we recom- 
mend this as a book both comprehensive and concisely 
written, and exceptionally well illustrated. 
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ALARM CLOCK 
C-121 Gilt bezel, hand set with sparkling, 
simulated sapphires, rubies, emeralds, topaz 
and other birthstones. 


Suggested Retail $21.50 


PHOTO FOLDING 
TRAVEL ALARM CLOCK 


C-116S For two favorite pictures. Gilt 
plated and enameled clocks in fine, genuine ate. 
leather cases lined with matching rich velvet, 
assorted colors, square shape. 


Suggested Retail 





FOLDING TRAVEL 
ALARM CLOCK 


C-109 Assorted fine, genuine leather cov- 
Dust protected, gleaming chromium 
cases, black or silver dials. 


Suggested Retail $19.50 


$21.50 


Internationally famous ORIS seven jewel movements, luminous hands and numerals, unbreakable and non-discoloring crystal, 
pleasant alarm. Direct consumer guarantee and 3 YEARS' SERVICE CERTIFICATE. For complete information, contact your 


jobber or write to: 


<=. HARRIS COMPANY, INC., 665 FIFTH AVENUE, NEW YORK 22, N. Y. 
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BONDED 


... Princess Diamond Rings represent 
the finest values backed by a Bond 
which guarantees free replacement in 
event of burglary, theft, or proven 


loss. 


Packaged in the beautiful ‘‘Crown”’ 
box they will have instant appeal to 
your customers for a momentous 


occasion and lasting prestige. 


Advertising service and merchandis- 
ing helps are offered to jewelers who 


carry the Princess Diamond Ring line. 


Write us today for a memo selection 
and full details for better, quicker 


profits. Princess Diamond Rings are 


easier to SELL. 


The Gerwe Brown Co. 


NEW ORLEANS 





— Rings 


ARE EASIER TO SELL BECAUSE... 
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Christmas Highlights 


(From page 111) 


little angels, Christmas trees, festoons of tiny Christmas 
balls, metal foil hanging bells and snowflakes. They “a 
send a folder showing their metal foil novelties. Ver 
nice for jewelry stores are miniature fir branches, “a 
nicely made in natural colors and quite reasonable jy, 
price. They call these “Art branches.” They also have 
a very reasonably priced flame-proof snow-like cotto, 
fabric sprinkled generously with either silver or my}. 


color glitter. This comes 36” wide, and is called “Tinsel, 
Tex.” 


A miniature setting with snowman, lamp-post ang 
snow-glitter base is available at H. H. Gould. This woul 
make a nice spot for a small window or a show-case 
display. 

W. L. Stensgaard and Associates, Chicago, this year 
have a series of animated and dimensional Santa figures 
which are small enough for some jewelry store windoys, 
Figures are made of “Crystalfoam” which describes the 
appearance of the material as well as anything could, 
There are five different units, averaging 12” deep by 
36” wide by 42” high. These are colorful and attention. 
getting if you have sufficient space and like mechanical 
animation in your Christmas window. There are also 
attractive Christmas deers made from the same material 
as the Santas—very perky and cute. 








CHRISTMAS DISPLAY MATERIALS 


Staples-‘Smith, Inc. 8 W. Holly garland—white facil-fab. 
10th St., New York 18. with gold sparkle bells and 
red Xmas balls—about $14.00 


yd. 

Flocked Bells—full round, felt 
and sequin applique — 64’, 
12”, 16”—from $7.50 to $20.00 
each. Also available at 
round—$4.50 to $10.00—same 
sizes. 

Santa Mitten — flocked papier 
mache with felt and sequin 
applique—about 12”—under 
$8.00 each. 

Decalcomanias—snow-flake de- 
sign — holly and poinsettia 
design. 

Decorative wreaths and trees— 
various sizes and materials. 
Paper sculpture angel pair on 
cloud—15” x 12” — under 

$5.00. 

Mexican tin Christmas tree— 
24” high, 9” wide—gaily col- 
ored with wood base—under 
$5.00. 

Metal foil Christmas trees, % 
and full round—20” high x 
17” diam., 144%” high x 9” 
diam.—approx. $3.00 to $6.00 
each. 

Dream Puff—8’ x 20” x 3” thick 
panels — white, blue, pink, 
green and yellow — about 
$6.00 each panel. 

Crystal Lace—rolls 25’ x 36”— 
white, pastels, metallics—from 
$7.50 roll. 

Vitronet—45” wide—white and 
pastels—about 40¢ yd. 

Sylkglass Fiber Floss (Angel 
Hair) —many colors —2, 
and 10 Ib. packages — from 
$2.50 per Ib. 


Austen Display, 133 W. 19th 
St.. New York 11. 


Radiant Glass Fibers Co., 11 
W. 29th St., New York 1. 
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Display Service, Inc., 
“— Vv. 38th St., New York 


18. 


Allied Display, 65 Madison 
Ave., New York 16. 


H. H. Gould, 37 E. 28th St., 
New York 
W. L. Stensgaard & Assoc., 
346 N. Justine St., Chi- 
cago 7, Ill. 


Timbertone Decorative Co.., 
114 E. 32nd St., New York 
16 (mew address) 

Frostee Sno Company, An- 


tioch, Til. 


Arrow Decorating and Fix- 
ture Co., Philadelphia 40, 
Pa. 

Arts and Flowers Displays, 

, Inc., 43 W. 56th St., New 

York 19. 
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Stars—aluminum foil—3”  sil- 
ver—50¢ doz. 

Plastic snowflakes—Crystal 5” 
—under $10.00 doz. 

Firefly lights—multiple wiring 
—AC only—18 lights to 25’ 
string wired in series—AC or 
DC—$5.00 to $7.00. 

Natural branches—sprayed with 
metallic paint—4’ to 6’—$1.50 
to $2.00. 

Metallic foil bells, trees, snow- 
flakes, stars—6” to 12”—from 
$16.00 per hundred, depend- 
ing on design and size. 

Art branches — miniature fir 
branches—about $10.00 doz. 

Tinsel Tex—-cotton fabric with 
silver or multi-color glitter— 
flameproof—about 80¢ yd. 

Miniature setting — snowman 
and lamp post—under $10.00. 

Animated Santa Claus displays 
of “Crystalfoam” — average 
size 12” deep. 36” wide, 42” 
high — colorful — small dual 
rotation motor—about $20.00. 

Background papers—Christmas 
and conventional designs — 
very high quality 

Artificial snow in_ blocks. 
chunks, flakes and powder 
form. 

Background papers—Christmas 
designs in hand processed 


flocked papers—Velo-Print. 
Ropings wreaths, trees of 
princess pine, holly, etc.— 
flameproofed, preserved — 
pastels and metallic finishes. 


Both cases and movements are made completely by Herschede 
—creators of fine chime clocks for over three generations 


THE HERSCHEDE HALL CLOCK COMPANY, CINCINNATI 6, OHIO 
NEW YORK OFFICE: 37 West 47th Street © CHICAGO SHOWROOM: 1422 Merchandise Mart 


Carolina Foliage Co., Mount 
Airy, N. C. 

Burton-Rodgers, Inc., Blade 
& Helen Sts., Elmwood, 
Cincinnati 16, Ohio. 


Taffel Bros., Inc., 95 Madi- 
son Ave., New York 16. 





Natural, fresh cut evergreen 
roping. 
Decorative murals — screened 


in full color on heavy paper 
—very attractive designs — 
some 30” x 60”, others 15” 
x 90”, 

Gay and colorful designs in 
gift wrap ribbons. 


Santa Draws a Crowd 
(From page 126) 


tations. Being in business less than a year, House was 
not in any position to judge the actual effect of Santa’s 
visit. But he is convinced that it was highly favorable 
and he plans to do the same sort of thing, with added 


touches, this year. 


Actually the Santa Claus promotion was unbelievably 
inexpensive for House. Santa was a volunteer, received 
no pay whatsoever. The police escort was also gratis, 
courtesy of the town. As a matter of fact, about the only 
cost to the jeweler was some $5 worth of stick candy, 
given to the youngsters by the old boy with the whiskers. 
House considers this money well spent even if the promo- 
tion didn’t produce a single customer. “The look on those 


kid’s faces was worth a million dollars 


» he says. “TI can 


hardly wait until Christmas approaches this year.” 





The key to successful distribution is found at the retail 
level. No industry can be any healthier than its retail 


division. 




















No. 245 
(pictured here) 
is a beautiful 
expression of 
Colonial design. 
Honduras mahogany 
case is 86” high. 
Westminster Chimes 
on 5 tubular bells. 
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Write, today, 
for catalog 
showing the 
complete line 
of distinguished 
models 
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Cathedral 
Chimes on 
Tubular bells. 
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EXOTIC 
JADE 


.. Crem of the O,ient 


Keystone for set—Bracelet, Ring and Earrings 


..s FASHIONED BY 
, 4 oleading 


Manufac furers of 


4 me 4 swelry 


Memo Selection on Request 


Art-Craft Jewelry Co. 


| W. 47th ST. NEW YORK, N. Y. 


Miss Marjorie Simpson 
Pacific Coast 


John Babakian, Jr. 
Mid-West 


Frank Demarest 
East 
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Check These Ideas 


(From page 118) 


for a woman, for example, under a ‘For Her’ headin 
and similarly, ideal gift suggestions for men under ; 
‘For Him’ heading. The result is that ads are on: 
specific, and are more likely to be read at a time when 
newspapers are crowded with gift advertising.” 

. In addition, the Denver Jewelry Co. makes use of well. 
timed radio spot announcements to reach the public im. 
mediately after the dinner hour each evening in the 
holiday season. These announcements also segregate gift 
suggestions for specific members of the family. Bil]. 
boards, likewise, are divided into three sections, suggest. 
ing gifts for men, women and children, and appear from 
November 15 until Christmas. 

The most directly productive form of Christmas adver. 
tising used by the Denver firm is a gift manicure set, 
presented by the store to all “old customers” on the 
books during the current Yuletide season. Presented in g 
small leather case, the manicure set makes a worthwhile 
gift and is announced as available to all paid-up and 
current charge-account customers. Invitations are sent 
by mail. Much good-will attended this giveaway and 
resulted in excellent volume at Denver Jewelry Co., while 
many other stores were complaining of slower business. 

Another stimulus was provided by a contest among 
its employees during November of last year, when each 
was invited to submit sketches of ideas for particularly 
attractive Christmas displays. Merchandise prizes were 
awarded. 

Similar to the experience of Denver Jewelry Co., the 
Sunshine Jewelers of Denver found that by far the best 
promotional idea they ever developed in connection with 
Christmas merchandising was a “gift offer” made by 
direct-mail to all active and paid-up accounts. 

To approximately 5,000 of these accounts Louis Sun- 
shine sent a handsomely prepared direct-mail letter stat- 
ing that the store had laid aside a gift for its “honored 
customers” and inviting the recipient to drop in to pick 
up his gift. 

The gift decided upon was a handsome box of personal 








Display at Weisfield & Goldberg, Seattle, Wash., gives early 
reminder to customers to start their Christmas shopping soon. 
Message is surprinted over calendar page for September. 


THE JEWELERS’ CIRCULAR-KEYSTONE 











deckle-edge stationery in pastel shades. the store readily 
monogrammed the paper with the proper initials when 
the customer came in. Put up in a handsome leatherette 
oift box, the stationery made a present well received 
from all standpoints, according to Mr. Sunshine, and 
distinctly out of the “knick-knack” gift class which the 
Denver jeweler believes affronts the average person 
rather than creating good-will. 

“The promotion got excellent results mainly because 
of its timing,” Sunshine said. “We began mailing out 
the direct-mail letters around November 25, and con- 
tinued it over a period of two weeks. Response was 
very high. In fact, it was almost 100 per cent if you 
discount those who had moved away, or were not in a 
position to visit the store. As each came in. she nat- 
urally went on tour of the departments and we, of course. 
encouraged them to give some thought to their holiday 
gift list during the visit. As a result of timing this pro- 
motion during a period when the usual person is making 
up his gift list, practically all of these customers did at 
least part of their gift shopping with us.” That the free 
gift “paid off” from the standpoint of additional volume 
created, may be seen from the fact that more than half 
of the paid-up accounts on the books were reopened for 
holiday gift purchases, according to Sunshine. 

“Every person likes to feel that he has some special 
privileges of one kind or another,” Sunshine says, “and 
our direct-mail letter, honoring the customer as a pre- 
ferred and welcome friend, conveyed this impression to 
most readers. Our experience has been that when people 
are given something as a gift they invariably wish to 


reciprocate by making a purchase in the store. In that 
way, we managed to get Christmas purchasing under way 
early in the store and, since many of the women dropping 
in to pick up their gift boxes of stationery brought 
friends along, we got Christmas volume under way much 
earlier than usual.” 


EARLY LAYAWAYS GIVE HEAD START ON SEASON 


High on the list of general promotions of particular 
value to neighborhood jewelers, are “layaways.” 

“A well-regulated layaway selling program, which goes 
into action early has proven year after year one of our 
most successful holiday sales-building features,” says Jack 
Nadler, of Stone Bros. Jewelry Co., 2701 N. 14th St.. 
St. Louis, Mo. 

Nadler explains, “As a neighborhood type of jewelry 
store, we find that layaway suggestions are better received 
than in most downtown metropolitan locations. There- 
fore, beginning actually early in August, we begin sug- 
gesting layaway purchasing for Christmas gifts to every 
customer who comes into the store. We point out that 
by making purchases early, the customer may take ad- 
vantage of lower prices, a more complete selection of 
merchandise and have plenty of time to pay for the item, 
without straining the budget. We likewise point out that 
the customer may pay in any amount desired at regular 
intervals and that no ‘high pressure’ is involved at any 
time. 

“Our experience has been that there are still many 
people unfamiliar with the layaway form of purchasing 
and that taking a little time to explain it will frequently 
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STONE CAMEO RINGS 





Church offers a varied selection of 
single and double-head stone cameos 
(both brown and white and black 
and white) set in popularly styled 
men’s rings of 10K and 14K gold. 








SINCE 





STONE HEADQUARTERS 


Our large stock of precious, 
semi-precious and synthetic 
stones is always priced at the 
market. | 


S. NATHAN & CO., INC. 
550 Fifth Ave. © New York 19, N.Y. 
«3S W. Sth St. Los Angeles, Col. 
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EXCEL THE COLORS OF THE RAINBOW 


MANNING OPAL CORPORATION 


22 West 48th Street, New York 
Phone: Plaza 7-0622 


JADE 


One of the largest importers of 
JADE of every type 


Complete Stocks of Tigereye Cameos, Hematite Cameos, 
Scarabs, and all other semi-precious CHINESE STONES 


Write for full particulars 


CHINESE JADE CORP. 


























Luu’ East 39th St. © New York 16, N. Y. © MUrray Hill 3-2514 com 
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PAST MASTER RING — 

| 

: 

This handsome, 14 Kt. Gold Past 

Master Ring is a Symbol of Service, y 

and an excellent example of our y 

) craftsmanship. 
, 

$56 KEYSTONE 
( and can be had with 
diamond at various prices. 

Consult Wefferling, Berry & Co., past 

masters in the art of manufacturing ) 

fine emblematic jewelry, for your 

every need. 
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result in the sale of far more expensive jewelry gifts than 
the customer would otherwise buy. Few average people. 
I have found, are able to get by the Christmas season 
without encountering sudden, heavy expenses which 
cause them to reduce the amount spent for gifts for 
members of the family or friends considerably. We make 
a point of this, and indicate that if the layaway purchase 
‘s started early enough, the gift will already be at leasi 
substantially paid for when the holiday season arrives. 

“Another selling point which we have found is of con- 
siderable value in encouraging the customer to make a 
layaway purchase is pointing out that gift wrapping is 
provided if the customer requests it, which means that 
the package will be handsomely wrapped—a service difh- 
cult to obtain in the Christmas season when almost every 
customer wants gift wrapping. Thus, if the customer de- 
sires, we will gift-wrap the item, remove all price tags. 
etc., and seal it up carefully in an outer wrap of kraft 
paper. 

“Steady suggestion of this kind has been so successful 
that during the past two Christmas seasons, one-third of 
our deliveries of merchandise to customers have consisted 
of layaway items. In addition, much of the Christmas 
volume is moved up early in the season which relieves 
considerable strain on the store personnel. 

“While layaway selling has many advantages, it like- 
wise has a few drawbacks which have required special 
care. For one thing, as soon as the layaway purchase 
has been wrapped and put away for the customer, we 
send the purchaser a letter which explains the method of 
buying, and thanks him for the purchase. He is at that 


time reminded to come in at regularly-spaced intervals to 
make payments. Since we have found that it is unwise 
to hold layaway merchandise over the Christmas season. 
when it could be sold to better effect, we limit the amount 
of time over which the item is held without payment to 
six weeks. This is controlled by means of a card made 
out on each layaway purchase, on which we enter suc- 
ceeding payments and thus maintain a record. If the 
cards show that six weeks have elapsed with nothing paid 
in on the item, it must go back in stock and the customer 
is refunded his money. In this way we do not have a 
large amount of stock tied up when it might be used to 
better effect on the sales counters. 


A CUSTOMER SERVICE 


“We consider layaway selling one of the many services 
which we offer our neighborhood customers. It appeals 
to many people who do not believe in time-payment buy- 
ing on any other basis—and with all personnel vigorously 
selling the layaway idea, our Christmas volume has re- 
sponded accordingly,” concluded Jack Nadler. 

Getting an early start on the Christmas gift layaway 
program has aided James Ludy, manager of Kortz-Lee 
Jewelry Co., lst and Broadway, Denver, Colo., to mate- 
rially increased overall Christmas gift sales. 

Ludy says, “Our Christmas gift promoting actually 
begins a full three months before Christmas when we 
utilize a center island fixture in the store, where most 
traffic is focused upon entering, to display a wide choice 
of Christmas gifts, all designed to get store visitors think- 
ing early of holiday gift purchases. Included in the dis- 
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WE SPECIALIZE IN GOLD & PLATINUM CHAIN 


SUPERIOR REPRESENTATIVES: 





WESTERN: MID WESTERN: 


: HUBERT A. WOOD T. J. TRACY 
649 So. Olive St. 55 East Washington St. 2817 Stanford St. 
Los Angeles, Calif. Chicago, Ill. Dallas 5, Texas 


SOUTHERN: EASTERN: 
MILTON F. FERRIS V. J. WOHLFERTH 
665 Fifth Ave. 
New York, N. Y. 
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Refractive Index 2.616 
about 10% higher than Diamond 
Hardness 6 to 6.5 


WE CUT STONES 
WE SELL RAW MATERIAL 


HENRY 


LAPIDARY, INC. 

















_ Christmas season - - you couldn’t have a better 
time to run a sale. Gordon Brothers - - you 
couldn't have a surer way to get the most out of 
your sale. A cash deposit to the full amount guar- 

_ antees our estimate. , 


N. B. But act quickly - - we can handle only a few 
more sales at this time. | 
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WHEN PRICE TALKS... THIS 
SOCHARD TRAVEL ALARM 
CLOCK RINGS THE BELL! 


The smallest, thinnest domestic travel alarm clock made 
at this price. Leave it to Sochard to bring you a clock 
that looks like twice the money in its handsome simulated 
leather «ase. If you want price and you object to bulk, this 
is the travel alarm for you. Available in red, brown, green 


and blue. 





Place your orders immediately 
and head big sales your way. 


HENRY SOCHARD Sinacir Clocks since 1512" 


435 FIFTH AVENUE, NEW YORK 16, N. Y. 











Develop the 
Scholastic Trade 


High school students are 
vour best future potential 
buyers of watches and dia- 
Sell them school 
rings and class pins now. Write for our catalog 
showing complete lines of grammar school and 
high school jewelry. 


METAL ARTS CO., Inc. 


Dept. 40 Rochester, N. Y. 
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Memorandum Selection on Request 


ANTIQUE REPRODUCTION EARRINGS 
IN 14T GOLD 


M. MOROCH 


22 Eldridge St. New York 2, N. Y. 
Phone: Walker 5-4638 
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lay are suggested gifts for all members of the family, 
ll a Christmas atmosphere with Santa Claus figures, 
wreaths, poinsettias, holly wreaths, and the usual red 
and green Christmas decorations. For still more eye- 
appeal, several sample gift packages are included in the 
display, reminders that gifts are wrapped free by the store. 

Signs throughout the display, which incorporated 20 
sift suggestions, urged customers to begin layaway buy- 
ing early, paying whatever amounts they wished per week. 

“This Christmas in September” program got excellent 
results, according to Ludy, inasmuch as it was backed 
up by a personal suggestion program on the part of 
salespeople. “Each salesperson was furnished with a 
badge lettered in easily-readable letters,” Ludy said. “On 
the badge was the message ‘Ask me about our Christmas 


layaway plan.’ ” | 
The Kortz-Lee store continued to promote layaway 


right up until the middle of December. During the holli- 
day period, newspaper advertising, window display, and 
store decoration proved most potent sales ammunition 
in achieving desired holiday sales results. 

The Kortz-Lee store during 1948 went in heavily for 
store decoration. Mr. Ludy, a decorative artist in his 
own right, made all of the store’s decorations himself. 
Most attractive were rosettes, two over each case, which 
were constructed of ribbon in silver, gold and red, on 
paper with a metallic finish. These, over the cases, plus 
a panoramic Christmas scene which ran all the way 
around the store over the upper walls, provided an un- 
usual “Christmas atmosphere” in the store, without osten- 


tation. “There was no part of the store which was not 
decorated for the Christmas season,” Ludy said. “We 
follow this policy because we believe that with all other 
types of retail stores trying to outdo each other with Santa 
Clauses, reindeer, snow scenes, etc., the jewelry store 
makes a poor showing unless it is likewise elaborately 
decorated. By doing our own work, we accomplish good 
results with the expenditure of only a few hundred 
dollars.” 

Both to simplify gift wrapping for the store and to 
produce a highly distinctive wrap, Ludy developed a 
wooden-rack fixture in the service room of the store 
which made it possible to wrap a “3-color ribbon” bow 
in one motion. To accomplish this, a wooden fixture, 
resembling a plywood box was constructed, which accom- 
modated three rolls of gift package wrapping ribbon, one 
above the other, in a space of only a few inches. Screwed 
on the wall, the box fixture was so arranged that in 
wrapping a gift package, it was easy to grasp the tips of 
all three strands of ribbon coming from the three spools 
and to combine all three in tieing the gift package with 
a colorful “tri-color” bow on the top. “It was important 
that we be able to gift-wrap rapidly,” Ludy said, “due to 
high pressure on the store from November 1 until 
Christmas. 





A public Hobby Show is staged annually by one store. 
Last year more than 100 people entered exhibits. The 
store owner found that this show brought hundreds of 
people to his store who had never been there before. 





A New Yace! 


TO WIN FRIENDS AND INFLUENCE CUSTOMERS 


with Sparkling Success 


OUR 


REFINISHED DIALS 


AND 
CUSTOM-FIT CRYSTALS 

will give any watch that “voung look” 
ALSO 

BAND REPAIRING 

Three Convenient Services 

THAT WILL INCREASE PROFITS 


WHEREVER YOU ARE, AN OFFICE TO SERVE YOU 


(Formerly KIRK-RICH DIAL CORP.) 


SINCE 1926 


220 W. 5th St., Los Angeles 13, Calif. 
657 Mission St., San Francisco 5, Calif. 
1440 Broadway, Oakland 12, Calif. 
Seaboard Bldg., Seattle 1, Wash. 

29 E. Madison St., Chicago 2, III. 
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University Bldg., Denver 2, Colo. 
923 Penn Ave., Pittsburgh 22, Pa. 
83 Walton St. N.W., Atlanta 3, Ga. 


Kirk DIAL oF Missouri 
1103 Grand Ave., Kansas City 6, Mo. 








Kirk Dra Co. 
1700 Commerce, Dallas, Tex., and 
Kress Bldg., Houston, Tex. 


Kirk Dia Lt. 
Toronto, Canada and Vancouver B.C. 


161 











NEW 
A New Stock of Accurate DIAMOND Gauce 


Cultured Pears 


—AT NEW, LOW PRICES— 
ee 


Folds to size of a half dollar 














cre cones Necklaces 


from wholesalers, 


jobbers, 
wana ; All Sizes and Grades from 


and importers. $30 to $5,000, Keystone 





Immediate 
delivery from one 


of ote yo - Loose Pearls For Round and Baguettes 
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& Memorandum selections sent on request Made of Stainless Steel and Nickel Silver 


B & Vi Simple to use. Price $2.00 


CURE cour comrasy ||| doseph B. Bechtel & Co., Inc 


Wholesale Distributor | 
— — — ow 729 Sansom Street Philadelphia 6, Pa. | | 


Wlsconsin 7-5681 
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Sold by wholesalers throughout the country! 100 E. 42nd St. New York 17, N. Y. 
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Christmas Display and Promotion 
Brochure 


The Watchmakers of Switzerland are offering a hand- 
some seven-piece, full-color three-dimensional window 
display to the retailers of America to help boost the sale 
of watches with quality jeweled-lever movements during 
the coming holiday buying season. 


Counter display being 
distributed by Watch- 
makers of Switzerland is 
designed to help jewel- 
ers sell more watches 
as gifts for Christmas. 





Simultaneously they are distributing to the retailers an 
eight-page merchandising brochure to assist in tying in 
with the full-page Christmas advertising of The Watch- 
makers of Switzerland which is scheduled in seven of the 
leading national consumer magazines. 

The colorful counter display, each part of which is in 
the form of a Christmas greeting card, has as its center- 
piece a large card headlined “Smart Santas give watches 





with Swiss jeweled-lever movements.” Its illustration is a 
three-dimensional reproduction of the Christmas morning 
family scene which appears in the Swiss consumer ad- 
vertising. The six subsidiary displays each emphasize in 
a different way the theme of giving a fine watch as a 
gift. These displays point out to the prospective consumer 
that a fine watch is “a gift of value, pride, accuracy, style, 
beauty, and service.” 


The merchandising brochure is replete with selling 
ideas for the retailer, including suggested window lay- 
outs in which the display material is used; suggested 
local newspaper layouts which can be employed by the 
retailer; suggested scripts for radio “spot” commercials; 
ideas and copy for direct mail promotions which can 
utilize the individual store’s mailing list, and “The Re- 
tailer’s Corner,” a regular promotional feature of The 
Watchmakers of Switzerland which offers tested selling 
and merchandising ideas to the jeweler. 





One alert merchant joined with his town in giving a 
cooperative style show. Admission was charged, profes- 
sional entertainment given after the style show, which was 
repeated several nights and at a matinee. .Half of the 
receipts of one performance, when society women acted 
as models, went to charity. The idea went over very well. 

When another business man wanted to put on a fashion 
show, he got several women’s clubs to put it on for him. 
They did and attracted a tremendous crowd. The women 
used their share of the money to erect a clubhouse, only 


several hundred dollars being needed to complete the 
building fund. 
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Solder all metals. 
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Joint 





Patented 
Construction *2,472,958 
Design *155,535 


116 Nassau St. 





A MUST for the Jeweler who wants the BEST 
rar NIASH WING BACKS 


The finest back for cuff links made today has perfect mechanical 
operation and bold modern design. Easy to attach, nothing to rust. 
Available in all metals. 


NIASH EAR CLIPS 


Have become known thruout the Industry as the finest and most 
convenient clip to use on all types of earring jewelry. Available in 





NIASH REFINING 





New York 7, N. Y. 
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DISTRIBUTED THROUGH WHOLESALERS ONLY 








Fouts WATCH AGENCY, 93 Nassau St., N.Y.C. 

































LAIGLON BRACELETS 


Look Better... 
Wear Better... 


L’Aiglon watchbands are first in appearance 
with lasting beauty, outstanding quality and 
perfect fit. 


Created in yellow, pink or white gold with 
stainless steel back in 1/20 12K gold filled. 
Also available in stainless steel front and 


back. 


Sold Through Wholesalers Only 


L & B JEWELRY MFG. CO. 


Makers of Watch Bracelets for 25 years 
36 Garnet Street Providence, Rhode Island 


Representatives in 
NEW YORK CHICAGO LOS ANGELES 
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London Gem Displays 


(From page 124) 





carat yellow-brown cushion cut stone. A similar stone js 
flatter and smaller and weighs about 8 carats. Also from 
Madagascar, probably, the chief source of diopside, js g 
dark green step-cut stone of about ten carats, and several 
other smaller ones. Burma is a possible locality for some 
of this material. Mathews had yellow-brown and green 
stones of this same type from there, and green diopside 
catseyes are known from Burma. 

Iolite or cordierite, the stone that has also been known 
as water sapphire, and which is so remarkable for its 
two color effect, changing from white to violet blue, is 
represented in good rough from Madagascar and fair 
rough from Norway. There is no good cut stone, and 
most cut stones of this mineral turn out to be disap. 
pointing. 

Apatite, the gem mineral which chemically is about the 
same as your teeth (and which, consequently, seems ap- 
propriately named), is represented by a six-carat step- 
cut yellow stone which*could be from Mexico or Mada- 
gascar, a good, cloudy blue oval brilliant, of about the 
same size and probably from Burma, and a flawed blue- 
green cabochon of about four carats, resembling the 
Canadian material. The very rare beryllium borate ham- 
bergite, from Madagascar is represented by a seven carat 
flawed white stone; a stone that doesn’t look like much 
but which would be prized by collectors. 

The largest sphene, on the other hand, is one of the 
finest gems in the collection, and perhaps the finest sphene 
in existence. It is a round brilliant, green in color and 
full of fire, and weighs 5.3 carats. A yellow, square stone 
weighs about half as much, and there are other smaller 
stones. Probably these are Swiss stones, but the locality 
is not given. The 20-carat round white brilliant-cut dan- 
burite from Mogok, Burma, cannot compare with the 
giant in The Natural History Museum. 


The andalusites should be bettered by the material that 
has come from Brazil in recent years. The largest is a 
thin cushion, with several flaws and weighs but six carats, 
the only clean stone of the normal color is only about 
1% carat. A dark green step-cut two-carat stone does not 
look like the typical material and lacks the conspicuous 
two-color effect. The exclusively California gem, benito- 
ite is represented by two small one-carat blue brilliants. 
Kyanite is inadequately illustrated with a flawed good 
blue, three-carat step-cut stone. Vesuvianite is shown ina 
one-carat yellow-green flawed stone. Phenakite comes up 
with a fine 18-carat oval brilliant that is outstanding and 
a round 114-carat also in white. The Maine beryllium 
phosphate, beryllonite, is represented by a 314-carat 
flawed cushion-cut stone. 


Another outstanding gem is to be found in the pale 
yellow scapolites from Brazil, which is represented by a 
clean octagon weighing 76 carats. A paler oval brilliant 
from Madagascar weighs about 10 carats. There were 
several dark and flawed green-brown epidotes, ranging 
from 12 down to three carats in size, but none was re- 
markable. A better stone is a one-carat square-cushion 
epidote of a light brown color. One might mention here 
also that at Mathews and in Switzerland white stones 
called epidote were seen. 
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The largest axinite, a 21/-carat stone from the Dauphine 
‘1 the French Alps, is about as clear as any of these 
stones ever are, and is much larger than any other we 
have seen. The rare, light-blue mineral haiiynite which 
exists as cut stones nowhere else in the world so far as 
we know, is shown here in the form of 14 small very blue 
and surprisingly brilliant stones, from the Tully collec- 


tion. — 

The old “Blue John” type of fluorite is, of course, well- 
known in vases and bowls and is here represented by a 
fne two and one-half foot vase. Clear facetted fluorite 
is, of course, rare and only something for the collector. 
There are two important stones here, a bright yellow step- 
cut octagon from Westmoreland, England, weighing about 
90 carats, and a similarly shaped stone in a pink purple 
weighing about 10 carats. More often seen are the colors 
represented by a flawed blue step-cut stone of about ten 
carats, a white, long emerald-cut of eight carats, a pale 
yellow of four carats, and some polished slabs of the 
Blue John or Derbyshire spar, which have been turned 
brown by heat. 

Lastly, amber is included because it is a fossil. The 
interesting pieces are pebbles that were brought up by a 
dredger from the floor of the North Sea, and pebbles 
cast on the beach near Yarmouth, in Norfolk. Sicilian 
amber is well represented by typical fluorescent greenish- 
brown pieces. There is one that is almost colorless. The 
German occurrences are located with a map of East Prus- 
sia and the site of the amber localities. 

The cases have been designed to eliminate much of 
the reflection that ordinarily would interfere with the 
visitor's view of the contents. The upright partition serves 
as a background for pictures or maps, and concentrates 
the interest on the case being examined. The light above 
the cases is supported by the standards at the end. Since 
such illumination plus the bright skylights would cause 
bad reflections, the near-horizontal glass of ordinary cases 
have been replaced by curving glass. This reduces the 
light reflections to narrow streaks which do not particu- 
larly bother the viewer. These cases are undoubtedly 
expensive to build and give an odd impression when they 
are first seen, but nevertheless they accomplish their pur- 
pose better than any others we have seen, for gems which 
are displayed in table cases. 

The great vase and bowl in the illustration have some 
interest, too. The vase in the foreground is the largest, 
or one of the largest, of English fluorite “Blue John” in 
existence. It is about two and a half feet high. The flat 
bowl at the entrance to the hall (the far end of the photo- 
graph) was a present from the Russian government to 
Sir Roderick Murchison, a former head of the British 
Geological Survey, in appreciation of his aid in their own 
geological work. For this data and some of the weights 
of the stones, and the photographs, the writer is indebted 
to Dr. P. A. Sabine, Assistant to the present Director. 
Permission to reproduce the photogrpahs is kindly ac- 
corded by His Britannic Majesty’s Stationery Office, the 
pictures were taken by Geological Survey photographers. 

In summary, the collection at the Museum of Practical 
Geology is interesting because of the great array of cut 
and polished stones, many of which are very slightly 
known to the jewelry trade. Though there are few mem- 
orable pieces, the entire display is so complete and con- 
tains several things not to be seen elsewhere, that it would 
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PRODUCTION 
MANAGER 








Top ranking, nationally known 
Jewelry Factory in Rhode Island 
offers excellent salary to the 
right man. He will supervise 
production, improve efficiency 
and systematize our present 
plant set-up. Man must have 
proven past experience. Reply 
in full detail. Your reply will 


be held in strict confidence. 


Address 
BOX “A. 3740" 


Jeweler’s Circular - Keystone 


100 E. 42nd St. New York 17, N. Y. 
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Watches of Distinction, 
Beauty and Durability. 





Each ALTON Watch is 
Beautifully Boxed, 
Cased and Timed in U.S.A. 





SEND FOR OUR LATEST 
ILLUSTRATED REDUCED PRICE LIST. 


Weksler & Goodman. Ine. 


5 South €4 CHICAGO 3 
Wabash Ave. ILLINOIS 





























be well worth the visiting jewelers’ time to see the dis 


= 
and acquaint himself with their looks. He can whee 


when he may encounter some unusual stone, or when he 
may be asked about some stone, and it will certainly help 
him to have this experience that is so easily available on 


a trip to London. 





New ‘“*‘Gemstone” Edition 


Gemstones by G. F. Herbert-Smith. Pitman Publishing Cor 
New York, 1949. 10th Edition, 537 pp. Four color sae 
and 40 black and white. Available from Book Department, 
THe JEWELERS’ CircuLAr-KEysTone, 100 E. 42nd St.. New 
York 17, N. Y., $8.50 a copy. 


The best news about the appearance of this new edition 
of the fine book by G. F. Herbert Smith, which has for g» 
long been a classic reference work for the jeweler, is that 
it is again in print and can be obtained from an American 
publisher. The changes that have been introduced jn 
this printing are not so extensive as those of the 9h 
Edition. In particular this might be said of the section 
on crystallography, which has been quadrupled in size. 
For the student who wishes to go deeply into the study of 
the mineral aspects of gemology it will be found useful. 

The remaining text is little altered, with only a change 
in chapter and section headings to eliminate the word 
“semi-precious” (which nevertheless continues to appear 
through the text). At the end a pair of plates of tusk. 
bearing animals has been added, bound in the appendix. 
and serving to emphasize an expansion of the section on 
ivory and plastics. This expansion is useful in that it 
clarifies the varieties and nature of the synthetic products, 
and describes the types and their uses and merits. The 
reader is likely to find this discussion the clearest expo- 
sition of the relationships between the plastics that he has 
seen, and well worth studying from the standpoint of ac- 
quiring general information. 

All of the features which made the 9th Edition of the 
Herbert-Smith book the most useful work on gems for 
general reference have been retained in the 10th. The 
same illustrations will be found in each (now paired on 
both sides of a plate instead of scattered singly through 
the text), the same four-color plates and the same line 
drawings. Particularly to be noted is the fairly complete 
discussion of the rare gemstones; a subject of only occa- 
sional interest to the jeweler, it is true, but at his hand to 
pull him out of a dilemma when his customers come in 
with queries about stones of which he has never heard. 

The same useful tables of the earlier edition are to be 
found at the close. A long bibliography, brought up to 
date, is to be found at the end. A new list of “approved” 
eemstone names was inserted just before the index (and 
says “topaz” means only the mineral topaz and “never, no 
never” to be used, even with a modifier, for quartz) which 
shows the Gemmological Association of Great Britain to 
be on the right track in their simplification and improve- 
ment of nomenclature. 

We cannot recommend the new edition of H. F. Herbert 
Smith too highly. It is a “must” book for every jeweler, 
for it will be found very useful for reference on many 
occasions. If the jeweler is not careful, he might also find 
himself reading it occasionally just for his own amuse- 
ment as well. If the jeweler does not own one, he should, 
and now at last it is back with us with an Amrican pub- 
lisher and is easily obtainable. 
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Small Town ‘Savvy’ 


(From page 120) 


people who had jewelry experience. With help from 
friends and other jewelers. he managed to hug the middle 
of the road toward success. 

But there was something more than this, pushing The 
Diamond Shop to the sound establishment it is today. 
It was an understanding and practice of merchandising 
and advertising principles that attract trade from a small 
town and its encircling trading area. 

Jesse H. Pitts was, as he terms himself, “an unexperi- 
enced jeweler, but I have always been a hard-headed guy 
and when someone told me I could not do something. | 
was determined to do that very thing regardless.” 


When five years of age, Pitts lost his right leg and fin- 
ished grammar school on crutches, walking the one mile 
between his home and school every day because his father 
was a farmer and couldn’t afford any means of transpor- 
tation. In high school, his father managed to get him an 
artificial leg. and he learned to walk successfully in one 


year. 
SPONSORS LOCAL ATHLETIC EVENTS 


An ardent sport fan, Pitts is one of the town’s most 
active supporters of local athletic events and many of his 
present customers have come from these groups. 


After a series of jobs during which he attended busi- 
ness school at night, Pitts decided to open a jewelry store 
and found the opportunity for one in his home town. He 
was told that a five-year lease went with the business, but 
when the lease actually came to light, it was only for one 
year and a half. “The building is for sale and not for 
rent,” said the owner. Again Pitts was on the spot. 


He either had to buy the building or lose his entire 
investment. Financing was arranged, and the building 
was bought. In 1948, the present site of The Diamond 
Shop was purchased, remodeled and opened with the 
showmanship of a Hollywood premiere. This is where the 
small town technique came into play. 


Following the completion of remodeling and redecorat- 
ing, during which time the store never closed, the big 
formal opening was held. Groups. like the school teams, 
societies, etc., were invited, as well as the entire general 
public. Fifteen hundred people—nearly half the town— 
turned out in force. 


The young owner wisely chose Saturday, because this 
is the biggest day of the week in any small town. The 
streets are full of townspeople, as well as shoppers from 
the rural sections. The motif of decorations, the entertain- 
ment, the gifts were all specially slanted to satisfy all the 
different groups, from oldsters to young children. 


Since remodeling, The Diamond Shop’s business has 
jumped 300 per cent, and Pitts has just recently added 
The Brides’ Room—already the first stop for Alexander 
City couples with stars in their eyes. 

That’s why the JEWELERS’ CiRCULAR-KEYSTONE repre- 
sentative couldn’t locate The Diamond Shop he saw back 
in 1946. It wasn’t the same firm he saw then. Today it’s 


a successful business belonging to a young man who 
learned the hard way. 
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CASH IN ON THE REVIVAL FAD FOR 


Souvenir Spoons 


For Plus Sales and Profits 







This timely revival of Sou- 
venir Spoons is a sales sensa- 
tion, already proven by eager 
public response to promotion 
tests in several cities! 

























Scores of designs in ster- 
ling teaspoons and demitasse 
(or toddy) spoons to sell singly 
or in sets—over 2000 dies avail- 
able. Favorite glamour spots of 
every State—famous cities—na- 
tional parks—historic landmarks 
— major colleges — gay holiday 
designs—PLUS cute creations in 
Baby Spoons! 


Popular prices with a gen- 
erous profit. Free newspaper 
mats, display helps and promo- 
tion suggestions. Write for full 
information now! 
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IT TAKES the imagination of a master designer, such as William S. 
Warren, to mould true originality into the forms exemplified by 
Wallace’s “Third Dimension Beauty” designs. Only Mr. Warren 
has translated the matchless technique of full-formed sculpture into 
the art of silvercrafting, creating beauty of timeless appeal. Like 
sculpture, Wallace Sterling has this ““Third Dimension Beauty”... 


beauty in front, beauty in profile, beauty in back. 





‘THIRD DIMENSION BEAUTY” is exclusive to Wallace Sterling. Its 
| loveliness from every perspective is expressed in designs of renown 
that include Stradavari, Grand Colonial, Sir Christopher, Grande 


Baroque and Rose Point. 
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2. “Magnificence" by Gotham 





3. Telechron's "Colonnade" Alarm 





C) 
5. In Tudor Plate 
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6. High Fashion Ring 
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1. Wakmann—"Calendrice" 





4. Gemex "Sonata" 


CHECK—YOUR CUSTOMERS WANT THE LATEST 


|. The new "“Calendrice'—the only watch of its kind. Auto- 

matically changes date and day. 17-jewel. Anti-magnetic. 

Dainty ladies’ size (with round or square case). Wakmann 
Watch Co., 452 Fifth Ave., New York 18. 


2. Seven highly polished simulated large black opals decor- 

ate this new gold-filled covered bracelet watch by Ollendorf 

Watch Co., Inc., 20 West 47th St., New York, makers of 
Gotham watches. $69.50 retail F.T.I. 


3. Grecian, is the fluted case design of the new Telechron 

electric alarm clock, "Colonnade", in mahogany wood. Tone 

alarm allows sound adjustment loud or soft. Dial has gold- 
colored hands, red alarm hands. $7.95 plus tax. 


4. New watch band by Gemex Company, "Sonata", exquisitely 

graceful in style, yet exceptionally strong because of the 

newly developed Gemex construction. Available in yellow, 
white and pink gold. Retail price $9.25, F.T.I. 


5. These salt and pepper shakers are now available in the 

beautiful Henley design, in Tudor Plate by Oneida Com- 

munity silversmiths. Attractively boxed, moderately priced 
for the gift season. Retail, $2.25 plus tax. 


6. Ribbed, basket-like edge all around. Delicate beauty and 

modern smartness. Variety of stones. IOK and 14K yellow 

gold, oval, octagon and cushion shapes. The Falcon Stone 
Ring Mfg. Co., Inc., 9-11 Barrow St., New York 14. 
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VILE is one of the series of 


full-color, full-page Gorham a 
advertisements that will appear a 
this Fall in Better Homes & =e “yy 

Woman’s Home Companion, 

McCall’s, House Beautiful, 

Cosmopolitan, Mademoiselle, 

Charm, Glamour, and Seventeen. 

This advertisement and other 
Gorham full-color, full-page 
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advertisements appearing in 
leading magazines this 
Fall will reach over 
38 million readers! 


AFTER 118 YEARS, Gorham advertisements continue to 
stress integrity of product and enlarge the market 
for sterling bearing the Gorham name. 


TIE IN wn forbangs BEST KNOWN NAME IN STERLING 
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2. Photo Folding Travelling Clock 





3. Combination Key 
Case and Opener 








4. Sports Model Lady Elgin 


CHECK—YOUR CUSTOMERS WANT THE LATEST 


[] |. Coronet, Airguide is a handsome, craftsman-made bar- 
ometer. 20 inches. Gives weather forecast, humidity and 
temperature. Solid mahogany case, silvered dials and brass 
trim. $25.00 retail. The Williamsburg model by Airguide. 

Case is 38 inches long. Sells for $150.00. 


[] 2. Excellent gift for man or woman. 7-jewel alarm move- 
ment. Velvet lined, leather cases are available in various 


colors. L. Harris Co., 665 Fifth Ave., New York 22. 


[] 3. Two in one combination keycase and bottle opener, by 
A. Cotler, 4046 Broadway, New York 32. Sterling silver, gold 
or rhodium plated, $10.00. 











[| 4. Miniature of a man's watch designed by Elgin National 
Watch Co. rounds out new line of Lady Elgin timepieces. 
A sports model, 19-jewels, DuraPower mainspring, 1|4-karat 

natural gold filled case. Alligator leather strap. 





[] 5. Sterling Siamese jewelry includes items such as compacts, 
lipsticks, rings, etc., with Niello finish, secret process blackens 
silver which, when engraved, reveals natural sterling color in 
engraved portions. Tracy R. Thurber, 292 Westminster St., 

Providence 3, R. I. 


[] 6. A low priced ivory finish moulded plastic, Bantam is small 
in size—3!/. inches high. Brown numerals and hands on a 
two-tone dial. Clear-toned bell alarm. Convex glass— 
alarm indicator on dial. $3.95 plus tax, from Westclox 
Division of General Time Instruments Corp., LaSalle, Ill. 


[] 7. Diamond set Shrine and Masonic Emblems with new plat- 
ing process called "Triroda'', designed for long, attractive 
finish. Choice quality. Pins palladium. Priced competitively. 

Arts & Crafts, 106 Ann St., Hartford, Conn. 


7. Diamond Set 
Emblems 
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IT’S YOUR LAST CHANCE 
FOR EXTRA PROFITS 
FROM WATSON’S SILVER JUBILEE*! 


*October, November, ‘49 


Just one month to go now on Watson’s big “Silver 
Jubilee” promotion. Just one month left for you to 
cash in on this extra Watson national advertising—plus 
Watson’s 50-50 co-operative plan to share your local 
tie-in advertising costs. And best of all from your 
point of view: you don’t have to gamble with a new 
pattern to profit. The “Silver Jubilee” features a 
time-tested, proven best-seller, the lovely 

Meadow Rose design. 

Reports Show Promotion Big Success In October 
Jewelers all over the country report the first month of 
this promotion has already earned them a big 
increase in profits. Now, with November still to 
come, you have time to join the “Jubilee” and get 


extra business from popular Meadow Rose. 


i 
g 
: 
i 
; 
: 
; 





@ 1 £3 STERLING 
Nationally Known As 


MODERN SILVER WITH THE BEAUTY OF OLD MASTERPIECES 
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“SILVER JUBILEE” HELPS 
YOU -WITH EXTRA NATIONAL 


ADVERTISING During October and 
November Watson is increasing its 
advertising of Meadow Rose with a new 
campaign in Good Housekeeping, 
Vogue, House Beautiful, Guide For The 
Bride, and the Christian Science 

Monitor Magazine. 


“SILVER JUBILEE’ SHARES 50-50 
YOuR TIE-IN AD COSTS 


Watson will share all dealer advertising 
costs 50-50 subject to these 
qualifications: the free mats supplied 

by Watson are to be used; your minimum 
order or stock on hand must be one 
dozen place-settings of Meadow Rose. 
Tear sheets of ads with bills must be 
received before Dec. 15. 






/a 
+4 


YOU GET FREE AD MATS 
These tie your store right in 
with Watson’s big national 
campaign — tell readers in your 
community to come to you for beautiful 
Meadow Rose. 


———, 





\ AND FREE COUNTER 

\’ CARDS They emphasize 

your counter and window 

displays of Meadow Rose—help 

you sell. Ask for them with your order. 


AND FREE 
ENVELOPE STUFFERS 


Top-notch sales helps 
for mailing or for 
over-the-counter. 

Ask with your order. 





Act now to start Watson’s “Silver 
Jubilee’ working to increase 

your sterling sales. Write The Watson 
Company, 8 Watson Park, 

Attleboro, Mass. 
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1. “Treasure Chest" 





2. Travel Clock 3. Wide Wedding Band 








4. Shmoo Clock 


5. Cigarette-Compact Set 
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CHECK—YOUR CUSTOMERS WANT THE LATEST 


[] |. “Phillis treasure chest has pin. and two necklaces, and 
matching earrings in 1/20 12K gold fill, packaged in sik | 
brocaded jewel case with etched brass ends. $59.95 Key. | 


6. Flexible Link stone, from M & S Jewelry Mfg. Company, Providence, R. |. 


Bracelet Watch 
[] 2. Made by Defender Watch Corp., 610 Fifth Ave., New 
York, is this 7-jewel, luminous dial traveling clock, 3" square. 
Cased in DuPont Vinyl in a wide range of colors to retail 
at $14.95 plus tax or in genuine leather at $19.95, PT. 





[] 3. One from a new series of wide wedding bands by Bristol 
Seamless Ring. Co., 71 Nassau St., New York, has a pierced 
leaf motif, hand-fashioned and set with matched diamonds. 


ge : re : [] 4. Latest addition to the novelty clock line of Lux Clock 
: Mfg. Co., Waterbury, Conn., is this Shmoo clock with a 30 
hour movement. In white, pink or blue plastic, the clock 
stands about 7 inches high, 5 inches wide. $2.95 retail. 
| [] 5. Authentic "Gay-Nineties" stickpins, riveted to cases, orna- 
ment this compact and cigarette case set, "The Victorian, 
by Wadsworth Watch Case Co., Dayton, Ky. Compact, 
$6 and $15 retail for two sizes; the cigarette case, $16. 


[] 6. This highly styled flexible link bracelet watch in I4K yel- | 
low gold domed links is made by Eric E. Siebert, Inc, § 
665 Fifth Avenue, New York 22, N. Y., for $390, Keystone. § 








ae i | [] 7. Recently added to line of the Universal Camera Corp., 
a a | a 28 W. 23rd St., N. Y., is this new all-metal, fully auto- 
7. Miniature Camera matic miniature camera, the “Minute-16." $7.95 retail TI. 
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+ Monthly average for 1948 as published by the National 
Office of Vital Statistics, U. S. Public Health Reports. 
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And the retailer wise enough to tie in with this, the newest 
of Canterbury’s appealing gift items will be happy too! 


| With the creation of the Honeymoon Cream 
and Sugar Set, Canterbury forges another link in 
its chain of twenty-one aids to greater sales! 


The Honeymoon Cream and Sugar Set, a truly 
useful gift, is priced to retail for only $5.00 


| The Honeymoon Cream and Sugar Set. Your cost 3.00 


Heavy triple <ilver plate—service for two—gift boxed. 


Order from your wholesaler to-day! 


Send for your copy of Canterbury’s “Twenty-Two ‘Ukittee: lr hi ur LY] 
~ 


Products for Profits!” 


SILVERSMITHS 
The Canterbury Silversmiths, Inc., 617 62nd Street, Brooklyn 20, N. Y. 
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getsetforan... 


“OLD FASHIONED GHRISTMAS!” 


... send for Esquire’s Free Christmas promotion package! 



















Hang on to your registers, retailers —-THE BIG DECEMBER 
ESQUIRE HITS THE STANDS NOVEMBER 9th! And this 
year it’s the greatest issue ever .. . page after wonderful page devoted 
to an “Old Fashioned Christmas”... page after wonderful page 
timed to bring you “old fashioned” profits! 
Yes, it’s the famous “Gift Guide of the Nation” timed to pre-sell top 
brands to top customers... more than 7,500,000 shoppers in a mood 
A AIS to buy. IT’S A TIE-IN “NATURAL’~= right smack in the begin. 


ning of your big gift season — and if you want to hear “Jingle Bells” 





on your cash register, you’// make the most of it! 


* 


Esquire helps 
_ . | . To give you an all-out Christmas selling punch, Esquire de- 
: you do your livers solid promotion follow-through . ..a package of point. 

=. of-sale aids that’s yours ABSOLUTELY FREE! To get these 








|... _ traffic- builders here’s all you have to do: (a) Check the list 
_. Christmas of brands on the opposite page (b) Choose any four (c) Send 
r—eO in the coupon with the numbers of the ad reprints you want 
to feature. So grab a scissors and get set for Santa — JUST 


_ selling early! \ took at wuat You'tt Ger: 


FREE! 


An eye-catching 6” x 20” 
Window Streamer! 


Son See 
Pane Sonia 








Mounted Cover eo Sa «) 
of the December “i a 
Esquire! a he ay 















FREE! 


Four Mounted 
Reprints of December 
Esquire Ads! 












Two 9”x 9” Counter 
Cards in 
Vivid Color! 





© Esquire, Inc. 
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STOCK, FEATURE, ADVERTISE AND DISPLAY 


THESE BRANDS ADVERTISED IN THE 
FAMOUS DECEMBER ESQUIRE! 
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Look them over, retailers ... they’re the brands more than 








7,500,000 readers will see in the Christmas Esquire. To get 3 
FREE mounted reprints of any four—PLUS TWO COUNTER 4 


_ CARDS, A MOUNTED COVER AND WINDOW STREAMER—just 
take your Lage! and send in the coupon. They're yours from 


ANSON ACCESSORIES 

Y2 pg; black & 1 color 

Anson, Inc. 

BELL & HOWELL MOVIE 
CAMERAS 

V2 page 

Bell & Howell Co. 

BOULEVARD WATCHES 

“% page 

M. A. Mead & Co. 

CHRISTY KNIFE 

% page 

The Christy Co. 

CRAFTSMAN BILLFOLDS 

%2 page 

1. Smallman & Sons, Co. 

DeVILBISS PERFUMIZER 

Y% page 

DeVilbiss Co. 

ELGIN WATCHES 

full page; 4 colors 

Elgin National Watch Co. 


EVANS LIGHTERS 
full page; 4 colors 
Evans Case Co. 


FLEX-LET WATCH BANDS 
Y2 pg; black & 1 color 
Flex-Let Corp. 


GRUEN WATCHES 
full pg; black & 1 color 
The Gruen Watch Co. 


HADLEY INITIAL 
JEWELRY 

V2 pg; black & 1 color 

Hadley Co. 


HICKOK BELTS AND 
BUCKLES 

full page; 4 colors 

Hickok Mfg. Co., Inc. 


KEEPSAKE DIAMOND 
RINGS 

Ya page 

A. H. Pond Co., Inc 

KREISLER CRAFT 
ACCESSORIES 

full page; 4 colors 

Jacques Kreisler Mfg. 
Corp. 

MEEKER BILLFOLDS 


2 pg; black & 1 color 
The Meeker Co., Inc. 


OMEGA WATCHES 

full page 

Norman M. Morris 
Watch Co 


PARIS ACCESSORIES 
Y2 pg; black & 1 color 
A. Stein & Co. 


18J 


19J 


20J 


21J 


223 


23J 


24J 


25J 


26J 


273 


PARKER “51” 

full page; 4 colors 

The Parker Pen Co. 

PILCHER CASES & 
COMPACTS 

% page 

J. V. Pilcher Mfg. Co. 


PIONEER ACCESSORIES 
full page; 4 colors 
Pioneer Suspender Co. 


“PIXIE’ FLASH 
CAMERA 
Y2 page; 4 colors 


Wm. R. Whittaker Co., Ltd. 


POLAROID LAND 
CAMERA 

full page 

Polaroid Corp. 

REMINGTON RAND 
ELECTRIC SHAVERS 

% pg; black & 1 color 

Remington Rand, Inc. 

RITEPOINT LIGHTERS 

%2 page 

Ritepoint Co. 

ROLF’S LEATHER 
GOODS 

full page; 4 colors 


Amity Leather Products Co. 


ROLLALITE LIGHTERS 
% pg; black & 1 color 
Alfred Dunhill of London 


RONSON LIGHTERS 

full page; 4 colors 

Ronson Art Metal Works, 
Inc. 


ESQUIRE 
Merchandising Dept. 


366 Madison Avenue, New York 17, N. Y. 


( 


And please include my two free counter cards, 
window streamer and mounted Esquire cover. 


Name 


Yes! I want the following ad reprints from 
the December Esquire. 


) (  ) 
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30J 
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33 
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34 
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36J 
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“% page 

Square D Co., Kollsman 
Instrument Div. 

SCHICK ELECTRIC 
SHAVERS 

full page 

Schick, Inc. 

SCHRADE-WALDEN 
KNIVES 

Y page 

Schrade-Walden Cutlery 
Corp. 

SCHULZ BRACELET 
WATCHES 

% page 

James Schulz 

SHAEFFER’S PENS 

full page; 4 colors 

W. A. Schaeffer Pen Co. 

SWANK TIE KLIPS 

two 12 pgs; black & 1 color 

Swank, Inc. 

TISSOT WATCHES 

% page 

Holzer Watch Co. 

TOASTWELL TOASTERS 

% page 

The Toastwell Co. 

WILKINS LEATHER 
GOODS 

% page 

E. J. Wilkins Co. 

ZIPPO LIGHTERS 

full page; 4 colors 

Zippo Mfg. Co. 


) ( ) 
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Address 
City 








State 
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2. Canasta Set 


3. Lady's Sweepsecond Watch 


4. Electric Kitchen Clock 


5. Sterling Steak Set 








CHECK THESE ITEMS AGAINST YOUR INVENTORY 


[] 1. Newest in Speidel Corp.'s matched package watchbands 
is the “Sir Galahad,"' designed along the new “bold loek" 
for men and gift boxed in an ivory-colored plastic heral- © 
dic case. In yellow, pink or white, $14.95 retail, FTl. 7 


2. Complete Canasta set, including cards, a plastic card 
rack, score pad and official rule booklet, is contained in 
simulated calfskin box with 24K gold tooling by Mele 
Mfg. Co., Inc., 366 Fifth Ave., N. Y., to retail at $4.95. 


3. Tissot Watch Co., 501 Fifth Ave., N. Y., introduces its 
6. Emblem Tie Chain first lady's sweepsecond watch in a design that is adapt- 
able to day or evening wear. It is available in 14K gold 
to retail at $71.50, and in gold filled at $60, with tax. 


4. The "Queen," electric kitchen clock, is latest develop- 
ment by The W. L. Gilbert Clock Corp., of Winsted, Conn. 
Plastic case, 7!/" diameter, has raised numerals outside 
crystal. Available in a variety of colors at $4.95 retail. 


5. Two piece sterling silver steak set in the new carved 
pattern "Ballet," being manufactured by the Web Jewelry — 
Mfg. Company, 1835-55 E. Madison St., Philadelphia, Pa. 


6. Emblem is mounted on a simulated ruby in this new tie 
chain by Irons & Russell Co., Providence, R. |. Available 
for a wide variety of fraternal orders and service clubs 


in 1/20 12K gold fill. $6.25 each, Keystone, in gift box. 


7. The new Hayward Snap-Link is easy to snap on to cuff. 
It is available in many designs in gold filled. Retails 
at $5.50 per pair. gift boxed. Available through whole- 
7. Snap Cuff Links salers. Made by Walter E. Hayward Co., Attleboro, Mass. 
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HOPE DIAMOND 


& 
‘gr 


Cn 
“sf lore cileidd. of habe 
ge ie , : ‘ OC 


For World Famous Collections or any 
quantity of loose stones, you must con- 
sider the House of Harry Winston. We 
obtain “rough” direct from the source 
...expert cutting and polishing is done 
right on our premises. Your selection can 
be made from complete stocks... whether 
it be ten pointers...quarters...or halves. 
Also available, a full line of individually 


styled. mounted jewelry. 


Fwices that’ Chillnge The Thiddsliy! 
Visit our building ...or write... let us 
keep you posted on prices that con- 


sistently reflect the prevailing market. 











é Jiferat ¢ ] T Tale avau © 
" | is ; : M. I 4 L JUIN. 
ails Nels 


7 EAST SIs STREET, NEW YORK 
220 WEST 5: STREET, LOS ANGELES 


—— 
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THE WINSTON COLLECTIONS ARE AVA 
AT YOUR RE T 












Now in his 52nd year with Reed 
& Barton, Louis Schmidt exhibits 
master craftsmanship as he cuts 
a die for a new flatware pattern. 


Line drawings taken from anniversary book. 
let put out by Reed & Barton, illustrates 
growth of the silver firm from its humble 
beginning in the small building (below) to 
its present size plant covering 14 acres, 
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A Century and a Quarter of Silver Crafting 


Reed & Barton, Taunton, Mass., celebrate 125th anniversary this year 


A, incident which occurred in 1877 between 
Henry Reed, president of Reed & Barton, and his nephew. 
Nat Cushman, then a young employee in the packing 
room and now a hale and hearty old-timer of 94, illus- 
trates the intense pride in the quality of the silver- 
ware this 125-year-old company manufactures. 

Cushman asked his uncle for permission to buy, as a 
“second,” a water pitcher which had become slightly 
dented. Whereupon Mr. Reed took the pitcher, smashed 
it to the floor and said: “Young man, we don’t make 
seconds around here.” 


Isaac Babbitt, who started experimenting in 1822 at 
the back of his jewelry store on Merchants Row in Taun- 
ton to duplicate the popular shiny English Britannia ware, 
defined the whole venture as a “search for something bet- 
ter” for the tables of the American people. From the very 
outset, quality was the keynote. 
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Isaac Babbitt was soon joined by William Crossman, a 
young man whose family ran a clothing store in Taunton. 


In May, 1824, the firm of Babbitt and Crossman was 


formed. 


Although neither had any experience in the making of 
alloys or in metal-working of any kind, they launched 
undaunted into the new enterprise. By 1828 their small 
factory employed 15 men, among them Henry G. Reed, 
a spinner, and Charles E. Barton, a solderer. 

New capital was added to the company in 1830, at 
which time a move to a better location was deemed wise. 
Thus, in that year, a 3-story building together with a dam, 
mill-race, and large water wheel were constructed at the 
present location of the company, on Mill River in the 
Britanniaville section of Taunton. 

After the move business became brisk. Among the 

(Please turn to page 189) 
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YOU'LL WANT 
J. W. JOHNSON'S BIG NEW CATALOG 


Just off the press © Hundreds of pages @ Fully 
illustrated © Indispensable buying guide for Jewelers! 









2 
You'll find hundreds of wanted items Just completed, this great new cata- 
in this, the newest merchandise cata- log represents one of the greatest 
log to be issued by J. W. Johnson Inc. compilations of jewelry values ever 
... serving the jewelry retailers for assembled at one time for your 
over 80 years. inspection. 


Every item a big profit maker for you . .. many 
of them famous nationally advertised products. 


FREE! Send for your copy right away! 


> J. W. JOHNSON « 


Established 1869 
15 Maiden Lane New York 7, N. Y. 











dinee 1875 


* THE AMERICAN PLATINUM WORKS 


231 NEW JERSEY R.R. AVE... NEWARK 5, N. J. 
NEW ENGLAND REPRESENTATIVE: GEORGE E. SISTRAND, PROVIDENCE. HOpkins 9027 
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Home-Built Prestige 


(From page 113) 


city's population—left their guesses—and names, ad- 
dresses—in Melby’s register. 

Graduation time inspired one of the most rewarding 
promotions. In cooperation with one silver firm, Melby’s 
offered a silver spoon lapel pin to one hundred and fifty- 
five girl graduates if they would visit Melby’s to choose 
their favorite silver pattern. Over eighty per cent of the 
girls accepted this invitation. Of these, at least ten per 
cent made purchases. Sale of several full sets of silver 
resulted from this teen-age promotion. 

These names and patterns were listed in Melby’s silver 
book. Here friends, seeking a wedding or anniversary 
gift idea, may learn the silver needs and preferences of 
local brides. 

Files are also maintained on china and crystal, for 
many a young couple, stopping by Melby’s to choose a 
diamond, stays to select their tableware. 

As Melby’s expands into the related fields of china and 
crystal, added emphasis is being placed on education of 
present and future homemakers on proper table settings 
and the use of silver. 


Miss Brass, manager of the Silver Room, fills her busy 
schedule with lectures before women’s clubs and home 
economy classes of the local high schools. Small groups 
of students are also invited to visit the Silver Room for 
an “on the spot” study of types and styles of dining 
utensils. 


Future plans include a table setiung contest, under the 
sponsorship of the Minerva Club, Santa Maria’s leading 
woman’s organization, next January. 

In each of their promotions, Melby’s tries to encourage 
active participation of the public. " 

“Once they choose their own favorite silver pattern,” 
explains Donald Melby, “the sales job is half done.” 

This approach was typified in the firm’s participation 
in the Santa Barbara County Fair. Melby’s sponsored g 
silver booth, a unique feature in any county fair. Man. 
ned by members of Melby’s own staff, the booth was de. 
signed by professional decorators with sparkling silver 
signature and a black streamer on which fifty silver pat. 
terns could be displayed at once. 

Visitors to the booth were asked to choose their fay. 
orite silver style, and a service for eight was given away 
on the final day of the fair. Melby’s regards the cost of 
the promotional as nominal for the reaction it produced, 

Five thousand persons examined the silver display and 
chose their favorite patterns, and of these, many were 
later visitors in Melby’s Silver Room. The names and 
addresses, carefully sorted, form the basis of an active 
mailing list. 

The store’s most memorable promotion kept Santa 
Maria in a month-long turmoil. 

Taking a tip from national radio shows, Melby’s staff, 
alternating at the telephone, contacted every person in the 
Santa Maria directory. Each was told that he might be 
called back within a week or so, and that if he answered 
“Hello, Melby Jeweler’s Sterling Silver Room,” he would 
receive a fifty dollar gift of his own choice. 
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GOLD - 
IRIDIUM 


SILVER -° 


| | 
| Strictly Refiners 
Not Manufacturers 


of Jewelry 











21 West 46th Street 


























Metals of Guaranteed Purity | 


PLATINUM ° 
RUTHENIUM ‘- 


W. solicit your Sweeps - 


Filings — Scrap Gold and 


Platinum — Metals 


Your Ol Gold Shipments 


Kastenhuber & Lehrfeld, Inc. 


Tel. LUxemburg 2-2320 


PALLADIUM 


RHODIUM - OSMIUM 


WILL RECEIVE | 
Special Alten fion 


New York 19, N. Y. 
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Calling at random. Melby’s reached two winners in 
two weeks—the first within eight telephone calls. 

But the echo of the promotion lasted longer: i | 

For a month, telephone contact with the “outside 
world” was hampered. Long distance operators reported 
Marians, when they heard the name of the 


that non-Santa 
believed they had reached the wrong num- 


jewelry store, 


! 
ber, and hung up. 
Promotion, stock, personnel, all these have made the 


maintenance of a silver room profitable to this small town 
firm. 

gee these. however. was the careful analysis of 
Santa Maria itself, and of its surrounding trading area. 

Despite its relatively small city population, Santa Maria 
draws from a large and rich hinterland. Termed by some 
wag as “the city where oil and water mix,” this second 
city of Santa Barbara county is located in a vital and 
prosperous agricultural region, which includes the world’s 
largest flower seed producing center. This, plus the large 
Santa Maria oil fields, adds an estimated fifteen thousand 
families to the city’s trading zone. 

Melby’s has been the leading jewelers in this area for 
over a quarter of a century. 

Melby senior—Arnold M.—began his career in Santa 
Maria as the employee of another jeweler, then moved 
to nearby Lompoc where, in 1923, he opened his first 
store. 

In 1936, son Donald C. having joined the firm, Melby’s 
branched into Santa Maria, shortly after, closing the 
Lompoc store. Melby’s has been at its present location 
since 1945. 

Although the elder Melby is now partially retired, he 
spends several hours each week directing a hobby that 
has become a well known and profitable sideline with 
Melby’s: 

Santa Maria is good country for moss agates and other 
favorite stones of “rock hounds.” To assist these enthusi- 
asts, Arnold Melby has installed in the rear of the jewelry 
store, a small but perfect lapidary room with large and 
small diamond saws and polishing machines. Here he 
cuts, polishes, and mounts rock specimens, creating, from 
the rock collector’s pride discoveries, rings, lavalieres, and 
other jewelry. All in the name of store good will. 


Small Space Ads 


(From page 130) 





—and if—each name reached by a direct mail advertise- 
ment is that of a true prospect. 

“My way of explaining how cheap direct mail can be is 
to point out that it is cheaper to pay one hundred dollars 
to reach one hundred people who want to buy, than it is 
to pay a hundred dollars for reaching fifty thousand who 
either do not want what we offer, or who live so far away 
that they will buy it in another jewelry store instead of 
in the H. Hopfensitz and Brothers store.” he says. 

There are 6500 names on the store’s mailing list. They 
are kept on addressing stencils rather than upon cards. 
The obvious advantage of this system is that the address- 
ing stencils are always ready to use, thus keeping the 
clerical costs of direct mail advertising to a minimum. 

“We work hard all of the time keeping this list up to 

>) 


date,” Albert Hopfensitz, Sr.. says. “We cull out the . 
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SELL YOUR STORE 
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pers, are captivated 










distinguished ‘look 
mellow, authentic Westminster Chin } 
by its traditional weights and swin: 
ing pendulum; by the unerring ac 
racy of its electric timetelling. You'll 
be elated by the interest it attracts; 
by the sales you'll make. To widen 
the selling range there are stunning 


Revere Chiming Mantel Clocks. 





Send for catalog showing the notable designs 
fashioned to fit any decorative scheme. 


THE REVERE CLOCK COMPANY 
CINCINNATI 6, OHIO 


NEW YORK: 37 West 47th St. 
CHICAGO: 1422 Merchandise Mart 


Available through 
Revere Authorized Distributors 


x 


The PILGRIM is a highly popular Colonial model. 
80” high. Westminster Chimes. 
Retails for $425 plus tax. 










The R-947, brilliantly designed, and with 
Westminster Chimes, retails for $45 plus tax 


Fob | Floor Clock 

e: Re prices are 

me slightly higher 
* CHIMES OF ink WESTMINSTER on the West 

he 17, Coast 

a, =). 
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‘dead’ names. These are names of persons who have 
moved away, refused to buy after repeated mailings over 
a long period of time, or otherwise seem to be so much 
postage waste. We add the names of new arrivals to keep 
the list at its present size.” 

The Hopfensitz system for making small advertise- 
ments pull big sales includes newspaper space, too. “If we 
used only direct mail,” Mr. Hopfensitz says, “Our adver- 
tising would soon stagnate. We need newspaper inser- 
tions, too, to build new business.” 

An example of how very small newspaper ads can do 
a very big job was one series that was run this past 
Spring. It appeared in an afternoon newspaper, the New 
Orleans Item. Each insertion was only one column by 
21 agate lines (an inch and a half) deep. 

One of these tiny ads had an illustration of a gloved 
hand pointing toward the main block of copy. The head- 
line consisted of one word—“Wanted.” The body copy 
picked up from that word: “... Your old timepiece. Com- 
mitted serious crime of stealing your time, robbing you 
of opportunities. Call RAymond 6582 for repairs, pickup 
and delivery.” 

Another ad in this campaign utilized the same amount 
of space to show an illustration of a man jumping into the 
air in glee. The headline again was only one word— 
“Found.” The body copy went on: “. .. A formula to 
happiness in business and social life . . . dress well... 
be polite and punctual at all times. The up-to-the-minute 
answer to punctuality can be found in the pickup and 
delivery service of H. Hopfensitz and Brothers—watches 
and clocks.” 


The store also uses much space in a section carried by 
all three of the New Orleans newspapers. The space jg 
called the Business Digest. In it, the advertisements of 
jewelers and other advertisers are set to resemble news 
stories. Mr. Hopfensitz reports that this kind of advertis. 
ing has brought in many new customers. 

“We use it primarily for exploiting new services, or for 
up-to-the-minute news such as events that call for gift. 
giving, he explains. 

Last Christmas, the store used a two-column space in 
the Business Digest to promote its wide selection of gifts 
at all prices. The illustration was a photograph of the 
outside of the store. It stretched over the two-colump 
width of the Business Digest advertisement. Above this 
photograph was a headline: “Say ‘Merry Christmas’ with 
vifts from Hopfensitz and Brothers on credit.” 

The body copy of the “news story” continued: 

“H. Hopfensitz & Bros., 2109 Magazine St., announce 
to their many friends and customers that they will be 
open for the convenience of Christmas shoppers every 
night until 8 p.m. ‘Quality merchandise at the lowest 
possible price’ has been the policy of the firm of H. Hop. 
fensitz & Bros. since its founding by John Hopfensitz 87 
years ago. 

“Low overhead costs, including ownership of their 
building, means savings which are passed on to you in 
lower prices for quality Christmas gifts, which may be 
purchased on credit at no extra charge. There are four 
convenient plans—cash, lay-away, charge or budget plan. 
See H. Hopfensitz & Bros. windows for gift ideas and use 
your credit. Say Merry Christmas with gifts chosen from 





Just in time for Holiday Selling! 





1847 Rogers Bros. 


HANDSOME NEW 


CABINET CHEST 


WITH SERVICES FOR EIGHT OR TWELVE 





Completely new, completely different this chest 
stands upright rather than laying flat, as the conventional 
chest does. The tarnish-resistant interior is lined with 
soft, rich maroon duvetyn and the outer finish is hand- 
some walnut grain. Teamed with America's Finest Silver- 
plate, this is the attention-getting feature item youve 
wanted for Christmas selling. Order now! 





AVAILABLE IN ALL 


"1847" 


PATTERNS 


REMEMBRANCE 


ETERNALLY YOURS 


FIRST LOVE ADORATION 
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62-PIECE SERVICE $ 75 
FOR EIGHT 19 


CONTENTS 


16 teaspoons, 8 forks, 8 knives, 
8 soup spoons, 8 salad forks, 
8 butter spreaders or iced 
drink spoons, 2 serving spoons, 
| serving fork, | gravy ladle, 
| sugar spoon, | butter knife. 


CABINET CHEST EMPTY . . 


78-PIECE SERVICE $QQ.75 
FOR TWELVE 98 


CONTENTS 
24 teaspoons, 12 forks, 12 
knives, 12 soup spoons, 12 
salad forks, 2 serving spoons, 
| serving fork, | gravy ladle, 
| sugar spoon, | butter knife. 


. $15.00 RETAIL 


A. JOS. BALTIN & CO., Inc. 


740 Sansom St., Phila. 6, Pa. 
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the large and varied stocks of perfect diamonds, nation- 
ally advertised watches, clocks, silverware, jewelry, elec- 
trical appliances and other items. Something for every 
member of your family including baby and the teen- 
agers. 

“If you do not see what you want, ask for it. Phone 
RA 6582 for further particulars. Repairs or made to 
order work should be started now to assure delivery by 


Christmas.” 


CASH IN ON NATIONAL PROMOTION 


When a Speidel “Stop the Music” winner chose the 
Hopfensitz store as the place in which she wanted to 
receive her award, Albert Hopfensitz, Sr., saw an immedi- 
ate opportunity to get publicity through a Business Digest 
advertisement. This ad also covered two columns. It 
showed a photograph of the winner receiving her award 
from the boss of the store. The copy then plugged away 
at telling and selling: 

“Pictured above is Mrs. S. J. Callahan of 1016 Joseph- 
ine St. receiving from Albert A. Hopfensitz of H. Hop- 
fensitz and Bros. a Speidel lady’s Fiesta watchband and 
one Speidel man’s Knight Templar watchband awarded 
her by the Speidel ‘Stop the Music’ program one recent 
Sunday evening. 

“Mrs. Callahan was called on the telephone by Speidel’s 
‘Stop the Music’ announcer and for her participation she 
was awarded a number of prizes. The watchbands she 
requested sent through her local jeweler, H. Hopfensitz 
and Bros.. who have served her family for three genera- 
tions.” 


Diamonds U. S. A. 


(From page 149) 
sculptured flowers. All flat density is gone. Larrings 
have turned up the lobe again, although the interest in 
pendants continues as strong as ever. 


DIAMOND BELT FROM TEXAS 

A unique and spectacular piece was a “heart-of-Texas”’ 
belt designed by Arthur A. Everts Company of Dallas. 
Suspended from a girdle of heavy braided rhodium- 
finished silver was a four-inch, heart-shaped plaque, worn 
at the side like a watchfob. The design reveals a mounted 
ranger with lariat, all in platinum and brilliants, about 
to lasso a huge, honey-colored diamond. This historic 
seem, weighing 85 carats, once belonged to the Russian 
royal family. 

Another historic gem in “Diamonds U. S. A.” was a 
blonde diamond of 33 carats in old Indian cushion-cut 
which was worn by the Empress Carlotta of Mexico as a 
bride. It was shown in a pendant of white diamonds by 
Mermod-Jaccard-King of St. Louis. 

Jewelers who exhibited in “Diamonds U. S. A.” were 
as follows: 

Shreve, Crump & Low Company, Boston; C. D. Pea- 
cock, Chicago; The Webb C. Ball Company, Cleveland; 
Arthur A. Everts Company and Linz Brothers, Dallas; 
Wright, Kay & Company, Detroit; Ruser, Los Angeles: 
Coleman E. Adler & Sons, New Orleans: Black, Starr & 
Gorham, Cartier, Van Cleef & Arpels and Harry Winston, 
New York; J. E. Caldwell & Company, Philadelphia; 
Mermod-Jaccard-King, St. Louis; Shreve and Company, 
San Francisco; Grape & Company, Washington, D. C. 














26 John Street a 














AGC 
FOR MOST SATISFACTION 


SEND US YOUR SWEEPS 
FILINGS, SCRAP GOLD AND PLATINUM METALS 


WE SUPPLY TO MANUFACTURERS 
A-FULL-LINE-OF-SETTINGS-AND-SHANKS-IN-ALL-METALS 


REFINERS & SMELTERS 
FOR HALF A CENTURY 


JOSEPH B. COOPER & SON unc. - 


Phone COrtland 7-0360 _ 


ce) 





NEW YORK, WV. Y. 
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Prices Reduced 20% on 
Ring Clasps 


The only clasp on the 
market that will clamp 
two rings firmly together. 








Has tested and proven if- 

self over a period of years 

@ Easily Applied 

@ Prevents Rings 
turning 

@ Prevents wear be- 
tween Rings 


Retail Price $2.75 F.T.1. 


The C&G Dual Ring Clasps Are Sold By All 
Leading Material Houses 
GUARANTEED AGAINST BREAKING 


Retailers Don’t Be Misled — Insist on 
C&G Dual Ring Clasps 


Manufactured By 


FRANK R. CAMPANA CO. 


704 Market S?#. San Francisco 2, Cal. 
Wholesale Distributors 


M J. LAMPERT & SONS, INC., 37 Maiden Lane, New York 7, N. Y. 
F. H. NOBLE & CO., 559 W. 59th St., Chicago, III. 

















non-tarnishable 


non-taxable 





: 
oe 
me 


SUGGESTED RETAIL $150 
ea. 
Actua! 


\ 4 


4. bottle opener 







Handy and handsome, 
this famous Bar Caddy has 
everything needed for mixing drinks 


Size 


5%’ Long 





in a professional manner! Beautifully made, 
costly looking, yet priced amazingly low! Attractively 
boxed! Loaded with dynamic sales appeal! 





























5 NATIONAL SILVER COMPANY ! 
: 295 5th Avenue, New York 16, N. Y. oe 8 
5 Please send me ........ master deluxe chrome Bar Caddies @ 9.90 dozen. _ 4 
} Adidre: : § 
ESSE Sea es } 


» ° os * 
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“Fill-In”’ Promotions Maintain 
Customer Contacts 


Sporadic promotion of “fill-ins” for long-establisheg 
sterling flatware patterns is a policy which helps to maip. 
tain customer contacts for Fogg’s Jewelry Store, 2nd and 
Central, Albuquerque, New Mexico. 

Frank D. Fogg, head of the store, makes a constant 
effort to obtain extra pieces of sterling flatware patterns 
which have been popular in the Albuquerque area for g 
decade or more, and to offer them to homeowners who 
have experienced the usual loss of a few pieces through 
accidents, damage, etc. 

A typical quarter-page ad, used recently, displays 16 
long-established patterns produced by a particular manv. 
facturer, the pattern samples reproduced in two rows at 
the top of the ad. Headline reads “Now . . . Complete 
your service in any of these famous patterns.” Copy 
below states “Now you can add to your silver service 
place pieces or serving pieces if your pattern is one shown 
here. Manufacturer of these long-popular lines was neces. 
sarily suspended during the war years, and, as a result, 
the demand for ‘fill-ins’ from owners of these patterns has 
long been insistent. We are pleased to be able to make 
most pieces in these patterns available once more, and 
urge that you place your order with our store now.” 

Patterns reproduced may be ordered through the store 
for delivery several months in the future, and even though 
this long delay intervenes, much interest has been shown, 
according to Fogg. “Frequently, we run into customers 
who had no idea that it would ever be possible to replace 
missing pieces from their silver service,” he said. “Mak- 
ing a special effort to obtain these, and at the usual rates, 
invariably makes for fast friendships.” 





Working Capital 
(From puge 136) 


in current assets to $1 in current liabilities, the busi- 
nesses in this group averagedea net profit of 2.32 per 
cent on sales; when the current ratio was 2.6 to 1, those 
in this group averaged a net profit of 3.6 per cent on 
sales; when the current ratio was 2.9 to 1, the businesses 
in this group averaged a net profit of 4.9 per cent on 
sales; when the current ratio was 3.2 to 1, or $3.20 of 
current assets to $1 of current liabilities, this group aver- 
aged a net profit of 6.02 per cent on sales, indicating 
that the current ratio today should approximate 3 to | 
to show maximum earnings and ample “seed money.” A 
business with a net profit of only 2.32 on sales, as indi- 
cated by this analysis, a condition likely to result when the 
current ratio is less than 2 to 1, is not likely to have 
enough working capital in a buyer’s market. 

Adequate working capital indicates that a business is 
not too heavily mired down with fixed assets, that it has 
not suffered heavy losses from operations during prior 
years, two main factors that drain working capital in 
normal times, and high costs, high taxes, declining prices 
and tighter money are additional drains. In the past. 
jewelers have overlooked working capital trends and ade- 
quacy without apparent ill effects. In the crucial days 
ahead. such laxity may court disaster. 
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HOW TO FIGURE YOUR WORKING CAPITAL 








Assets Liabilities 
Cash account ..... $1,000 Accounts payable .. $ 800 
Accounts receivable. 500 Loans payable .._.. 950 
Inventory ..... 2,000 
Current assets $3,500 $1,750 


The current ratio is 2 to 1, $3,500 current assets to $1,750 
current liabilities. The working capital is $1,750, the excess 
of current assets over current liabilities. 


These figures are merely illustrative and do not represent 
the figures of any one jeweler or group of jewelers. They 
are shown only to illustrate how to figure working capital. 


Diamond Industry in 1948 


(From page 144) 





stated that that firm has been cutting melee for eight years. The 
firm had indeed built a new plant containing about $100,000 worth 
of new equipment, much of it automatic. 

The government’s requirements of consular invoices for all 
diamond imports by August had lessened to some extent foreign 
“black market” operations and more cut was coming direct from 
the country doing the cutting. 

The industry was shut down from July 26 to August 16, 1948, 
the vacation period. In the fall many cutters were out of work 
and stocks of cut were high. 

Since the smalls included in parcels bought by American cut- 
ters from London, cannot under normal conditions be profitably 
rut here, they are usually reshipped to Europe. 


WORLD PRODUCTION 


Accurate figures regarding diamond production are not available 
for all countries, but the estimates in the following table are 
believed to be fairly reliable. 


WORLD PRODUCTION OF DIAMONDS, 1945-48, 
BY COUNTRIES, IN METRIC CARATS 


(Including industrial diamonds) 


| | | 











Country 1945 | 1946 1947 1948! 
Africa: 
pS ree 803,887 806,961 799,210 800,000 
Belgian Congo......... 10,386,000 | 6,033,452 | 5,474,469 | 6,500,000 
French Equatorial Africa 82,849 87,381 190,000 90,000 
French West Africa... .. 79,802 51,834 190,000 50,000 
Gold Coast?...........}| 812,451 653,196 852,493 850,000 
Sierra Leone........... | §04,309 559,22¢ 605,554 500,000 
South-West Africa...... | 152,629 163,611 180,739 185,000 
Tanganyika............| 115,666 | 119,446 | 92,229 | 139,000 





Union of South Africa: | 



































a 564420 4008 Os 878,713 | 1,025,019 918,042 930,000 
Ss 6 4 0860080805 | 262,529 256,768 | %286,692 $270,000 
Total Union of | 

South Afriea.....| 1,141,242 | 1,281,787 | 1,204,734 | 1,200,000 

ee D cccccecscssesses| Bee 325,000 275,000 250,000 
British Guiana........... | 15,442 | 22,413 24,669 31,700 
en CTT Tre 12,769 | 20,917 61,634 60,000 
Other countries.......... | 12,000 | 11,600 13,500 3,500 
Grand Total......... 14,384,000 10,127,000 | 9,754,231 |11,859,200° 





| Estimated. 
2 Exports. 
3 Includes an estimate of 100,000 carats for State Mines of Namaqualand. 


INDUSTRIAL DIAMONDS 


Thanks to prosperous business in some parts of the world and 
stockpiling by the United States government, sales of industrial 
diamonds in 1948 were large, taxing or perhaps over-taxing the 
supply. Twice during the year our government had purchasing 
missions in Great Britain for the American stockpile. Some pur- 
chases were made, but if as large an amount is desired as is 
rumored, (one report says £5,000,000 - £6,000,000) delivery, in view 
of the reported short supply, will have to be over a period of 
time. The government is also buying from American merchants, 
some of whom at the wars end found they had over-bought. 





JEWELERS!! 


| old silver. 


either new or used. 


MEMPHIS 1 





| Many of your customers are interested in changing their incom- 
| plete or obsolete patterns of flatware that are not available today, 
for new patterns, providing they can receive a fair price for their 


We are prospective customers for this silver and will be pleased 
to make a tentative offer on receipt of information as to quantity, 
condition, etc.; or, a definite offer on receipt of the silver. 


: This will enable you to obtain a much higher price for the old 
. silver than is paid through other sources. 


We are also interested in purchasing any sterling silver your 
customers wish to dispose of or any sterling flat or hollowware stock, 


Correspondence Solicited 


JULIUS GOODMAN & SONS 


77 MADISON AVENUE 





TENNESSEE 
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© YAK, 10K 
_ Gold F illed Sterling 


and Roll 



























Call, Wire, or Write 


Little & Co. 


908 Eddy St., Providence 5, R. |. 
Hopkins 1-4211 


Over 40 years service to the trade. 
































| letite-.4 Cotter 
PURSE ATOMIZERS and FLACONS 
Leak and Evaporation Proof e Unconditienally Guaranteed 


PERFECT GIFT ITEMS—Easy extra sales _ 
EASY EXTRA PROFITS! | \F 






F100— Gold plated 
Flacon — Six simulated 
stones. 


$1.95 ples Fed. Tax 


No. 305— Gold 
plated Atomizer. 
$7.50 ( Fed. tax) 


Ne. 605 — Genuine 
Mother-of-Pearl Atom- 
izer. $7.00 (no Fed. tax) 


‘All Prices Fair Traded 


Usual trade discounts 
TERMS: 2% 10 days— 
} "Net 30 
F.0.B. New York City 
FREE: Mats, counter 
displays and mailing 
pieces. 

Other Atomizers from 

5 up 


_ Address inquiries to Dept. J 















i ee 












No. 305 


COTTER MFG. CO.,INC. 111 BROADWAY, NEW YORK 6 




















At present in diamond tools there is a tendency to use smaller 
stones as a matter of economy. 

Britain, to speed up industrial production, is using more jp. 
dustrial diamonds than in pre-war days. 

Now that the war is over, J. K. Smit & Sons, reveal that they 
shipped from Holland about 140,000 carats of industrial diamonds 
to keep them from Nazi hands, and during the war, in Holland 
cut many industrial stones into brilliants, keeping them oy of 
the industrial market. This caused crushing bort at times to 20 
to £25 a carat. As to future prices of industrial diamonds, mining 
costs mount and either the price must go up or that of the gem 
grade which accompanies the industrials in most mines must be 
raised enough to make mining the two worthwhile. 

In America, and it will spread to other countries in time, where 
in industry high class precision work is demanded, diamonds and 
frequently good diamonds are employed industrially. 

America is supposed to use almost 60 per cent of the world’s 
industrials (say 40 per cent of the gem stones). 

At the beginning of World War II, thanks to the patriotism of 
the producers’ selling agents, prices of industrials were but half 
those of pre-war days but brokers in the open market at war’s end 
were demanding pre-war prices. The corporation’s large pre-war 
stocks had been, it was stated, used up, and current production 
alone was said to be available for sale. In August, prices of bor 
in the United States were increased about 33 1/3 per cent on the 
open market (and prices in 1948 were raised a second time) yet the 
price of larger sized diamond dies had not increased in 14 years, 
Either the price must be increased or poorer stones used. 


STOCKPILING 

As stated in last year’s review industrials are among the strategic 
minerals to be stockpiled by our government and rightly so as 
we have no American sources and industrials are essential to 
munition making. The government is buying from two sources, 
local brokers and the Diamond Distributors (Sales) Limited, ip 
London. Naturally neither the amount eventually to be purchased 
nor the rate of purchase has been disclosed. It is believed that a 
government agent made substantial purchases in England this 
spring. This and other later purchases, in part explain the large 
sales by Distributors in 1948. 

One report stated that in the fiscal year ending June 30th 1949, 
350,000 carats of industrial diamonds and 100,000 carats of crush- 
ing bort will be bought. In midyear 1948 it was, however, stated 
that a more vigorous purchase campaign was to be inaugurated in 
the purchase of strategic materials even if industry was pinched 
a bit by shortages 

A second government purchasing mission left in August for 
London and other European cities. London, in October 1948, re- 
leased a rumor probably on the wild side that £5,000,000 worth of 
industrial diamonds were eventually to be purchased from Dis- 
tributors. Payment was to be made out of the sterling counterpart 
funds set aside to match U. S. grants to Great Britain under the 
recovery program. Later Mr. T. K. Finletter confirmed the pur- 
chase on October 8th of a “substantial” amount of industrial dia- 
monds from Industrial Distributors (Sales) Ltd. At this time 
dispatches from London named with apparent confidence $4,000, 
000 as the figure. He denied that the purchase would be a drain 
on the reasonable requirements of American industrialists. 

In last year’s review (page 24) it appears that I misquoted the 
Harriman Mineral Resources Subcommittee as to their hope of 
receiving $22,500,000 worth of industrials from South Africa 
and the Belgian Congo under the Marshall Plan. This, I am in- 
formed by my friend Col. Robert P. Koenig, a member of the 
committee, is its estimate of those countries “excess of potential 
producing ability to normal requirements.” 

Early in December the Munitions Board stated that as to cer- 
tain of its requirements it was succeeding in its speed-up program. 
$18,000,000 worth of rubber, sisal and industrial diamonds had 
been contracted for up to that date. $4,000,000 of this was said 
to be industrial diamonds from British dependencies. 

In December Canadian Defense Minister Brooke Claxton stated 
that Canada would proceed to stockpile certain strategic minerals 
of which she was short. 


(The complete report of the Diamond Industry in 1948, which 
has been digested here, will be published shortly in booklet 
form by The Jewelers’ Circular-Keystone.) 
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125th Anniversary 


(From page 180) 


products in demand in the 1830's were “six mouthpieces 
for clarinets” and “twelve egg-boilers for the steamship 
‘Benjamin Franklin.’ ” 

The economic crisis which developed throughout the 
country in late 1834 plus the intimate knowledge of the 
business which both possessed, combined to the advan- 
tage of Henry G. Reed and Charles E. Barton. Early one 
prophetically-bright morning in April, 1835, the two men, 
as managers, together with eight men and one woman, 
filed into the shop and took their places at the benches. 
The company to which each of the two men had devoted 
his entire young working life was now in their hands. 
and was officially known as “Reed & Barton.” 

More than ever, the foundation stone of the newly re- 
organized company was quality. For, as craftsmen, 
neither Reed nor Barton was ever satisfied with anything 
but perfection. From the very first year, the business was 
carried on with ever-increasing prosperity. 

As early as 1838 Reed & Barton was awarded first prize 
at the American Mechanic’s Fair in New York (such trade 
expositions being a popular form of advertising in those 
days), and this in competition with the very finest of 
English manufacturers. For the first time, top quality 
U. S.-made tableware was available to the American 
people—and at prices far below that of foreign make. 

The products of the company up to 1847 were entirely 
of Britannia metal, of which tea sets were by far the most 
popular. However, that very year the method of plating 
silver by electrolysis was introduced, and Reed & Barton 
soon turned to the production of a fine line of silverplate. 

In the early 1850’s Henry Reed turned the responsi- 
bilities for sales management and financial affairs over to 
George Brabrook, who had started in as a salesman. Reed 
had become increasingly aware that additional mana- 
gerial talents were needed if the company was to survive 
and continue to grow with the broad industrial changes 
going on in America. So Brabrook took over distribu- 
tion and finances; Reed was content to run the factory. 

Brabrook did an immense job. By 1865 sales had 
passed the quarter-million mark and were steadily in- 
creasing. Both the Britannia ware and silverplate busi- 
ness were excellent, and the factory began to branch out 
into the manufacture of knives, forks and spoons. Shortly 
after the Civil War, the company turned also to supply- 
ing the nation’s leading hotels and later railroads and 
steamship lines, with fine silverware. 

As a result of the discovery of the Comstock Lode and 
other rich silver mines, the price of the precious metal 
descended to a point much lower than ever before. For 
the first time in history the great middle classes could 
afford to own solid silver. So, in the 1880’s, George Bra- 
brook decided to launch Reed & Barton in the sterling 
silver business. The venture was an immediate success, 
and the annual sales figures soared over the million mark 
for the first time. 

Now the line was complete. It included sterling silver, 
top quality silverplate, and the original product—Britan- 
niaware. Brabrook’s accomplishments in the field of de- 
sign, selling and advertising, coupled with Reed’s pro- 
duction genius, had built the company to the point where 
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Designed for 
Price-Marking 
Books, ae. 

Cosmetics —“ 

and_Gift aR 
Merchandise "eeemcetnansilas®, 











ere’s a new member of an old and trusted family, 
famous for quality since 1890. It’s the new 
Monarch “TRI-MARKER” Price-Marking Ma- 
chine. Specially designed for speedy, accurate price- 
marking of merchandise sold by jewelers. The 
Monarch “TRI-MARKER” price-marks jewelry 
tags in 3 sizes; also 3 sizes book tickets and 8 sizes 
gummed and Senso labels, all in rolls. 

Saves hours of work. Protects against stock dis- 
crepancies. An automatic counter (optional) counts 
off the exact number of tickets, tags or labels de- 
sired. A special rewind feature (optional) makes 
gummed labels easier to handle. Any employee can 
quickly and easily learn to operate the Monarch a 
“TRI-MARKER.” _ 

If you sell jewelry, books, cosmetics or gifts, send | 
today for samples of Monarch jewelry tickets, and 
an illustrated folder describing the Monarch TRI- 
MARKER Price-Marking Machine. 


MONARCH 
DAYTON 


B49 870 





yl $1.49 





WE 


en The 
Monarch 








L2 











World's largest 
Manufacturers and 
Distributors of 








Merchandise 
Marking System | price-Morking 

Equipment and 
Company .... ome 





Toronto, Canada ® DAYTON, OHIO @ los Angeles, Calif. 
OTHER OFFICES IN: ATLANTA, BOSTON, CHICAGO, DALLAS, DETROIT, NEW YORK 
PITTSBURGH, SAN FRANCISCO AND SEATTLE 
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Aisenstein & 


Gordon Ine. 





Newest, Best Seller 


for Your 
Silver and Gift Trade 





TRIM 


Transparent Protectors 
for Silver, China, Linep 








Moth Proof, Tarnish Proof 
Dirt, Dust and Moisture Proof 
Perfect Visibility, Easy Access 
Tough, Crystal-ciear Vinylite 
Beautifies Cupboards, Cases, 
efc. 











Envelope type Vinylite protectors 
in several sizes are interchange- 
able for flat and hollow-ware 
silver, china or linen. Roll-type 
units with 12 or more pockets for 
flat silver. Roll unit for 6-pc 
silver place setting is marvelous 
for ‘'bride trade.'' Among units 








availabl H ; ion- Designed b nei "hittier 
SUNBEAM ally i ga — ae, Nattonatty eos 
MIXMASTER Trim Unit for 6-pc Flat Silver place setting ............... $1.25 
Trim KIT for 72-p¢ Flat Silver service ..................... 6.75 
12 units, each 15x19" ....$5.00 6 Units, 12x13"... 200 
16 units, Ass't Sizes .... 5.00 | Unit, 18x24" ........ 2,00 
3 Units, each 16x20"".... 2.00 1 Unit, 24x30" ........ 3.00 
| Shelf Protector, 27" deep by 36" wide ................... 1.00 


THEERIM Company iii" 40% 


545-JCK Gladstone S.E., Grand Rapids, Mich. 




















“Handiest Pocket Knife ye 
_Ever Designed.” a 
) CHRISTY 
Sliding Blade 
KNIFE 











DISTRIBUTORS OF 50 FAMOUS LINES 


Seeland Watches 
Community Plate 
1847 Rogers Bros. 
Wm. Rogers & Sons 
Tudor Plate 

Anchor Rogers Sterling 
Poole Silver Plate 
American Queen 

S. 0. Bigney Co. 
Bliss Bros. 

Bugbee & Niles Co. 
Carl-Art, Inc. 

Carmen Bracelets 
Dorson Jewelry 

Deltah Pearls 

Excell Mfg. Co. 
Finberg Mfg. Co. 

W. E. Hayward Co. 
Irons & Russell Co. 
Iskin Jewelry 
Jacoby-Bender, Inc. 
Kestenman Bros. Mfg. Co. 
Laguna Pearls 
Marathon Co. 
Marvella Pearls 
Shiman Mfg. Co., Inc. 


R. F. Simmons Co. | 
Speidel Corp. 
Louis Stern Co. 
Van Dell Jewelry 
Herschede Hall Clocks 
Ingersoll Clocks & Watches | 
Ingraham Clocks & Watches 
New Haven Clocks & Watches 
Revere Hall and Chime Clocks er i 
Seth Thomas Clocks aes . : 

Telechron Electric Clocks (Shown Approx. Half Size) 


Westclox Clocks & Watches Rolled Gold Plate DeLuxe Models 


Ronson Lighters, etc. 
Hamilton-Beach Appliances 
ne, — knife j 
rcticaire Electric Fans 1 7 
Sia, Gtetets Gene This smartly styled knife 1s 
Ekco Pressure Cookers quick to catch your customers 
e ° 99 
aS aye. Slim, tim and “dressy” « 
Sunbeam Products | for finest chain or to carry loose. 
Toastmaster Products | -— , ful 
Silex Coffee Makers And it’s an amazingly uselu 
ay eee knife, too .. . The perfect gift, 
handsomely boxed. Free dis- 
lays and gift cards. Retails 
$3.00. $2.50, $1.75 and $1.09. 
NATIONALLY ADVERTISED. 
A steady ready seller... A BIG 
Gift and Christmas item. 








Rival Appliances 
Rolls Razors 








| Beautifully engraved 
s DIAMONDS | frame in rolled gold 
plate, and also in com- 
binations with polished 
stainless steel .. . 
Finest razor steel blades, 
mirror finish, chromium 
plated. 


@ FINE JEWELRY 
@ TOILET WARE | 
A COMPLETE LINE OF FINE STONE RINGS 











Full trade discounts. Order NOW from 
jobber, salesman ... or direct. 


The CHRISTY Co., Fremont, Ohio 


Fine Cutting Edges for Three Generations 


Aisenstein & Gordon Ine. 


712-714 Sansom St. AG Philadelphia 6, Pa. 


Walnut 2-3995 


mel ela = 
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modern financial management became essential. 

Such talent was contributed by William B. H. Dowse, 
who had married Reed’s daughter and who succeeded 
his father-in-law as president of the company upon the 
latter’s death in 1901. Dowse introduced many modern 
business concepts. Old machinery and methods were dis- 
carded. Professional consultants and experts were called 
‘n. Accountants overhauled the old-fashioned costing 
system. Industrial engineers installed a new method of 
timekeeping. 

The Dowse administration also achieved conspicuous 
success in the field of design. Modern merchandising and 
advertising methods were employed, and the sales force 
built to a high level. 

From this era on, the fine jewelers of America, together 
with a limited number of outstanding department stores. 
became the main outlets for Reed & Barton's products. 
Alert and cautious management carried with them the 
tradition of the founding years—dquality. 

Today, the exteriors of Reed & Barton’s many buildings 
are mostly of ivy-covered brick, witness to the passing of 
more than a dozen decades and five major wars, the last 
of which saw the company geared to full-time war work. 
But within the time-honored walls lie bright and up-to- 
date scenes of men and women working to produce the 
finest quality silverware for the American people. 

And beneath the modern dress is the very spirit which 
characterized the company throughout the previous cen- 
tury: a spirit imparted by the men who founded Reed & 
Barton, whose principles of quality and craftsmanship 
first, have never been forgotten. 

From April 6th to May 27th, Reed & Barton’s famous 
“silver door” was open to all, and particularly to the men 
and women of Taunton and nearby communities whose 
skill and devotion over the years have contributed so 
much to the company's record of a century and a quar- 
ter of successful silversmithing. This community par- 
ticipation was a natural result of the excellent public rela- 
tions job the company has consistently conducted among 
its employees. 

To facilitate the handling of more than 3000 people, 
guided tours in small groups were scheduled day by day 
over a period of nearly two months, thus giving each 
visitor an opportunity to see every department of the 
14-acre plant in full operation. 

First to go through the two-mile tour were the com- 
pany’s more than 900 employees, many of whom, for the 
first time, gained a revealing insight into the magnitude 
of the business. Personal invitations were then extended 
to the families of all Reed & Barton employees to visit 
the plant at their own specified times, and the response 
was immediate and enthusiastic. 

Following the employees’ families, Taunton’s civic 
groups received invitations to tour the plant together. 
Then on May 24th the doors were opened to the general 
public, following an announcement in the Taunton 
Gazette, the last of a series of full-page advertisements 
designed to tell the people of Taunton the story of Reed 
& Barton’s progress through a century and a quarter. 

Visitors saw the actual day-by-day manner in which 
the ancient art of silversmithing is carried on at Reed & 
Barton in bright, up-to-date dress and how much a part 
craftsmanship still plays in the business despite the mod- 
ern production methods. 
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Send for Folder R 


Watts 
get a 
NEW HERMES -— poy out of profits 


13-19 University Pl. New York 3 
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Ask for Folder G 








NEW HERMES 13-19 University Pl., New York 3 | 




















Need A Capable 
Advertising and 


Promotion Executive 
. 


Then you'll find these qualifications of 
special value— 


° 4 years advertising manager of one of the indus- 
try's oldest and largest manufacturers 


* complete knowledge of the better retail jewelers 
throughout the country 


¢ thoroughly experienced in trade and consumer 
magazines, radio, direct mail and point of sale 


* heavy on merchandising and promotion ideas 


° 2 years of selling with one of the country's finest 
retail jewelers 


¢ only 31 years of age and anxious to associate with 
firm that can offer challenge and opportunity to grow 


* record and references will confirm ability to pro- 
duce 


Box “C-3731° 


Care Jewelers’ Circular-Keystone 
100 E. 42nd St., Rew York 17, WN. Y. 
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1. Crystal Bowls 
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3. Mitre Cut Bowl 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] |. Handcrafted in heavy crystal glass are these pieces in 
the "Contour" line. The 8!/2" oval bowl may be retailed for 
$9.50; the 1034"" bowl for $12.50; and the 5!/." square bowl Ff 
for $5. From Fostoria Glass Co., of Moundsville, W. Vo. FF 


4. Cigarette Holder 
[] 2. This old orange-lustre Indian Tree decoration was taken 
from the early Spode pattern book—floral groups painted in 
lacquer red, verge design printed in black, washed over with 


lustre. From Copeland & Thompson, Inc., 206 5th Ave., N. Y. 





[] 3. This crystal glass bowl, 12" in diameter and flared in 
shape, is decorated with an overall design of cut mitres, 


and is set on a footed base of plated silver. It retails 
for $25. From the Silver City Glass Co., Meriden, Conn. 


[] 4. 'Scope—telescoping cigarette holder with gold-colored 
finish—fits into | 3/16" case and opens to 3 5/16". Case has 
attaching ring. Retail, $1. Made by Risdon Mfg. Co., and 
sold by Princess Eve Products Corp., 48 E. 43rd St., N. Y. 





[] 5. Part of new "Nostalgia" line from Poppytrail Potteries, 

with planters and cigarette boxes in form of old steam en- § 

. gines, grandfather's clock, Model T Fords, etc.—retail $4 Ff 

5. "Gay Nineties" Decorative Line to $8. From Evan K. Shaw Co., of Manhattan Beach, Calif. § 
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NOW AVAILABLE IN 


It’s going to be a green Christmas—judging by 
current shipments of Tiffin ‘Killarney Green”. 
Now that “‘Pearl Edge’”’ may be had in Killarney, 
we look for a further spurt in sales of this 
popular item. 





These graceful, colorful glass shapes will move 
quickly from your gift tables to Christmas 
wrappings. Order now—be prepared! 


Quality crystal for over half a century! 


UNITED STATES GLASS COMPANY 


TIFFIN, OHIO 
Makers of TIFFIN and GLASSPORT fine glassware 


NOVEMBER, 1949 








1. Glass “Epergion™ 


. Hand Painted Salad Service 


. 





4. Swedish Stemware 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 





[J] |. This new three-light “Epergion” stands 15°’ tall and is 
equipped with glittering cut prisms, and it may be retailed 
for $25. In the same design, a 10!/2"' two-light piece, to be 
retailed for $20. Made by A. H. Heisey & Co., of Newark, O. 


[] 2. Arnold Blanch, famous artist, created the "Green Thumb’ 
design especially for this salad service, hand-painted in 
various tones of green. Bowl retails for $30; the plates, 
$60 a doz. By Castleton China, Inc., 212 5th Ave., N. Y. C. 


[] 3. Nona's Angels—tiny china figurines sized from 2" to 6 
and retailing from $2 to $3 each, with the 7!/2" trumpeter at 
$4. Particularly suited to holiday use or gift-giving, the 
figures are sold by Ruth Sloan, 527 W. 7th St., Los Angeles. 


[] 4. "Malva''—delicate stylized spray in Swedish glassware 
from the Hofmantorp factory. Recently introduced, the de- 
sign is available in stemware and tumblers, retailing for 


$12 a dozen. From the Vaco Co., 312 Fifth Ave., New York. 


[] 5. Authentic Williamsburg scenes are hand-colored on sets 
of 8 ash trays, retailing for $12. Also done on 10" plates 
at $16 for 8; 6" tiles at $16; and 4" coaster tiles, $9.60. 

5. Williamsburg Scenes on China Distributed by S. P. Skinner Co., Inc., 225 5th Ave., N. Y. ©. 
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‘crafted CRYSTAL STEMWARE 


This is the pattern to solve many of your 


gift problems. Oak Leaf is an original 
Imperial design. It has distinction with 
simplicity. It combines tradition with con- 
temporary lines of design. Look at the 
Goblet. Note its graceful, well-balanced 
lines. You have to lift it in your fingers to 
appreciate its crystal clarity and perfection 


of cutting. You will sell it to the customer 





who knows and prefers giving gifts of the 
finest quality. Oak Leaf Stemware is an 
American Product, hand-crafted, hand-cut. 
For sales franchise, write to our Sales Office, 
Dept. JCK and a representative will con- 
: , : Table Goblet, 12-o0z. Footed Ice Tea, 
tact you immediately. gf ee . Saucer Champagne, Wine, Cocktail, 
| . Claret, Cordial. 6-in.—8-in. Plates. 

Approximate retail $36.00 dozen. 


IMPERIAL GLASS CORPORATION 
BELLAIRE, OHIO 
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2. "Mosaic" Toned China 


5. Copper Planters 





4. Religious Ceramic 
Figure 











1. Green Glass Serving Accessories 





3. Lazy Susan in Aluminum 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] 1. Included in the series of new pieces fashioned in Killarney 


green Tiffin glass in the Pearl Edge shape, are these serving 
accessories—!0" handled bread tray (left) and 12" handled 
cake plate. Made by the United States Glass Co., Tiffin, O. 


[] 2. Distinctive color effects appear in this ‘Mosaic’ decora- 


tion, which is done on the "Priscilla" shape in mottled tones 
of crimson, green or cobalt blue finished with gold. From 
Theodore Haviland & Co., Inc., 26 West 23rd St., New York. 


[] 3. Hand-wrought in aluminum in wild rose design, finished 


in sparkling ‘'Brilliantone," this is one in series of lazy susans, 
jugs, buffet-servers, silent butlers, candy dishes, etc., by 
Continental Silver Co., Inc., 32 Thirty-third St., Brooklyn, N.Y. 


[] 4. Exquisitely sculptured by Wilma Splivalo, this ceramic 


modeling of St. Francis of Assisi is 16" in height and is 
available in either a bisque or a glass finish. Priced at 
$17.50, it is made by Bonzi Porcelain, of Pasadena, Calif. 


[] 5. Part of a complete line of hand-made, antiqued and 


lacquered copper planters designed by Charles Duerner, 
these pieces are priced at $2.75, $5 and $8.25 according to 
size. Sold by The Littles, P.O. Box 133, San Rafael, Calif. 
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Sparkie in Modern Crystal Baraque Mokes a Lovely 
‘ Gift 





You whe seek better crystal 
ta best taste will eppreciate 


our Fostoria patterns. Each 
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fe bells start ringing, let’s mix 


We pood sense. Every bride needs 


heaps of entertaining accessories. So choose 


4 erystal for long-time use. And for the 
\ very nicest, be sure it’s genuine Fostoria. 
\ Each pieee of flawless evystal is fashioned 


DOLLY MADISON 





to the Jast deft touch by a master engraver’s 


’ hand. Its design is conservatively bcoutjiagm 








we think you’re pretty smart! : 


Pictured above are a few of the hundreds of this Mat Book contains sparkling illustra- 
ad clippings sent to Moundsville. ‘These indi- tions of all favorite patterns which you can 
cate that our dealers like the new 1949 order direct from the factory. There are also 
Fostoria Mat Book. But even more im- several pages of suggested layouts. Adapt 
portant, our dealers tell us that these adver- these for seasonal promotions ... or tie in with 
tisements are selling merchandise. Fostoria’s National Advertising schedules. 

If you have not yet taken advantage of For further information and mats, write 
this Fostoria Sales Service... remember that to our Advertising Department. 


ey Bs: 


-ostoria 


FOSTORIA GLASS COMPANY MOUNDSVILLE, WEST VIRGINIA 
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2. Bavarian China 





4. Corsage Pin 


5. Punch Bowl and Accessories 








1. Chinese Inspired Crystal 


3. Unique Leather Covered Brushes 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] I. An ancient carved ivory fan, a Taoist symbol, was inspira- 


tion for this sweetmeat box in Cathay Crystal; sides show 
replicas of old Chinese magic flute. Gift packaged, box re- 
tails for $10. Made by the Imperial Glass Corp., Bellaire, O. 


2. Three from a group of six assorted decorations in cups 
and saucers in Bavarian china—soft-toned floral groupings 
are completed with gold lines and gold tracery on handles. 
From Fisher, Bruce & Co., 219 Market St., Philadelphia, Pa. 


[] 3. Hippopotamus hide from the Central Park Zoo's erstwhile 
popular “Schlemiel", tanned to rich brown, covers backs of 


new nylon-bristled clothes brushes; slim style, $6 retail; wide, 


$10. By A. C. Thomas & Co., Inc., 33 W. 30th St., N. Y. C. 


4. "Super-Luper" corsage pin (patented) of jewelers’ brass 
hand-rubbed to gold effect—retail 75c. Grips flowers firmly 
in elasticized plastic loop. Also in barrette, $1; comb, 75c. 
From Mayru Corp., 7272 112th St., Forest Hills, New York. 


5. Fashioned in gleaming Buenilum is this 15-piece punch 
set including a six-quart bowl, a roomy platter, a ladle, and 
12 handled glass cups. Set, to be retailed for $55, is dic 
tributed by Breslauer-Underberg, 225 5th Ave., New York. 
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Build YOUR sales for Christmas with Bates. 


Build customer confidence with Bates. 


Build for °50 with Bates. 
Ilustrated: Silver Star — silver mesh Manicure kit 


by Barbara B 


ates 


with Professional quality imple 


ments. 
\\ ee for FREE Wlustrated booklet of entire 
BA IES Showroom. 


at 366 oth 


tOty at 54, . 


line. 


a 


I 


A ve.. New 


Ster, Conn. 


York | 
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Bathe Weissman, Inc, 49 West 23nd Stract Yow You 
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by MADELINE LOVE 


O time was ever better than now for the jeweler to 
go out and steal china, glass, and giftware customers 
away from that big department store down the street. At 
no time has the average department store customer been 
more ready to turn to the personalized service, the at. 
tractive, well-kept and well-kept-up stocks, and all the 
many other merchandising benefits which the large estab. 
lishments seem to be relinquishing. 

The department store has been under fire from many 
directions, lately. for a variety of faults, some correctable 
and others resulting from sheer bigness. Many a customer 
complains of a lack of interest in her requirements, a lack 
of knowledge about the merchandise, and—by no means 
least—a lack of stocks. She seems to be increasingly 
aware, too. of undusted, unappetizing displays and an 
emphasis on the promotion of “bargain” merchandise, 
both of which tend to lessen her interest in good-quality. 
profit making wares. Why any merchant should de- 
liberately direct his customer’s attention away from profit- 
able business toward cheap promotions is a mystery. But 
it is happening in many a department store just as it 
happened during the depths of the depression years, with 
just about the same discouraging results. 

Discouraging. that is, from the standpoint of the de- 
partment store. For the jeweler who takes advantage 
of it by reversing the process—by welcoming his cus- 
tomers with plenty of the merchandise she wants, smartly 
displayed and intelligently persented—it should prove 
to be a big sales lift. 

* * # 
HE list of early 1950 gift and jewelry shows continues 

-to grow, and it is obvious that the industry is looking 
forward to a big buying season. The most recent dates 
added to the list are those of George Little's shows, which 
begin with the New York Lamp Show at the New Yorker 
Hotel January 23 to 27, followed by the Chicago Gift 
Show. scheduled for January 30 to February 10 at the 
Palmer House: the New York Gift Show. to be held 
from February 20 to 24 at the New Yorker and Statler 
Hotels: and the Boston Gift Show, set for March 6 to 
10 at the Statler Hotel. The exact dates of the Philadel- 
phia Gift Show have not yet been set. 

The Merchandise Mart China, Glass and Gift Show at 
Chicago will be held during the same period as the Pal- 
mer House exhibit. and there will be the usual Parker 
House Gift Show in Boston during the same time as the 
Statler Hotel show there. 

The Allied Exhibitors, Inc., will have their usual Gift 
and Jewelry show at the Adolphus Hotel in Dallas, Tex., 
from February 18 to 24; and their Denver Gift Show 
at the Albany Hotel from March 5 to 8. This group will 
also sponsor an entirely new show next year, holding a 
jewelry exhibit in the Biltmore Hotel. Los Angeles, from 
April 23 to 28. Only jewelry and silverware lines will 
be accepted for display at this show. 
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V/A 
FOUR DECKER 








Mastic Coated 
PLAYING CARDS 


Answering countless requests—here is Guild's beautiful Four Decker! Luxurious, rayon-moire 
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into the Four Decker box. All of the exclusive designs are taken from Guild's gallery of 


distinguished art. The Four Decker retails profitably at $3.50. Write for our complete line catalog. 


WESTERN PLAYING CARD CO. © WHITMAN PUBLISHING CO. 
RACINE, WISCONSIN 


DIVISIONS OF WESTERN PRINTING AND LITHOGRAPHING COMPANY, ONE OF THE WORLD'S LARGEST COLOR LITHOGRAPHERS 
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They'll gather in 
front of your store or ™ 
at your counter to see the ‘‘Miss 
'49er Lamp” as she spins her 
lariat and moves her hips in perfect 
and natural rhythm. They'll go for the genuine two-tone 
leather fringed skirt that's part of her authentic cow 
girl dress. They’ll stop and stare ...and buy! 


a A sure gift hit, ideal for living room, 
den or bar, the “Miss ‘49er Lamp” is another new and 
different, unique and useful creation in 


the famous Trophy-Craft line. 


PATENT APPLIED FOR 
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249 N. Reno St. 


Los Angeles 


TROPHY-CRAFT CO. 











California 
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Spode 


THE FINE ENGLISH DINNERWARB . 


i 





Since 1770, Spode products have | 
won the approval of succeeding 
generations of discriminating people. 





COPE!.AND 
(Te) 
[SPODE 
(eae) 

ENGLAND 


Fine English Earthenware 
€ rlancs CHina English Bone Chins 


Lowestoft Stone China 





Made by 
W.T. COPELAND & SONS, LTD. 
England 


Sole agents and wholesale distributors | 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N.Y 


























Just RECEIVED 
New SHIPMENT 


10th EDITION 


GEMSTONES 


G. F. HERBERT SMITH 


Completely re-written and brought up to date, 

GEMSTONES again takes its place as the leading | 
book for the study and determination of gems. The | 
many characteristics of gems are listed and dis- 

cussed by the author who clearly shows how each | 
can be identified. Students of gemology—in fact | 
anyone interested in gems—should read this latest | 
work by one of the world’s outstanding authorities. | 
Well printed and handsomely bound, this book con- | 
tains 540 pages and 44 plates, four of which are | 
presented in color. 


PRICE—$8.50 : 
POSTAGE PAID 
ALL BOOKS SOLD REMITTANCE WITH ORDER 
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100 East 42nd Street, New York 17, N. Y. 
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SLIGHT lowering in the price of imported artwares — 
may be expected some time after the first of the year. | 


This will be made possible by the recent reductions in 


the tari 


ff on many such wares coming from nations either _ 


‘ ” or : signed | 
‘n the “most favored” group or those which have sig 


the Annecy Agreement. The reduction in duty will take 
effect on January 1, and it will be passed along to the 


retailer a little later in the year. 


The status of dinnerware and stemware has not been | 


changed, but the rate on earthenware artware will come 


y © eatin of | 
down about 22% on undecorated pieces; about 30% on | 


decorated pieces. 


Ornamental engraved glassware from | 


Sweden, valued at $8 or more, has been given a tariff | 


. e ‘oad C7 
reduction amounting to 50% of the present rate. 


% % % 


ORE than 600 dinnerware designs were submitted 

in the First National Exhibition of Dinnerware 
Decoration held this fall under the sponsorship of the 
Syracuse Museum of Fine Arts, Syracuse, N. Y., and the 
Commercial Decal, Inc., of Mt. Vernon, N. Y. From these, 
the judges selected a pattern by Arnold Blanch for the 
first prize of $500; one by Charles Cobelle for second 
prize and one by Anton Refregier for third. A number 
of others were given honorable mention, and all of them 
were placed at the disposal of American ceramic manu- 
facturers. the fee to be paid to the artist. 


Deciding factor in the selection of the patterns was | 


originality plus—that is, originality tempered by its suit- 
ability for reproduction on dinnerware. The possibility 


of its success, commercially, was a secondary matter. It | 


was hoped that the contest would encourage designers to 
approach dinnerware decoration from new angles, and the 
sponsors believe that they have uncovered a new vein 
of talent along those lines. 


*% + * 


ACCARAT glass, one of France’s most famous “name” 
lines, was re-introduced to the American market 








early in October by the firm of Baccarat & Porthault, Inc., | 
which recently bought the building at 55 West 57th | 
Street, New York. The company will retail the glassware | 
and will be also the exclusive wholesalers, taking over this _ 


business from the previous importer, A. N. Khouri & 


Bro. Two entire floors of the building are occupied by | 


the firm, and all of the glassware items are being carried 


in stock. 
% & 4% 


§ be Haig-Howard Corp., New York, manufacturers of | 


silverplated giftwares and English reproductions, has | 


expanded the firm with the addition of Hustam Payman 


as partner with Haig Assatourian. The new firm plans — 


to widen the scope of its production with the introduc- 
tion of many new items. 


* % % 


ALTER STARNES is the new president of the Los 
Angeles Gift and Art Club, with Philip Papel as 
vice president; and Mary Braun, secretary-treasurer. 

The Hudson Commercial Co., New York, representative 
in this country for Royal Vienna Augarten China, Knight 
Ceramics and Crystal Stemware, is being represented in 
the Southwest by William Fletcher. 

The China, Glass and Pottery Association of New York 
will hold its annual dinner dance February 23 on the roof 


of the Hotel Astor. 
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6” Footed 
Bon Bon Dish 
Cat. No. 4248 
Retail 5.00 


6” Crimped 
Bon Bon Dish 
Cat. No. 551 
Retail 5.00 


6” Two-Part 
Relish Dish 
Cat. No. 4534 
Retail 5.00 


6” Three-Part 

Relish Dish 
Cat. No. 3569 
Retail 5.00 


the gleam of sterling and 
the glitter of crystal in these beautifully decorated 
Bon Bon and Relish dishes. 


Silver City combines 


Women everywhere -like their functional heauty — 
always in good taste whatever the occasion. The 
Rhodium finished sterling in “Blossom Time” or 
“Vintage” design is non-tarnishable . . . the rims 
chip-proof ... a practical luxury moderately priced 
for everyone to enjoy. 

Silver City Sterling-on-Crystal moves so quickly 
when it is displayed, we advise you to order accord- 
ingly. Please mention catalog number and _ pattern. 


Silver City 


GLASS COMPANY 








MERIDEN e CONNECTICUT 





WITH CONTINUAL SALES APPEAL 
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REPRESENTATIVE 


One of America’s Largest 
Watch Companies Offers 
Once-In-A-Lifetime Opportunity 


* 


You are probably now selling a leading 
watch or jewelry line. You probably 
have a large circle of customers; a fol- 
lowing that has taken years of steady 
effort and hard work to build up. 


But your ambitions prompt you to 
set your sights at a higher level . . . to 
make more money, to enjoy the pride 
that comes from selling a nationally 
famous watch with a fine reputation, 
established for generations! 


You must be able to make this line 
the leading one in every store you sell! 
Our dealers are given every possible co- 
operation to help them do a profitable 
merchandising and advertising job. 


Our client is interested only in a 
high-calibre man with a proven record. 
Write in confidence, giving full details 
regarding present and previous connec- 
tions, territory now being covered, etc. 
To the right person this is truly a once- 
in-a-lifetime opportunity. 


* 


Box "D., 3706," Care 
Jewelers’ Circular-Keystone 


100 E. 42nd St., New York 17, N. Y. 
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“Something Special’ 
b 
" Gisher 


Musical charms and brooches in Sterling, 
Gold Plate, and 10K and 14K golds. Violin, 
banjo, guitar, saxaphone, trumpet, clari- 
net, and many others. Free display. 
Wholesalers only. 


J. M. FISHER COMPANY, Attleboro, Mass. 
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INCREASE YOUR SALES. 
SLOVES U nusual Sterling Silver Gifts 





Liquor Pendant — Slips over neck 
of any bottle or cellarette. A 
unique sterling mark of distinction 
to identify contents. Richly orna- 
mented, oxidized engraving: GIN, 
BRANDY, SHERRY, RUM, 
SCOTCH, RYE, WHISKEY, 
BOURBON. Truly a unique na 


SUGAR & CREAMER—No. 611. 
Simply beautiful in design. Hollow 
handles, gold lined sugar and 
creamer. Weighted base. Outstand- 
ing value. Dealer’s Cost, pr. $7.00 





CONSOLE CANDLESTICKS—No. 
547-G. Handsome and decorative 
full-sized sticks, with Gadroon 
border. Size 2%” high, base 3”. 
Big value! Dealer’s Cost, pr. $2.60 


Salt & Pepper Set—Graceful, tall 
and outstanding in design. Beauti- 
fully crafted and impressive in size. 
Hollow base, 44%4” high. Exceptional 
value. Dealer’s Cost, per set. .$3.50 


Write for Catalog and Price List 


Prompt delivery on all items—order today! 


Dealer’s Cost, each.......... . : 











| J. SLOVES, Silversmiths " %°9 $ ¥"® 





REPAIRING © PLATING © REFINING © WE BUY OLD GOLD AND SILYE | 
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Make this- 





TEST 








Watch [labels| turn into dollars 





when you DISPLAY Nationally Advertised Brands 
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Current advertising in The American Weekly 
featuring Parker Pens appears in the Novem- 
ber 6 and 27 issues of The American Weekly. 





Labels are the best salesmen every retailer has in his 
store. Put them to work, let them go after sales. It’s just 
this easy: Display the merchandise that is regularly 
advertised in big national magazines like The American 
Weekly. The people in 9,868,474 families from coast 
to coast are looking for the merchandise they see in 
these magazine advertisements. Display it where they 


can find it and buy it. 


: Would you like to know how many families in 
| your area read The American Weekly? Just send 
| a post card to The American Weekly, Promotion 
Dept., 63 Vesey Street, New York 7, N. Y., and 
| we'll tell you. 

L 
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MERICAN 
EEKLY 


qu A HEARST PUBLICATION 


THE 


Greatest 
Circulation 
in the World. 








THE MAGAZINE DISTRIBUTED FROM COAST TO 
COAST WITH 21 GREAT SUNDAY NEWSPAPERS 


63 Vesey Street, New York 7,N. Y. 








Read the Advertisements in the Current Issues of 
The American Weekly for Other Merchandise Sold 


in Jewelry Stores. 
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ANRJA-NACJ Agree On 
One Show From 51 On 


Faced with requests for a unified trade 
show from a large number of firms that 
have been consistent exhibitors at both 
national jewelry shows, representatives 
from the American National Retail Jewel- 
ers Association and the National Asso- 
ciation of Credit Jewelers “met and dis- 
cussed the various problems created by 
a single annual trade show.” A statement 
from a joint committee representing both 
national associations stated that the ex- 
hibitors had pointed out “the duplication 
of effort and increased expense involved 
in holding two major shows.” 

Commitments of the NACJ to the Stev- 





\ 





ens Hotel in Chicago and those of the 
ANRJA to the Waldorf-Astoria Hotel in 


a 
owe a | 














Se 


H. A. GOLDBERG K. 1. VAN COTT 


Members of ‘One Show’ Committee 


New York City, in addition to other ob- 
ligations of both associations, were im- 





Proposed Tariff Cuts on Danish Silverware 
Seen to Have Little Effect on Jewelry Trade 


Rhode Island’s manufacturing jewelers 
were agreeably surprised at the tariff 
agreements resulting from the Annecy par- 
ley. 

The first reaction was that although the 
concessions to Denmark will affect Ameri- 
can-made jewelry somewhat, the impact 
will not be nearly as bad as it was feared. 

Denmark was given a reduction in U. S. 
duty on sterling silver, knives, forks, steels 
and cleavers. The reduction was from 16 
cents each, plus 35 per cent ad valorem, 
to eight cents each, plus 17% per cent ad 
valorem. 

On other tableware of sterling silver and 
on miscellaneous silver manufactures the 
duty was reduced from 32% per cent to 25 
per cent ad valorem. 

The State Department said that imports 
have consisted largely of articles of dis- 
tinctive design which retailed at prices 
higher than the most nearly comparable 
domestic products. Denmark was the prin- 
cipal source of imports in most prewar 
years and has been an important source in 
recent years. 

The negotiations with Denmark also 
brought a reduction from 55 per cent to 35 


per cent on jewelry, commonly or com- — 


mercially so known, finished or unfinished, 
including parts thereof, composed wholly 
or in chief value of silver and valued above 
$17 a dozen pieces or parts. 

In 1948, said the State Department, total 
imports of the silverware articles on which 
concessions were granted were valued at 
$747,000. Denmark supplying $145.000 
worth. 
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In negotiations with Sweden a reduction 
in duty from 17% cents each, plus 27% 
per cent ad valorem, to 10 cents each, plus 
25 per cent ad valorem, was made on pen 
and pocket knives with folding blades and 
steel handles, ornamented or decorated 
with etchings or gilded designs valued 
over $6 a dozen. 


A negotiation with Italy resulted in--a- 


reduction to 17% per cent of the U S. 
duty on shells and mother-of-pearl, en- 
graved, cut, ornamented, or manufactured. 
The rate for Italy was 25 per cent, and for 
Cuba 18 per cent before the Annecy agree- 
ments. 

Although the impact was considered on 
the slight side, some are concerned about 
the long pull. Reductions in U. S. duties 
granted at Annecy will be effective by 
agreement with 32 other nations as soon 
as the 10 new nations represented in the 
Annecy conference qualify as parties to 
the 23-nation General Agreement on Tariffs 
and Trade (GATT) concluded at Geneva 
in 1947. The U. S. “most favored nation” 
principles, will, in practice, extend the 
concessions beyond the GATT nations to 
the rest of the world. 

This would take in that are 
large jewelry producers. The impact of the 
trade agreements wiil, it is believed, be 
more or less of an unknown quantity un- 
til they become generally effective. It could, 
and probably will, result in some sharp 
competition for the American jewelry pro- 
ducer. 


nations 





mediately found to be the “major obstacles 
to holding a unified 1950 show.” 
‘Apparently, therefore,” a statement from 
the joint committee read, “we have but one 
alternative for 1950: namely, to continue 
our separate shows for one more year, 
We therefore request that all exhibitors 
(especially those who have petitioned 
both associations for a joint annual show) 
cooperate in 1950 at both shows as usual, 
“In consideration of this cooperation,” 
the statement continued, “we propose to 
hold unified trade shows under joint spon- 
sorship of both associations, as follows: 


1951 New York 1955 New York 
1952 Chicago 1956 Chicago 

1953 New York 1957 New York 
1954 Chicago 1958 Chicago.” 


The NACJ was represented on the joint 
committee by H. A. Goldberg, president 
of that association, Clarence Olsen, and 
B. G. Rudolph. 

Representing ANRJA on the joint com- 
mittee were Kenneth I. Van Cott, presi- 
dent of that organization, Maurice Adels- 
heim, Leo F. Henebry, and C. I. Joseph- 


son, Jr. 


European Diamond Markets 
Firm Despite Price Rise 


The Antwerp and Amsterdam diamond 
markets have firmed up, with prices of 
polished diamonds increasing from 15 to 
30 per cent since the recent currency de. 
valuations, it was reported recently by 
George Fine, of Max Fine & Sons, presi- 
dent of the Diamond Manufacturers and 


GEORGE FINE 


Surveys 
European 
Diamond 

Market 





[mporters Association of America. Mr. 
Fine recently returned from a survey of 
the diamond industry and markets in 
Europe. 

Strength in diamond prices abroad, he 
stated, is due to two factors: stabilization 
of currencies in Europe, and the shortage 
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ef diamond stocks in the hands of the 
manufacturers and exporters of the Euro- 
pean countries. In addition, Mr. Fine said, 
the demand for diamonds from the United 
States (the world’s largest consumer of 
diamonds) in the last two months has 
further drained the European reserves. | 

This improved trend in the diamond in- 
dustry began in July of this year; 36,000 
carats of polished but unset diamonds 
were imported by the United States in 
August of 1949, as against 29,000 carats in 
July of 1949. The monthly average of cut 
diamonds (not set) for 1948 was 32,000 
carats. - 

Mr. Fine stated that the present stability 
of the diamond industry in America should 
continue. The industry has thoroughly re- 
adjusted itself due to the fact that inven- 
tories have been worked down to a mini- 
mum by manufacturers, importers, mer- 
chants and storekeepers in the first six 
months of 1949. The supplies in America 
will probably remain short. The imports 
of rough uncut diamonds (gems) for July, 
1949, were 57,000 carats; for August, 1949, 
48.000 carats as compared with a monthly 
average of 76.000 carats during the year 
1948. 

Louis Frankel, general counsel of the 
Damond Manufacturers & Importers Asso- 
ciation of America, stated that the Octo- 
ber, 1949, sales offering of rough diamonds 
by the Diamond Trading Co., Ltd., of 
London was over-subscribed here in 
America. As a result, he said, the Dia- 
mond Trading Co. was impelled to revert 
to its wartime system of rationing rough 
supplies, and curtailed the supplies to the 
American market. 


- —— 


Hold Jewelry Fashion Show 
At Ohio RJA Convention 


“Fashion At Work Behind Your Coun- 
ter” was the theme of a jewelry fashion 
show staged by the Jewelry Industry Coun- 
cil’s Martha Percilla at the Ohio Retail 
Jewelers State Convention held in Colum- 
bus, September 18-20. 

Using a collection of rew fall fashions 
from the exclusive Mrs. Eugene Gray, Inc., 
shop of Columbus. the Council’s Fashion 
Director showed the jewelers a series of 
new jewelry fashions in both costume 
and precious jewelry, placing particular 
emphasis on new ways of wearing jewelry. 

Taking types of jewelry sold in almost 
every retailers store. Miss Percilla em- 
ployed interesting new fashion tricks in 
the show which could be used as_ pub- 
licity, advertising or window ideas as 
well as talking points to a customer. 

She introduced the idea of jewelry on 
furs, averting the usual damage which 
pins do to furs by tacking a piece of 
bright ribbon on the collar or shoulder of 
a coat or fur piece and attaching a jeweled 
pin to the ribbon. This idea received 
special approval from the audience when 
a model appeared wearing a mauve taffeta 
evening gown and a white mink cape 
decorated by a deep purple striplet of 
velvet ribbon on which was pinned a 
diamond and platinum clip. 

Miss Percilla told the jewelers: “When 
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a customer is in doubt about whether or 
not she should pay this or that for a 
piece of jewelry, give her added reasons 
for buying it by showing her new ways 
to wear it.” 

Another favorite jewelry store item 
which appeared importantly in the show 
was the gold snake chain bracelet with a 


MISS MARTHA 
PERCILLA 


Conducts 
Jewelry 
Fashion Show 





heart shaped identification tag. It ap- 
peared once looped through the hip pocket 
buttonhole of a suit. Again on the lapel, 
attached by a matching lapel pin, and 
still again, caught around the belt of a 
coat, with a solid gold door key attached. 

“Knowing the fashion picture is an 





Elgin Watchmakers' College 
Opens 29th Annual Session 


A capacity enrollment of 190 students. 
representing almost every state in the 
Union, Hawaii and Canada, has registered 
for the opening of the 29th year of the 
Elgin Watchmakers’ College, it has been 
announced by W. H. Samelius, director. 
Of the total enrollment, 72 students are 
beginners, Samelius reported. The college 
is operated by Elgin National Watch 
Company. 

In reviewing the 1949-50 curriculum, he 
said a new subject—chronographs and 








important part of the retail jeweler’s busi- 
ness,” the Jewelry Industry Council’s 
Fashion Director told her audience. 

“Talk fashion to a woman when she 
comes into your store to shop and you 
are talking her language. She is half 
sold then,” Miss Percilla declared. 


ee 


Strasburg Reports on Excises 
At 24-Karat Club Meeting 


At the September meeting of the 24- 
Karat Club of Southern California. Max 
Strasburg, past president of the club and 
Hollywood retailer, reported his findings 
as chairman of the National Affairs Com- 
mittee. He reported there was nothing new 
on the excise tax situation and as far as he 
could discover, no relief could be expected 
this year. 

President Jules Lindenbaum had as 
guest speaker at the meeting Chet Hunt- 
ley, well-known news analyst, who made 
an ardent plea for both religious and 
racial tolerance. 

President Lindenbaum announced that 
the annual dinner-dance was to be held at 
the Hotel Ambassador on October 27th. 
All indications pointed to a sell-out affair. 


automatic winding watches-—has been add- 
ed to the 1l-month course. 

Commenting on the school’s last gradu- 
ating class Samelius said: “I am happy to 
report that every graduate of that class 
has been placed in good positions, most 
of them having been assigned prior to the 
end of the term. Moreover, a gratifying 
percentage of them have opened their own 
establishments. 

“Also, 35 of last year’s graduates have 
passed the optional Master Watchmakers’ 
examination of the Horological Institute of 
America.” 





W. H. Samelius, director of the Elgin Watchmakers' College, gives lathe instructions to four 

international students attending the school's 29th annual session which opened recently. 

Standing, left to right, are Takeshi Ishimoto, Mitsuo Nakatani and Wallace Watanabe, all 

of Honolulu, Hawaiian Islands; R. G. Downie, Calgary, Alberta, Canada, and John Dieterich, 
Petersborough, Ontario, Canada. 
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Jewelry Manufacturers Speed Up Production 
To Whittle Down Backlog of Christmas Orders 





Many retailers throughout the country © 
will be disappointed on jewelry shipments 
as the Christmas season draws nearer be- 
cause of delayed buying practices, the 
manufacturing jewelers in the Rhode Is- 
land-Attleboro area believe. 

To date, buying has been very spotty. 
The manufacturer hasn’t been able to de- 
pend on it. One week the orders will be 
considered very good. The next they will 
fall off considerably. 

The reason? 

General uncertainty regardng national 
business conditions. ‘Then, too, there are 


those who are pessimistic regarding jewelry 
sales until the excise tax has been removed. 
If it were removed suddenly, they wouil 
be in the market at once. 

But notwithstanding the spotty buying 
and the feeling of uncertainty that persists, 
manufacturers report in most cases that 
business volume is equal to if not a little 
better than a year ago. 

Employment in Rhode Island reached an 
all-time peak in September. The 21,746 
persons working in the industry repre- 
sented an increase of 2,323 persons in the 
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TRIRODA is a new, exclusive plat- 
ing process developed by Arts & 
Crafts. Triroda gives Fraternal Em- 
blems a beautiful, brilliant, lasting 
finish. Triroda emblems will sell on 


sight! And that isn’t all... 
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COMPARE THE VALUE! 
LOOK AT THE DIAMONDS— 


Each diamond is choice quality 
and hand-set! Yet the prices 
prove that these emblems are a 
“best buy” today ... priced to 
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month. This was a 12 per cent jump. Th 
total was approximately 500 above the a 
previous peak months, November 1947 
and October, 1948. _ a 

Some of the Rhode Island-Attlebo, 
plants are already working behind “a 
backlogs. One firm is now taking lia 
for delivery after November 15. He "ws 
already built up a six weeks backlog, 

There has been a tendency in rece 
weeks to order in better quantity. Qp the 
re-ordering, attention is being paid the 
more expensive jewelry, too. 

The manufacturers can see disappoint. 
ment ahead on shipments. They say they 
will be powerless to do much about it, The 
ordering started late this year. It was , 
long time in gaining momentum. Whey 
the retailers and the wholesalers awake ty 
the fact that Christmas is coming op 
apace, it will then be too late to procure 
some merchandise. 

In the weeks gone by the retailer has 
been unable to decide what kind of g 
jewelry season was ahead. They were jp. 
ventory conscious and not willing to take 
a chance. 

So far this year the most popular items 
have been the lowest priced in the various 
price categories. The higher priced items 
are now receiving a better play. 

People are apparently price wary. They 
are also aware of quality merchandise and 
when they fail to find the quality they 
desire at the price they would like to pay, 
quality often wins out. The result has 
been more buying of the more expensive 
items on re-orders. 

Jewelry manufacturers are preparing to 
do their utmost to whittle down order back- 
logs and speed up deliveries. They believe 
that Christmas goods will still be leaving 
their factories December 10 due to the de- 
layed buying habits this year. 

Firms in the Rhode Island area are still 
bolstering their staffs in an effort to speed 
up production. Everything possible will 


be done to save as many as possible from 
disappointment on shipments, the manuv:- 
facturers say. 


Ronson 
Names 
Ad. Moar. 


Howard Lane 
Advertising Manager 
of Ronson Art Metal 

Works, Inc. 


Alfred R. Nathan, vice-president in 
charge of advertising for Ronson Art 
Metal Works, Inc., recently announced the 
appointment of Howard Lane as advertis- 
ing manager for the company. Mr. Lane 
has been with Ronson since 1947 as 8 
member of Ronson’s advertising staff. 

Prior to his affiliation with Ronson he 
was associated with National Screen Ser- 
vice, E-Z Do Wardrobe Co. and Worth 
Parfums, Inc. 
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Are These Your Watches ? 


The Post Office Department would like 
to establish the ownership of the follow- 
ing list of watches now in their possession. 
These watches were recovered by them and 
are believed to have been stolen from the 
mails over a period of years while in 
transit between jeweler and repair service 
firm, or vice versa, between Washington, 
D. C., and Cincinnati, Ohio. 

Jewelers and repair service firms who 
have had such losses since 1943 are asked 
to examine their records of sales and re- 
pairs. If they can identify any of the fol- 
lowing watches, they are asked to get in 
touch with K. M. Foust, Post Office In- 
spector, Post Office Department, Box 1820, 
Washington 13, D. C. 

(1)—Gruen Veri-Thin man’s wrist watch 
with following markings: 

Cased and timed in USA by Gruen 

Watch Co., Star Watch Case Co., 

10-K gold filled, No. 843586; 405- 

458; 205—81145; 205—12247; 204— 

6843. 

(2)—Central man’s wrist watch, gold 
filled, with following markings: 

270436, Model N 11, Swiss, Central 

Watch Company, 17 jewels, 952. CXW. 

On case 250 and 1,15,41 or 1,15,47 





11446 
(3)—Westfield man’s wrist watch, sil- 
ver finish, with following markings: 
Providence Watch Case Co., rolled 
plate, Swiss movement No. 684482, 
6 jewels, 10-B, 9. 
(4)—Ingersoll man’s wrist watch with fol- 
lowing markings: 

Made in USA Dec. 3, 35, F-76 75, 
Pat. Nov. 14 22, Pat. Pen. July 27, 37. 
(5)—Ladies Elgin wrist watch, rose gold, 

with following markings: 
Illinois Watch Case Company, EL- 
GIN, Case No. 7223857, JC—5746, 
works No. 38970584, 15 jewels. 
(6)—Ladies Bulova wrist watch with fol- 
lowing markings: 
Swiss, case No. G483927, 10-K gold 
filled W. G. white G. F. 17 jewels— 
5 AB BXW—46-17 
(7)—Ladies’ Elgin Deluxe wrist watch 
with following markings: 
Case No. 118827, cased and timed by 
Elgin Watch Co. 10-K gold filled (yel- 
low gold), Lutringer and Wittmer, 
9110-CW, 3015-CW, 4138-CW, 5084- 
CW, works No. 38926077 17 jewels, 
N-2732. 
(8)—Ladies lapel watch, gold filled, with 
following markings: 
Landau, Sterling, Elogo Watch Co., 7 
jewels, Swiss, JXL 





Georgia Jewelry Sales Jump 7% 
The Federal Reserve Bank of Atlanta 


reports that Georgia’s jewelry stores en- 
joyed an increase in sales in August, with 
total sales for the month jumping 7 per 
cent over the same month last year. Cash 
sales were up only 4 per cent, but charge 
account business rose 23 per cent and 
installment sales 34 per cent. 

The Sixth Federal Reserve District, in- 
cluding six southeastern states, showed a 
decline in jewelry sales, 
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$3.19 Air Express cost helped this 
wildcatter strike it rich! 
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When a pump valve goes while drilling for oil, it’s costly. Idle men and equip- 
ment make profits evaporate. It happened to a wildcatter at 4 p.m. Phoned 800 
miles away for parts—delivered 11 P.m. that night by Air Express. 12 Ibs. cost 
only $3.19. (Regular use of Air Express keeps any business moving.) 
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$3.19 was complete cost. Air Express Air Express goes on all Scheduled 
charges include speedy pick-up and de-_ Airline flights. Frequent schedules — 
livery service. Receipt for shipment, coast-to-coast overnight deliveries. 
too. Makes the world’s fastest shipping Direct by air to 1300 cities, fastest 
service exceptionally convenient. air-rail to 22,000 off-airline offices. 


Facts on low Air Express rates 


Special dies (28 lbs.) go 500 miles for $4.30. 
6-lb. carton of vacuum tubes goes 900 miles for $2.10. 
(Same day delivery if you ship early.) 


Only Air Express gives you all these advantages: Special pick-u 
and delivery at no extra cost. You get a receipt for every shipment an 
delivery is proved by signature of consignee. One-carrier responsibility. 
Assured protection, too—valuation coverage up to $50 without extra 
charge. Practically no limitation on size or weight. For fast shippin 
action, phone Air Express Division, Railway aeaces Agency. An 
specify “‘Air Express delivery”’ on orders. 


















Rates include pick-up and delivery door 
to door in all principal towns and cities 
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AIR EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 


SCHEDULED AIRLINES oF THE U.S. 
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Helpful Tips on Effective Window Display 


Given at First Fall Meeting of AGS Guild 


At the first fall meeting of the Southern 
California Guild of the American Gem 
Society, held at the Los Angeles Athletic 
Club, September 20th, assembled members 
were given tips as to the effectiveness of 
window display. In an open forum discus- 
sion, Roger Pickett, display manager of 
Rathbun’s, North Hollywood, pointed out 
the evils of displaying jewelry store mer- 
chandise in an improper manner. 

One of the worst errors made, he 
claimed, is that the jeweler tries as a rule 
to display too much at one time. “Jewelry,” 
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he stated, “is a very personal and intimate 
thing and should be displayed in a way to 
suggest its use.” He emphasized the im- 
portance of dramatizing the merchandise 
and recommended small theatrical effects 
in windows. When such displays are used, 
the importance of changing items daily 
was stressed. 

In speaking of color as a background 
for jewelry display, he pointed out that 
the choice depends upon purpose and use 
of the article. Naturally, colors should 
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To Cover most of Indiana and Illinois— 
Starting, January 1950 


A rare opportunity for a seasoned wholesale Jewelry 
Salesman who has a good established following among 
Indiana and Illinois Retail Jewelers. 


You will find easy entree with your old and new accounts 


(1) Our exclusive Franchise Plan on LOYALTY Dia- 
monds and FAITH Diamonds, Watches and Jewelry, 
backed by unique and highly effective advertising 


(2) Our many nationally advertised Lines. 


(3) Our reputation in the industry for ethical, pro- 


gressive customer relations for more than 70 years. 


Your reply will be held in Strict Confidence. Make appli- 
cation as early as possible. Address: 


Julian C. Schwab, President, 
A. G. Schwab & Sons, Inc. 
229 East Sixth Street 
Cincinnati 2, Ohio 
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never clash. He stated that colored lights 
are very bad for jewelry display. For fy; 

ther effectiveness he advised jewelers 1 
use for backgrounds materials which are 
currently in vogue in the fashion field for 
it is with these materials that the jewelry 
will be worn. Stay away from high colors 
as they cheapen the merchandise. 

“One of the most interesting types oj 
display for a jeweler to use,” he stated 
“is the portrayal of the story of jewels e 
gemstones. So few ordinary individual 
who are nevertheless potential customers, 
have the slightest idea of the history a 
occurrence of gemstones.” 

Regarding the use of price tags in 
window, Pickett believes their use or omis. 
sion should be determined by the locality 
and the clientele. When price tags are 
used they should always be in proportion 
to size of merchandise. 

Displays which tie-in with national pro- 
motions are always good since they indi- 
cate to the public that the particular 
jeweler is in tune with the developments 
of his industry. They give added prestige 
to the store and establish the firm as the 
better jewelry store in the city. 

Last but not least, Pickett added that 
“cleanliness is next to godliness” applies 
to the jewelry store window and should be 
number one on the list in planning dis. 
plays that sell merchandise. All displays 
should be changed once each week, and 
definitely washed weekly. If the display 
space is open, showing the interior of the 
store, merchandise should be changed 
daily. 

When a special item is advertised, it 
should always be displayed in the window 
during the time of advertising. One tip 
he passed on to jewelers was the advantage 
of displaying merchandise all of one price 
about two weeks before Christmas. This 
is helpful to the last minute shopper who 
wished to spend a certain amount on a 
oift. 

Educational portion of the meeting was 
conducted by instructors of the Gemologi- 
cal Institute. Many fine specimens of un- 
usual cut gemstones and rough minerals 
were displayed through the courtesy of 
Edward Swoboda, Los Angeles gem dealer, 
including one of the finest collections of 
faceted benitoite in the world. 

A nominating committee was appointed 
for election of this year’s officers consist- 
ing of Don Wight, Ontario; Clarence Van 
Deusen, Santa Ana; Garold Raff, Hunt- 
ington Park, and Kay Swindler. 


—_—_—_—— _ —— 


North Plains Watchmakers 
Elect Coffee President 


Bill Coffee was named president of the 


North Plains Watchmakers Guild at 4a 
recent meeting of that group. Mr. Coffee 
is associated with the Mission Jewelry 


Co. of Amarillo, Texas. 

Other officers elected to serve for the 
coming year include Jeff Graham, vice 
president; A. E. Stone, secretary-treasuref, 
and Willa Mae McCandles, reporter. 

Members elected to a committee on 
meetings and arrangements were Earl W. 
Baskett. A. C. 


all of Amarillo. 
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Over 1000 Notables Attend 
Preview of Gruen's Radio Show 


Celebrating its 75th anniversary, the 
Gruen Watch Company previewed F the 
opening show of “Hollywood Calling” on 
the National Broadcasting Company coast- 
to-coast network, followed by a reception 
for over a thousand notables of the jewelry 
‘industry and the entertainment world at 
the Beverly-Wilshire hotel. 





Benjamin S. Katz, president of Gruen, 
and Mrs. Katz (left and right above), ar- 
rived from Cincinnati to greet their West 
Coast associates at the reception. Also in 
the receiving line were S. C. Gershey, and 
Mrs. Gershey (center above). Gershey is 
vice president and director of sales of 
Gruen. 


—— 


Frederick Es Sturdy Dies; 
Headed J. F. Sturdy's Sons Co. 


Frederick E. Sturdy, 66, president and 
treasurer of J. F. Sturdy’s Sons Co., Inc., 
Attleboro Falls, Mass.. died on October 
trd. Mr. Sturdy was also vice president 
uf the Webster Co., silversniiths of North 
Attleboro, Mass. 

A familiar figure in the jewelry industry, 
Mr. Sturdy was a member of the Boston 
Jewelers’ Club and the New England 
Manufacturing Jewelers’ & Silversmiths’ 
Association. He was also a very active 
sportsman and was a member of several 
athletic clubs. 

Mr. Sturdy was the third successive 
member of the Sturdy family to conduct 
the business founded by his grandfather. 

In addition to his widow, Amy G. 
Sturdy, he is survived by his daughter, 
Mrs. Helen S. Ruehmling, and a grand- 
daughter, Lydia Ruehmling. 


- —————— 


Technical Quiz on Watches 
Highlights Horological Meeting 


Andrew Park, president of the Horo- 
logical Society of New York, presided at 
the monthly meeting of that group held 
on October 3rd at the Caravan Hall in 
New York City. Paul G. Roth, recording 
secretary, reported on the growing mem- 
bership and the election of new members. 

A report on the progress of the pro- 
posed watchmaker licensing bill was also 
given with the news that additional spe- 
cial meetings would be held in Rochester. 
New York and Albany to conciliate opin- 
ions and present a unified hill. 

Mr. Park announced that prominent lec- 
turers have been engaged to speak at fu- 
ture meetings. Among these are Mr. Barny 
who will illustrate various and humorous 
methods of telling time at the November 
meeting. He will also show his collection 
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of old clocks. Mr. Johanson, general man- 
ager and technician of the Sandsteel 
Mainspring Co., will be guest speaker at 
the December meeting and will speak on 
“Mainsprings—From Mine to Finish.” 
Also, possibly sharing the platform with 
Mr. Johanson will be Adrian Jaquarod, 
director of the Swiss Horological Research 
Laboratories. Mr. Park also announced 
that it is planned to hold a program of 
short technical films before each future 
meeting. 

The technical portion of the October 
meeting was devoted to answering ques- 
tions submitted by members and guests. 
These were collected by the sergeant at 
arms, Edward G. Livingston, who in turn 
gave them to Henry B. Fried, the quiz- 


master of the evening. The technical panel 
of the evening consisted of Dr. A. L. 
Rawlings of the U. 3. Time Corporation; 
Jean Paul Savary, technician with the 
Watch Repair Parts Information 
Bureau; Barny Goldstein, prominent clock- 
maker, lecturer and authority, and Paul 
Ewillinger of American Time Products. 

Refreshments of beer, pretzels and other 
delectables aided in rounding out a very 
fine evening. 


Swiss 


| q Evans Case Company, manufacturers of 
Evans Cigarette Lighters, has appointed 
the Palomar Co., 315 W. 5th St., Los An- 
geles, as one of their western wholesale 
distributors. 











BOVET CALENDAR CHRON- 


OGRAPH — Stainless 


BOVET GOLD CHRONO- 


GRAPH—The watch for the 


discriminating wearer. 18 

case with 17 jewel 
movement. 30 minute regis- 
ter with special markers on 
recorder dial at 3 minute 
intervals. 


time recorders. 





Catalog 849 


BOVET STANDARD CHRON- 


OGRAPH—17 jewel 


case, 17 jewels, Incabloc, 
anti-magnetic. Automatically 
records the day, date and 
month. Serves as a regular 
watch and as a 1/S5th second 
stop watch with time out 
feature. Has two elapsed 


Catalog 856 





—-IT’S TIME FOR — 
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The Quality Line of Watches, 
Chronographs, Calendar 
Chronographs, Automatic Self 
Winders, Sports and 
Industrial Stop Watches 














steel 








BOVET INDUSTRIAL STOP WATCHES 


—For timing machine operations, 
methods and manual production. 
7 jewels, chrome case. Has 30 
minute register. Calibrated to 
record minutes and one hundredth 
minutes. 








Catalog 532, 


move- 


BOVET AViatoR-TYPE 
CHRONOGRAPH — 17 
jewel movement in stainless 
steel case. Incabloc. Dust- 
proofed. Serves as a regular 
watch and 1/5 second stop 
watch with time out. Tach- 
ometer and Telemeter scales. 
Two elapsed time recorders. 





ment in nickel chrome case 
with stainless steel back. 
Serves as a regular watch 
and has a 1/5th second stop 
watch with time out feature. 
Elapsed time recorder in- 
dicates number of minutes 
sweep second hand is in 
operation up to 30 minutes. 


Catalog 801 









BOVET SPORTS STOP WATCHES 


—7 jewel movement. 
minute register; highly polished 


Has 30 
























Catalog 798 
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BOVET AUTOMATIC 





less steel case 


Oe 


BOVET FOR MEN— 


nickel finish with chrome 
steel back or all stain- 


Catalog 3225 beck 


chrome case records seconds and 
1/10 seconds. 
4 _ Catalog 530 


Catalog $31 indicates seconds and 
1/S seconds, 


Bovet Timepieces are Made 
to Highest Standards by 
World Famous Craftsmen 





BOVET FOR WOMEN 


- ‘ ‘ —A hard service watch B O y E T 
WINDER—Incabloc pro- Dust-proofed. Incabloc 
; - fed. 17 jewels with sweep for the athletic or pro- 
ag Pg all pont smmnnary second hand and lumi- fessional woman. Inca- WATCH CORP. 
luminous dial, sweep sec- nous dial. Available in bloc, 17 jewels, dust- 17 WEST 57th STREET 
ond hand and all steel 
ease. A superb time- 


keeper for everyday use. 
Catalog 3222 


proof. Has sweep second 
hand, a luminous dial, 
chrome case with steel 
Catalog 3500 


NEW YORK 19, N. Y. 


NEW YORK BOMBAY 
LONDON GENEVA 
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Levinson Elected President of Ohio RJA; saunas haste testes 


and every member of the board is pledged 








. * 
All Convention Sessions Are Well Attended | undertake a series of meetings in his [ 
particular section of the state to acquain § 
Jewelers from the four corners of the & Th so a eniooe he board non-members = the work of the associa. & 
state and their guests attended the annual © mes ' th aren sdieens — - end oe to en 7 membership, 
convention and jewelry show of the Ohio cetnsandiianal y the previous “sen In . _ ance - _s convention for the 
Retail Jewelers Association held in Colum- _ er to obtain ~ aes rg 4 ~* ay was the wT the association 
bus at the Deshler-Wallick Hotel on Sep- . ae - Pai retail jewelry Dusi- ~ ena sean . The headlines of §& 
° e oO ~ 
tember 18, 19 and 20. Ritter Levinson of ness throughout the state. threatened strikes cut attendance the se. | 
Y é _ . Serving with Mr. Levinson as officers ond day so that the total attendance thi, [| 
oungstown was chosen president of the : is 
a | and directors are the following: Mrs. Jane year approximated the record-breaking 
association for the ensuing year succeed- he ee : g at: 
at Ranandl 0 Mer <f Catenion Kampf of Cincinnati, vice president; Hugh tendance of last year. . 
7 os 7 _ : a N. Beattie of Cleveland, secretary; James The convention sessions were well at 
song wit r. Levinson, the associa- Aylward of Bucyrus, treasurer; Warren tended because of the exceptional array | 
tion elected a new board of directors rep- Basinger of Lima, Lester Bonwell of of speakers which the association line ree 
resenting all sections of the state. The Painesville, Howard Hawk of Columbus, for the business meetings. Speakers at the . 
new board contains several more members Raymond Hay of Coshocton, H. Bruce Mc- convention included Charles T. Evans, ex. | 
as compared with previous years, because Cague of Cleveland, Olin Pritchard of ecutive secretary of the American Nation 3] 
of an amendment to the constitution ap- Wooster, and Lester Thomas of Findlay, Retail Jewelers Association; Gladys Bab. 
proved by the membership last year. directors. son Hannaford, who spoke on diamonds: 
’ 





Armin Friedman, who discussed the great 
sales potentials ahead for jewelry; Ken 
Matsumoto, who lectured on window trim 
and store decoration; William O. Smith, 
president of the Western Pennsylvania 
Horological Institute, who — discussed 
chronographs, and Sol Zubrow, who talked 


on over-the-counter selling. 

The convention, which always features an 
outstanding educational program for Ohio 
jewelers, topped all previous programs 


with a pretentious jewelry fashion show 
| staged by Martha Percilla, Fashion Di. 
(N ra NOBLE J U M RI N G rector of the Jewelry Industry Council. 
The fashion show was not only inter. 


| j 
! JUMP RINGS 
Ls a 7 A S S O Re T M FE N TS esting and inspiring, but actually demon- 


re LL : strated the importance of jewelry to cur. 








MNOBSLE QUALITY : in tie 
eee 4 _— rent style trends and the great possibilities 
CF SLES 2 : 
ae: WIRE 4 In durable partitioned for “extra” sales dictated by today’s 
hinged cover paper boxes— fashions. 


Individual size Jump Rings 


pga e000 04 
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Glass Bottles—Convenient 
Scheibel to 


Jacoby 


order now from your ma- Bender 


—Clean and time-saving— 


terial dealer. 


William Scheibel 
Advertising Director 
of Jacoby-Bender, Inc. 


me, 





Max Jacoby, president of Jacoby-Bender, 
Inc., manufacturers of J-B watch bands, 
announced recently the appointment of 


C C C Co C @; O O 2000 © © ‘o) © William Scheibel to the post of advertis- 


ing director. 





SS ON ear ZED 


No. 1026 Assortment No. 1036 Assortment Scheibel was formerly advertising man- : 

One Gross Assorted Jump Rinas One Gross Assorted Jump Rings ager of Bulova, Benrus and Waltham 
Yellow Noble Quality -.. $2.25 Yellow Noble Quality........ $2.00 watch companies. 
White Noble Quality... . 2.50 White Noble Quality......... 2.25 In making this announcement, Jacoby : 
Sterling Silver............. — io Sterling Silver................ 2.75 seemed ee sailn éh tue company’s ‘ 


$500,000 advertising program which be- 
pecens Oe NOBLE & COMPANY gins with large color units in Life, Satur- 
. — day Evening Post, American Weekly, This 
559 West 59th Street meeemaien Chicago 21, Illinois Week magazine and other magazine sec: 
on Branch Sales Offices seenaneatin tions this fall. Radio and TV aes 

15 Maiden Lane 111 Westminster St. ming will promote the new J-B_ Roya 

Family watch bands over 872 radio and 

TV stations. The account is handled by 
the A. W. Lewin Co. 
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Honor Tobias Stern at Dinner 
For Activity in Federation 


In recognition of his years of service 
and leadership, Tobias Stern, president of 
the Jacques Kreisler Mfg. Corp., was hon- 
ored by a dinner, the first of its kind, 
sponsored by the Scarsdale Division of the 
Federation of Jewish Philanthropies on 
Wednesday, October 19th. 

In announcing the event, the Dinner 
Committee stated, “The Scarsdale Division 
knows Toby’s accomplishments well. 
Throughout his years of service in impor- 
tant Federation posts, as campaign chair- 
man, as a member of Federation’s Board 
of Trustees and in other great philan- 


TOBIAS STERN 


Honored 
for 
Philanthropic 
Work 





thropic causes, he has never refused a task 
for the sick or the needy. He has entered 
into the spirit of Community activity with 
constant good humor and good will; his 
big-heartedness has endeared him to all 
of us.” 

This is the first time the Scarsdale Di- 
vision has dedicated an event of this kind 
to one of its own community leaders. Mr. 
Stern has served for two years as chair- 
man of the entire Westchester County. 
New York, Division of the Federation of 
Jewish Philanthropies and has just under- 
taken the task of leading the campaign in 
Westchester again. Prior to this, he had 
been the chairman of the Scarsdale Divi- 
sion for two years. 


COMING EVENTS 


November 


8—Watchmakers Association of New 
Jersey, Annual Convention, Ivanhoe Ban- 
quet Hall, Irvington, N. J. 


January, 1950 


5-13—Pittsburgh Glass & Pottery Ex- 
hibit, Hotel William Penn, Pittsburgh Pa. 

5-12—The Keystone China & Glass Show, 
Fert Pitt Hotel, Pittsburgh, Pa. 

14—Twenty-Four Karat Club of the City 
of New York, Annual Banquet, Waldorf- 
Astoria Hotel, New’ York. 

22-26 — Southeastern China, Glass & 
Gift Show, Atlanta Municipal Auditorium, 
Atlanta, Ga. 

22-27 — California Gift Show, Hotel 
Alexandria, Brack Shops, Merchandise 
Mart, Biltmore Hotel, Los Angeles. 

23-27—New York Lamp Show, Hotel 
New Yorker, New York. 

30-February 10—Chicago Gift Show, 
Palmer House, Chicago, II]. 

30-February 10—China, Glass and Gift 
Show, Merchandise Mart, Chicago, III. 
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February 


5-8—Buffalo Gift Show, Hotel Statler, 
Buffalo, N. Y. 

18-24—-Allied Gift and Jewelry Show, 
Adolphus Hotel, Dallas, Texas. 

20-24—New York Gift Show, Hotels 
Statler and New Yorker, New York. 


March 
5-8—Denver Gift Show, Albany Hotel, 
Denver, Colo. 
6-10—Boston Gift Show, Statler Hotel, 
Boston, Mass. 
6-10—Parker House Gift Show. Parker 
House, Boston, Mass. 





12-16—Northwest Gift, Art and House- 
wares Show, Hotel Radisson, Minneapolis, 
Minn. 

26-28—California Retail Jewelers’ Asso- 
ciation, 17th Annual Convention, Biltmore 


Hotel, Los Angeles, Calif. 


April 
23-28—Allied Jewelry Show, Biltmore 
Hotel, Los Angeles. 


May 


28-29—United Horological Association of 
America, 17th Annual Convention, Fort 
Des Moines Hotel, Des Moines, Iowa. 
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Linde Synthetic 


Sapphires and Rubies 


Represented by 


Louis M. 
Rothenberg 





Selections from 
the vast J. & H. Flyer 
platinum and diamond 

line... THE LINE 


WITH SALES APPEAL 
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One-Day Convention of Pennsylvania RJA 
Highlighted by Helpful Business Talks 


On the morning of September 26, the 
one-day convention of the Pennsylvania 
Retail Jewelers Association was called to 
order by President Ford E. O’Dell and 
from that time until the business sessions 
ended at 4:30 the day was packed with 
helpful business talks delivered by author- 
ities in their respective fields. 

A highlight of the day’s session was a 
talk by John C. Hazen, of the American 
Retail Federation, who came from Wash- 


ington to address the members during the 
luncheon. 

During the morning, Oscar Kind, Jr., 
of S. Kind & Sons, Philadelphia, Regional 
Vice-President of the American National 
Retail Jewelers Association, brought a 
message on the importance of association 
strength. 

Kind emphasized that for the good of 
the business, the jewelers must rely more 
on joint efforts rather than old-time in- 
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ment is polished and reviewed an- 
nually to insure steady turn-over of 
each design featured. 

Here’s what you get with your 
initial order of twenty-four Rings- 
O-Bliss matched wedding sets... 


Twenty-four hour service for 
personalized engraving and ship- 
ment of every set you sell. Again at 
no extra cost, just part of our ex- 
tensive service-to-dealers program. 


An eye-catching tray ... 
grain-leather, velvet-lined; the per- 
fect complement for the merchandise 
it displays to such striking advan- 
tage. Yours at no extra cost. 


Extra sales and added profits 
that come when fine rings are dis- 
played to maximum advantage in 
the eyes of potential buyers. All 
yours with Rings-O-Bliss. 


A complete line of high quality, 


fast-moving sets in all sizes. Assort- 


Write for beautiful new 1950 catalog of Bliss Rings—also available 
are newspaper mats of ads, with alternates featuring the best sellers. 


Blas King C2 


CHICAGO 4, 





29 EAST«MADISON STREET e ILLINOIS 
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dividualism if they are to survive ip the 
face of highly organized industries whic), 
are competing for the same dollar in the 
marketplaces of the country. 

G. Irving Baily, Assistant to the Presj. 
dent of the ANRJA, brought a message 
from Kenneth [. VanCott, ANRJA Pregj. 
dent. 


Arthur Kirby of Alexandria, Va., spoke 
on the matter of Post Exchange and Ship 
Store competition and called for continued 
efforts in the direction of eliminating this 
unfair, discriminatory competition. 


Miss E. A. Brenner of Wallace Silver. 
smiths, Wallingford, Conn., was on the 
program as a result of efforts made by 
Robert Gunder of Hamilton Watch (Co. 
She made a plea for a better appreciation 
by the retailer of the romance and beauty 
behind his merchandise and greater cop. 
centration on instilling this feeling in the 
minds of sales persons so that they could 
transmit their enthusiasm to prospective 
customers. A seasoned specialist in sales 
training work, Miss Brenner’s talk inspired 
all those present. 


Lansford F. King, Editor of JEWELERs’ 
CiRCULAR-KEYSTONE, came as an emissary 
for the Jewelry Industry Council. He told 
the members of the association of the 
benefits that are deriving from the JIC; 
how the extent of the promotional and 
publicity efforts of the JIC are limited 
only by the number of supporting members. 

The banquet during the evening featured 
David R. Perry, member of the State 
Liquor Control Board and former secretary 
to Governor James H. Duff. 

Perry, who was introduced by Vice- 
President Charles H. Heine, of the South- 
eastern Pennsylvania District, described 
the ancient origins of the jewelry trade 
with the Egyptians and Romans. 


“Gold is absolutely worthless until skills 
turn it into something valuable. We must 
capture and preserve a pride in workman- 
ship,” he said. | 


ELECT SCHWEMMER PRESIDENT 


Earlier Karl A. Schwemmer, of Reading, 
was elected President of the state organi- 
zation to succeed Erie’s Ford E. O’Dell, 
who received a special retiring gift of a 
wrist watch from the members in apprecia- 
tion for his two years of conscientious and 
fruitful effort in behalf of the Pennsylvania 
Association. 

Kenneth L. May of New York, was 
chosen secretary-treasurer and R. W. Hall 
of Erie, was reappointed executive-secre- 
tary. 

Six district vice-presidents were [Ie- 
elected. They are Charles H. Heine, Phil- 
adelphia; Charles H. Shaffner, New York; 
Milo R. Williams, Butler; Ed L. Carlson, 
Kane; Frank A. Ruff, Johnstown, and 
Walter C. Stoeckel, Scranton. 


Webster Appoints Venables 

Ed W. Venables is the newly appointed 
Mid-West representative of the Webster 
Co., Inc., silversmiths of North Attleboro, 
Mass. Mr. Venables will be in charge of the 
Chicago showroom at 31 North State St. 
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Elgin National Watch Co. 
Issues New Service Books 


Production of a new, loose-leaf mate- 
rials catalog listing parts for all sizes and 
srades of Elgin watches has been anounced 
na the trade by Elgin National Watch Co. 

At the same time, Elgin has issued a 
companion binder for its service bulletins, 
which provide the trade with complete 
technical information describing new parts, 
how they are made, and how to repair 
and assemble them. 


of more than 15 per cent, will in no way 
be affected by the devaluation of the 
English pound. 

“The new price announcement made 
from London assures the American market 
greater stability,” Mr. Frankel stated, “be- 
cause of the elimination of the black mar- 
ket in Europe. The immediate effect of 
the devaluation of currencies in Europe 
and the new price policy announced by 
the Trading Company is to eliminate the 
black market in diamonds throughout 
Europe. 

“Therefore, we can look forward to a 
strong stable market,” Mr. Frankel said. 
“From all indications, the balance of this 
year should bring with it profitable busi- 
ness and a strong demand for diamonds.” 





Jewelers Plan Dinner-Dance 
To Aid Federation Fund Drive 


The father and son team, Carl and 
Gerald Rosenberger, honorary chairman 
and chairman, respectively, of the Costume 
Jewelry Division of the Federation of Jew- 
ish Philanthropies of New York, an- 
nounced recently that the division’s annual 
dinner-dance will be held on Wednesday, 
November 16, at the Ritz-Carlton Hotel, 
New York. . 

The affair is being held for the benefi 
of the Federation’s $50,500,000 Building 
Fund and Maintenance campaign. The 
Federation serves approximately 500,000 
persons in New York City and Westchester. 

Eugene Schildkraut, of Schildkraut 
Brothers, will be the guest of honor. 
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Both the new leather binders hold a = 
conventional-sized 8% by ll-inch sheet. 4: 
They are finished in Elgin maroon, with 
lettering stamped in gold. 

Howard D. Schaeffer, vice-president, ex- 
plained that the material catalog is a re- 
print of the edition now in jewelers’ hands, 
which has been kept up-to-date with change 
sheets constantly since Elgin changed its 
cataloging system in 1927. Jewelers not 
having the catalog may write for it. Those 
having the present catalog were advised 
that Elgin has prepared supplemental pages 
t which will be supplied for insertion. 

The same distribution method is being 
used for the service bulletin binder. 
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ON THE PAULSON TIME-O- 
GRAF do you have exact scien- 
tific printer bar action with 3 
times the resolvent power of 
any other timing machine. 
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Price of Rough Diamonds 


Increased In London 


The Diamond Trading Co., Ltd., in a 
cable sent from London on September 
30th, announced an increase in the whole- 
sale price of rough diamonds. The cable, 
which was received by Louis Frankel, 
general counsel for the Diamond Manu- 
facturers and Importers Association of 
America, announced that the increase was 
due to devaluation of the British pound 
and the South African pound. 

“Devaluation affects different diamond 
centres and the demand for different quali- 
ties and sizes of diamonds in varying 
ways,” the cable read in part. “The new 
: price scale takes this fact into account,” 
it continued, “and the new prices, while 
substantially higher than previously, do 
not reflect a uniform percentage increase 
for all sizes and qualities but are adjusted 
in each case to the change in conditions 
that has taken place.” 

Commenting on the price change, Mr. 
Frankel said that the announced policy of 
the Diamond Trading Company will not 
affect wholesale dollar prices of diamonds 
but that sach dollar prices would remain 
substantially the same as before the de- 
valuation of the English pound. He pointed 
out that the recent increase in the whole- 
sale price of diamonds in America of 
about 10 per cent, and in some instances 


THE TIME-O-GRAF 
4 the Choice of 119 Swiss Watch Manufacturers 


BECAUSE 


ON THE PAULSON TIME-O-GRAF ON THE PAULSON TIME-O-GRAF 
with continuous tape record, it is pos- can you regulate your watch and see 
sible to get all the answers including exactly what it is doing as you move the 
the train, pallet stone, roller jewel, etc. regulator. Wonderful for hairspring work 


on one complete record. 7 too. 


ON THE PAULSON TIME-O-GRAF > THE PAULSON TIME-O-GRAF 
is it possible to reveal a continuous Gives You Superior Scanning Speed and 
record of all positions on one tape 7 Also Unparalleled Scientific Accuracy. 


PROVE IT YOURSELF WITH A 
TRIAL 


USE THIS HANDY COUPON 
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HENRY PAULSON & CO., 131 S. Wabash, Chicago 3 


(] Please send information on no risk trial on Paulson Time- | 


Only 490 228 ww 


LESS 2% FOR CASH 7 oO Fons send Paulson Time-O-Graph at $490.00 less 2% for | 


PAYMENT PLAN AS LOW AS | oO a wameneaae 
$9427 PER 
— MONTH 
HENRY PAULSON «& co 
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Ingfarit 


10 second flame 








with the 


"DREADNAUGHT”’ 
Alcohol Blow Torch 


“DREADNAUGHT” is the handi- 
est blow torch you have ever used. 
No pumping or priming—no ad- 
justments—no moving parts. Sim- 
ply light and in 10 seconds you have 
a hot, 1800° F. flame suitable for all 
types of melting and soldering jobs. 


“DREADNAUGHT” is not a gad- 
get. Constructed of highest quality 
brass, triple chrome plated, it will 
not corrode and is mechanically 
leakproof. The heavy protective 
case prevents smashing. ‘““DREAD- 
NAUGHT” operates with any good 
denatured alcohol. No fuel evapo- 
ration. It is practically foolproof 
and absolutely safe. | 


“DREADNAUGHT” is made by 
P. Wall Manufacturing Co., manu- 
facturers of highest quality solder- 
ing products for 85 years. Write for 
complete information—today. 


P. Wall Mfg. Co. 


216 Erie St., Grove City, Penna. 


Your most complete line of Soldering Products 
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Hollywood dress designer Howard Shoup 
bases his new collection on precious stone 
themes. "Ruby" is the name for this full- 
skirted, off-shoulder gown of matelasse satin, 
worn with diamond earrings, necklace and 
bracelet that feature huge square cut rubies. 





Pretty blonde starlet Joy Lansing wears 
sequin-embroidered pink satin and a neck- 
lace of diamonds with pendant pearls. 


Treasured Jewels Compliment Latest Fashions 








"Diamond" is the name of this white crepe 
gown with off-one-shoulder decolletage and 
silver bugle bead embroidery, over which js 
draped a shawl of silver sequin-studded 
white lace. The diamond theme is accented 
by floral earrings and a trio of bracelets. 
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The diamond circlet is an important jewelry 

fashion this season, and an outstanding ex- 

ponent is beautiful Georgia Carroll, wife 

of Kay Kyser, photographed at a recent 
Hollywood premiere. 








Colorado State Board Issues 
First Watchmaker's Certificate 


The Colorado State Board for Vocational 
Education awarded its first certificate of 
completion of apprenticeship in watch- 
making October 3 to Wayne R. Ladd of 
Golden, Colo. This latest award is an 
addition to an impressive list of accom- 
plishments gained by the 28-year-old pre- 
cision craftsman since he first took up the 
study of watchmaking four years ago. 
Official recognition of his journeyman 
watchmaker’s status was granted in just 
half the time of the intensive four-year 
training period ordinarily required by the 
state board. 

An honor graduate of the American 
Academy, Inc., Denver, Colo., Ladd be- 
came an instructor at that school for a 
brief period before entering his appren- 
ticeship in late 1947 under Orville R. 


Hagans, Denver horologist and jeweler.. 





During the course of his training he 
earned membership in the United Horo- 
logical Association of America, National 
Association of Timing Instructors, Watch- 
master Watchmakers Association of Ameri- 
ca, Denver's watchmakers fraternity Psi 
Delta Omega, and is a past president of 
the Denver Watchmakers Guild. He regis- 
tered honor grades in the proficiency 
examinations conducted by the various 
organizations. 

Ladd now enters his career of crafts- 
manship as a fully qualified watch and 
clockmaker on Mr. Hagans’ 60-man staff. 





q Andy F. Wong and Shew S. Mark have 
opened an exclusive jewelry shop in China- 
town, San Francisco, at 805 Grant Ave., 
under the name of Bow Chong Co. They 
will feature their hand-made gold mount- 
ings, using imported jade as settings. 
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"Be Active Association Members’ 
Slaugh Tells Watchmakers 


With a record turnout, members of the 
Horological Association of lowa and their 
guests met in Des Moines on September 
18th for the annual convention of that or- 
ganization. 

Emphasized throughout the all-day ses- 
sion was the value of membership in trade 
associations. An interesting talk on this 
subject was delivered by R. W. Slaugh, 
head watchmaker of the Hamilton Watch 
Co., who warned that “competition is be- 
coming keen—not only for work but for 
jobs.” 

“Students coming to the factory for a 
tour through the plant often ask ‘What are 
my prospects for finding a job in watch- 
making when I graduate?,’” Mr. Slaugh 
said. “I have no statistics and my advice 
to them is this. Study and practice all 
you can while in school. Read everything 
about your craft that you can lay your 
hands on. Be intensely interested in the 
art and science of horology to the practical 
exclusion of everything else. Join and be 
an active member of the nearest guild or 
association. Don’t ever be satisfied with 
your skill or knowledge and your chances 
of getting and holding a job in your chosen 
profession are extremely good.” 





R. W. Slaugh, head watchmaker of the 
Hamilton Watch Co., was one of the fea- 
tured speakers at the annual convention of 
the Horological Association of lowa. In 
his talk, Mr. Slaugh stressed the value of 
membership in trade associations. 


Mr. Slaugh, continuing with his discus- 
sion, pointed out that this advice applies 
not only to the student but to the estab- 
lished workman as well. “Membership in 
your association is like a post graduate 
course,” he said. “Through it you receive 
information and education. Through the 
fellowship and association with other men 
in the craft you find solutions to your 
problems. Others have the same problems 
as you have and their solutions are avail- 
able to you in association meetings.” 

“The aim of the organization is toward 
self-improvement and advancement through 
education, inspiration and fellowship,” Mr. 
Slaugh said in concluding his talk. “But 
membership in any association is a two- 
way street. You can’t just pay your dues 
and sit back. You’ve got to be a member 
not just a joiner. You’ve got to give as 
well as take.” 

For a complete list of officers elected at 
the convention see THE Jeweters’ Circu- 
LAR-KEysTONE for October, 1949, page 248. 
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played in bringing dignity, recognition and 
public observance to Father’s Day in 
America and in many other countries in 
the world. 

Mr. Austin pleaded for the “New Phase” 
program which has to do with selling every 
retailer and manufacturer to take part in 
the Father’s Day promotion by tying in 
with it. Naturally all of them cannot be 
visited and secured as subscribers but a 


Open Father's Day Campaign 
At Co-Chairmen's Luncheon 


The 1950 Father’s Day campaign off- 
cially opened recently at the Father’s Day 
Council’s Co-Chairmen’s Conclave luncheon 
at the Statler Hotel, New York. The meet- 
ing was attended by approximately 300 
persons, including the leading factors in 
the men’s wear lines, both retailer and 
























manufacturer. great many of them should be, if the com- 
One of the features of the occasion was mittees function properly, Mr. Austin 
the honoring of Alvin Austin, executive stated. 


director, who celebrated his 15th year as 
the head of Father’s Day promotion of the 
National Father’s Day Committee. Mr. 
Austin was tendered a sterling silver q The Gem Shop, 214 Sutter St., San Fran- 
plaque by the Council by C. E. Nelson, cisco, has been bought by Arthur H. Mid- 
campaign chairman of the Council. He dleton. A former architectural engineer, 
also received an embossed scroll which Mr. Middleton is also a designer of ceram- 
lauded him for the important part he has ics and art dealer. 


Father’s Day falls on June 18, 1950. 
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GIA and Gem Trade Laboratory Merge N. Y. Testing Services 





The combined facilities of the Gemological Institute and the Gem Trade Laboratory, under 

the new name of the Gem Trade Laboratory of the Gemological Institute of America, will 

be under the directorship of Richard T. Liddicoat, Jr., shown here using the goniometer in 
making a difficult identification. 


Charles H. Church, chairman of the 
Operating Committee of the Gemological 
Institute of America, Inc., and Walter 
Eitelbach, president of the Gem Trade 
Laboratory, Inc., New York, have an- 
nounced the consolidation of the Gem 
Trade Laboratory, formerly located at 36 
West 47th St., New York, and the Gem- 
ological Institute’s Eastern Headquarters 
Laboratory at 5 East 47th St., New York, 
effective October 5th. The new laboratory 
will be operated under the name of the 
Gem Trade Laboratory of the Gemological 
Institute of America. 

All equipment, including that for pearl 
testing of the Gem Trade Laboratory, has 
been added to that at GIA Eastern Head- 
quarters, where a_ laboratory has_ been 
operated in conjunction with the educa- 
tional Institution’s classes and other func- 
tions since August, 1948. The laboratory 
will be under the directorship of Richard 
T. Liddicoat, Jr., assisted by George Rob- 
ert Crowningshield, and Gilbert Oakes 
of the GIA staff. 

The combined facilities of the Gemo- 
logical Institute and the Gem Trade Lab- 
oratory, under the new name of the Gem 
Trade Laboratory of The Gemological In- 
stitute of America, will make available 
to laboratory members, the jewelry trade, 
and the public, the most complete identi- 


fication service to the trade for both pearls 


and gemstones as did the former manage- 
ment. 

Prices to the trade for the testing of a 
strand of pearls is ten dollars. Single 
pearls are tested for five dollars each. 
Where no certificate of identification is 
required, charges for the identification of 
all other gemstones will be for two dollars 
for the first stone and one dollar for each 
additional stone submitted at the same 
time. 

Although the GIA has maintained a lab- 
oratory in New York City only since 
August, 1948, its principal laboratory for 
both research and identification has been 
maintained at its international head- 
quarters in Los Angeles since 1931. Known 
as the Godfrey Eacret Memorial Labora- 
tory, it was named in honor of the late 
San Francisco jeweler of that name who 





was chairman of the first board of gov. 
ernors of the Gemological Institute. 


Timby Heads Buffalo Guild 


William Timby has been elected pres. 
ident of the Buffalo (N. Y.) Watchmakers’ 
Guild. John W. Shields was named vice 
president; Josephine Kay, secretary, and 
William Sieben of Kenmore, treasurer. 

Directors chosen were Thomas E. Me: 
Donald, Albert Lemon, Newton Brown, 
Clarence C. Rote, Harry A. Hoffman, 
John Miranda and Paul O. Beckes of 
Orchard Park. 
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q Leonard Luria, assistant secretary of L. 
Luria & Son, Inc., leading wholesale 
jewelers, became engaged recently to Miss 
Gloria Biren. Wedding bells will ring for 
the couple some time this month. Leonard 
Luria joined the Luria organization in 
1946 after graduating from the Wharton 
School of Finance of the University of 
Pennsylvania. During the past few years 
he has been active in the sales and mer- 
chandising divisions of ihe firm. His 
fiancee. Miss Biren, is an alumna of Skid- 
more College and a specialist in interior 
design. 

4 Approximately 75 members of the East 
Side Jewelers Association attended the 
monthly meeting of that group held on 
September 26th. Formed in the spring of 
1949, the primary purposes of the asso- 
ciation are: (1) to promote the develop- 
ment of civic improvements; (2) to estab- 
lish a uniform schedule of closing hours 
and days, and (3) to eliminate unfair 
trade practices. Present officers of the 
association are Paul Meyer, president; 
Harry Kosover, vice president; A. Brill, 
secretary; Harry Cohen, treasurer, and 
Jack Kirshenbaum and Sam _ Cohen, 
trustees. Adolph Pusrin is an honorary 
member of all committees. 

q Jimmie Theise of the Acme Ring Mfg. 
Co., Inc. of Newark, N. J., has opened 
a New York office at 9 Maiden Lane. 


q Fred M. Cook, manager of the New 
York office of the Whiting & Davis Co., 
celebrated his 55th anniversary with the 
firm on October 24th. 

q The United States Silver Co., Inc., of 
96 West 47th St., New York, opened a 
branch at 415 Seybold Building, Miami, 
Fla., on October Ist. As sales representa- 
tives for H. Sacks & Sons of Brookline, 
Mass., the firm is featuring fine copies of 
authentic Sheffield patterns in their new 
branch office. A complete line of popular 
priced sterling and plated ware is also on 
display. 

¢ The first fall meeting of the New York 
Guild of the American Gem Society was 
held on Tuesday evening, September 20th 
at 5 East 47th St., New York. Jerome B. 
Wiss, of Wiss Sons, Inc., Newark, N. J. 
president of the guild, gave an interesting 
talk on his gem experiences during his 
recent round-the-world trip. He also 
showed some excellent Australian opals 
collected en route. Dr. Ralph J. Holmes 
of Columbia University, discussed the 
origin of birthstones in his talk on “Gem- 
stones and the Supernatural.” 


¢ The headquarters of the Industrial Dia- 
mond Association of America, formerly 
located at 501 Lexington Ave., New York. 
have been moved to new quarters at 124 
East 40th St. 


¢ Bernard S. Kamin has opened the Gary 
Jewelry Store on Columbia St., Utica, 
N. Y. He formerly was associated with the 
Busch Kredit Jewelers Co. 


FOR NOVEMBER, 1949 


\ VEW YORK 
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q F. Norman Ullrich, Jr., sales represen- 
tative for Cheever, Tweedy & Co., Inc., 
North Attleboro, Mass., is now located in 
new quarters in room 70] at 9 Maiden 
Lane, New York. 

q Arthur J. Block, president of T. C. 
Tanke, Inc., Buffalo jeweler, has been ap- 
pointed chairman of the Retail Trade 
Committee of the Buffalo Chamber of 
Commerce for the coming year. 





Henshel Appointed Chairman 
In Federation Fund Drive 


Colonel Harry D. Henshel, vice-president 
of Bulova Watch Co., will serve again as 
Chairman of the Jewelry Division of the 
Federation of Jewish Philanthropies of 
New York. Col. Henshel’s decision to lead 
the Jewelry Federation drive for the second 
successive year was hailed by Ralph E. 
Samuel, president of the Federation, and 
Milton Weill, chairman of the organiza- 
tion’s fund-raising arm. the Business Men’s 
Council. 


COLONEL HARRY 
D. HENSHEL 
Heads Jewelry 

Division in 

Annual Fund Drive 





In volunteering again to assume leader- 
ship responsibilities, Col. Henshel stated: 

“In seeking to expand and bring up-to- 
date the medical and social welfare ser- 
vices of its 116 affliated hospitals and 
institutions, the Federation, this year, is 
challenging the civic-mindedness of every 
citizen of New York. I am proud to be 
associated with its historic $54,000,000 
Building Fund Program and I am con- 
fident that our industry will summon up 
all its experience and devotion in helping 
to make this once-in-a-generation effort a 
complete success.” 

Col. Henshel outlined the two-fold ob- 
jectives of the 1949 Federation campaign. 
$16,500,000, he said, is needed for the an- 
nual support of Federation hospitals and 
social welfare institutions. In addition, 
$34,000,000 is required to complete the 
$54,000,000 Building Fund first initiated 
in 1945. 





Frisch Consolidates Business 


In order to consolidate his business, 
Gustav A. Frisch, retail jeweler of Buffalo, 
N. Y., has closed his store at 3180 Main 
St., and will now conduct business at 41 
Kenmore Ave. at University Plaza. He 
formerly operated stores at both locations. 
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set. Prompt delivery. Pop- 
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227 





Maher Retires From J. R. Wood In expressing pleasure over Mr, Nie, 


° meyer’s participation in the Jewel c 

After 53 Years of Service sion’s annual dinner, Col. Hlendhdl sola 
After 53 years service with J. R. Wood out that “Gus Niemeyer, the outstandjy 
& Sons, Inc., Frank D. Maher, credit de- and popular leader of the jewelry industry 
partment manager of the firm, retired to can look back upon a lifetime of service 
private life on September 15th. Mr. Maher The record of his accomplishments is 
was honored by his fellow employees at a virtually a history of the industry since the 
farewell dinner given on the same date. opening of the 20th century. In doing 


honor to Gus Niemeyer, we do honor ty 
all that is fine and exemplary in our jp. 
dustry and community. It is eminently 
fitting, therefore, that Gus be the firy 
guest of honor in Jewelry Division history” 

Stating his confidence that the dinne; 
would be one of the most memorable event, 
of the year, Col. Henshel added, “I am 
certain that the members of our industry 
will answer the challenge of the 1949 
Federation $50,500,000 appeal for a com. 
bined Building Fund and Maintenance 
Campaign to answer the needs of 116 
affliated hospitals and social welfare jp. 


stitutions.” 
W. Waters Schwab, president of J. R. Wood 
& Sons, Inc., presents a sterling silver coffee Col. Henshel pointed out that the jewelry 


pot to Frank D. Maher, retiring credit man- drive would be greatly enhanced by the 


TAG & STAMPING CO. 
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PARCHMENT, ETC. 


Send for Catalog 
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ager of the firm. Mr. Maher was honored fact that two prominent leaders of the in. 
10 JEWELERS with a farewell dinner on September (5th, dustry had accepted positions of top 
OFFICIALLY the date of his retirement. responsibility in the Federation. Milton 
ADOPTED W. Waters Schwab, president of J. R. Weill of Arrow Manufacturing Co. has 
@ & BIRTHSTONE . agreed to serve as chairman of the Busi- 
ay? NS 4G LIST AND Wood & Sens, makers of ea ms oo ness Men’s Council and Benjamin Lazrus, 
+ ae rr — Mf, een . o- hel - med of Benrus Watch Co., chairman of the 1948 
CATALOGUE ra ae ee ae a r “e igidtacnctens rs retina city-wide Federation drive, is now chair. 
WRITE FOR as ee eS ae CERNE He- man of the Federation’s Distribution Com. 
ONE TODAY ord. Mr. Maher also received a gold signet pero 
MEGR. TO RE- ring and gold cuff links and tie clasp from 
TAILER his associates. 
oy phd Att. Mr. Maher joined the firm in 1896 and 
Jeweled Creations. served as Credit Manager since 1919. RE D J | FOR MS 
Neckioces, Bracelets, Brooches, Dress Clips, Scatter Pins 
and Earrings (Pierced, screw or clip) Hand made, on 
Prong set. Foote, Cone & Belding 
Fantasy of Jewels Names Joseph Swiss Manager 
MADE BY ALLCRAFT NOVELTY CO., INC. 
16-18 Maiden Lane, New York 7, N. Y. Tedd Joseph has been appointed man- 





ager of the Foote, Cone & Belding Interna- 
tional Corporation’s Central European office 


in Bienne, Switzerland. 
Mr. Joseph moved from the New York 


staff of Foote, Cone & Belding Interna- FREE samples 


Stone Engr avers = tional to the Swiss office early this year. + i. surnamer co. 
Ruby & Onyx ¢ He will be in charge of coordination of 
@) campaigns for accounts in Switzerland |! 3/0 /th Ave., N.Y. l, N.Y. 


Drilling which the agency is handling in interna- 
tional markets, as well as in the United 
States. Prior to joining FCBI in March, 
1948, Mr. Joseph worked in international 
i public relations and advertising, and served 


4 raun . e / re | & be e ~ man as foreign correspondent for International 








receipt books, ett. 






































News Service in Europe and the Near East. 
108 Fulton St., New York 7, N. Y. FCBI established its Swiss office in 1947, O N YX ™ 4 T E a [ 
and last month moved to larger quarters 
— in Bienne. MAINSPRINGS 
BETTER WORKMANSHIP Niemeyer to be Guest of Honor vag on a 
| have REVISED WAYS AND MEANS casting oe At Federation's Annual Dinner tected against rust—Individually packed 


NS enabli 
te do your JEWELRY REPAIRING AND SPECIAL 


ORDER WORK at a R ' 
ile Guidker Gerdes aah’ Gets” ethemaanani G. H. Niemeyer, president of Handy and 


“Send Me Your Next Package.” Harman, will be the guest of honor at the 


in double envelope—marked with model, 
size, metric and dennison. 
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New York. The history-making dinner, 


"Ost AND r OUND: which marks the first time that the Jewelry WATCH MATERIALS— 


Division has featured a guest of honor, will 


be held on December 6th at the Hotel Parts for all makes of 
Pierre, N. Y. Swiss & American watches 


Prompt mail service 
Write for Price List C 


Bulova Watch Co., is chairman for the DEAN WATCH COMPANY 


second successive year of the Federation 116 Nesseu St. New York 7, N. Y. 
Jewelry Campaign. ae 





‘ 
‘ 
Lost, the sale of a watch repair because you ! 
were unable to obtain the necessary part. § 
Found, @ com lete supply house that specializes ! 
in “Hard-to-Get" watch parts. If you are hav- : Col. Harry D. Henshel, vice-president of 
ing difficulty In obtaining a Swiss or American 
watch part, try JOHN A. POLTOCK & CO., 15 ! 
Maiden Lane, New York 7, N. Y. Write for ! 
FREE catalogue, ligne gauge and stationery. - 
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Semca Has Press Showing 
Of New Models in Clocks 


A new collection of distinctively styled 
modern clocks for the home and office was 
introduced by Semca Clock Co., Inc., at 
a preview press showing at the Roosevelt 
Hotel, New York, on October 4th. 

Jewel framed boudoir clocks, slim 
leather cased traveling alarms, an auto- 
matic 22 year calendar clock, and a dual 
purpose lighter clock were features of the 
collection which includes both Semca Swiss 
jeweled movement clocks and American 
made Phinney-Walker timepieces. 

Designed to add decorative charm to 
traditional or contemporary interiors, the 
clocks are versatilely styled with classic 
simplicity to complement any decor. Clean 
functional lines and fine detailing make 
them important decorative accessories for 
every room of the home. 

The utilitarian alarm is translated into 
a sparkling feminine fancy in a group of 
jewel studded clocks made by Semca. 
Simulated rubies, sapphires, and rhine- 
stones, handset in a delicate floral ring, 
frame a seven jewel Swiss movement. 
Italic numerals and dainty filigree hands 
are set against a silver dial with luminous 
indicator dots for night readability. In 
four jewel color combinations the clock 
retails for $27.50 plus tax. 

For birthday or holiday gift seekers, 
Semca has designed the birthstone clock, 
a tiny precision made alarm set in a ring 
of simulated topazes, emeralds, rubies and 
other traditional birthstone colors. Less 
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than three inches in diameter, the dial is 
finished with luminous hands and _indi- 
cator dots. The stones are set close to- 
gether in a solid glittering circle, a band 
of smaller rhinestones underlining the base 
of the dial. The birthstone clock retails 
for $17.95 plus tax. 

Light and compact traveling alarm 
clocks in both the Semca and Phinney- 
Walker lines are leather bound and small 
enough to slip into handbag or briefcase. 
Thin as a cigarette case, the gilt framed 
clocks fold into a hinged case, padded 
and braced to minimize shocks and bumps 
while traveling. 





Time and date can be told with a single 

glance at this new Phinney-Walker calendar 

clock. A 22-year old automatic calendar is 

set into a wafer-thin rectangular clock sleek- 

ly framed in gleaming brass. The retail 
price is $9.95. 


A seven jewel Semca traveling model 
in genuine brown pigskin, red, or blue 
leather retails for $14.95 plus tax. A single 
jewel movement, bound in_ simulated 
leather, retails for $12.45 plus tax. 

Clocks play a dual decorative role in a 
group of Phinney-Walker desk and table 
accessories. An automatic calendar, ad- 
justable for any month to come in the 
next 22 years, combines with a clock in a 
square gilt framed piece. Past or future 
days and dates can be checked with a flip 
of the finger, making this an ideal gift for 
a busy executive or a committee harassed 
clubwoman. The calendar clock is priced 
for retail sale at $9.95 plus tax. 

All Semca and Phinney-Walker clocks 
are electronically tested for precision per- 
formance. Silver dials are used to heighten 
readability and a special deep green 
radium applied to hands and numerals to 
make day and night time telling easier. 


Louisville Passes Auction Law 


An ordinance regulating jewelry store 
and similar auction sales in Louisville, Ky., 
was passed by that city’s Board of Alder- 
men on September 27th. 

Under the new ordinance, auction sales 
will be limited to concerns that have been 
in Louisville for a period of one year or 
more. The new law permits but one auc- 
tion sale by any concern within a 12- 
month period. Such sales must not run 
more than 30 days, Sundays included. 
Auction sales after 6 p.m. are prohibited, 
and no auctions may be operated during 
the month of December. 
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MAX JUROW 


(President Mid-Town Auction Center, Inc.) 


Recent sales conducted 
for these jewelry stores:— 


1. Rhoad’s Jewelers — Louis- 
ville, Ky. 


2. Gotham Jewelers — Yon- 
kers, N. Y. 
3. Stewart Jewelers — Stam- 


ford, Conn. 
4. Feffer Jewelry Co. — Co- 
lumbus, Ga. 
e We buy your stock. 
e Conduct a 30 day sale on 
your premises to raise neces- 
sary cash. 


e Will also advance rea- 
sonable amount of 
eash against money 
that will he realized 
from auetion sale. 


e Sell your overstock at our 
own auction rooms at ad- 
dress below (Prominent 


Jewelry Center of the World) 


on commission basis. 


Expert confidential analysis of 
your particular problem will 
be gladly furnished without 
obligation. 


Bank reference—National City 
Bank, Times Square Branch, 
New York City. 


MAX JUROW 


Auctioneer since 1924 


37 West 47th St. New York 19, N. Y. 
Tel. JUdson 6-4127, 4128 
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A. S. Rowe, HIA President, 
Addresses Hamilton Personnel 


A. C. THOMAS & CO. | 


Incorporated 


in the First National Bank Building, jy 
Opp, Ala., and he, together with his wife 
Peggy, who was a business woman before 
her marriage, will operate an expanded 
jewelry and gift business. Also, he expects 
to continue to emphasize his already wel] 
established watch repair department. 











A. S. Rowe, president of the Horological 
Institute of America, speaking at the first 
fall meeting of the 1949-50 season of the 
33 West 30th Street Hamilton Watch Management Association 
New York 1, N. Y. in Lancaster, —_- eee = — Mr. Woodham will operate his busines 

man's eye view of Hamilton watches to the | ynder the name of the Opp Jewelr : 
ST. more than 200 members of the association selected y Co. 
who attended the meeting. q¢ Moe Kadish, 25 years a wholesale jeweler 

Mr. Rowe addressed the meeting after | in Los Angeles, has just moved into new 
an afternoon tour of the factory. In re- | and larger quarters on the 5th floor of 
sponse to the interest aroused by his visit, | the Metropolitan Building in Los Angeles. 
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he gave a brief history of the HIA and 
an accounting of its accomplishments since 
its founding. In April, 1945, when he 
became a member, there were only 485 
watchmakers enrolled. Through the con- 
tinued efforts of Mr. Rowe and his asso- 
ciates, the HIA membership now tops 5500. 





Three prexies strike a pose. (Left to right): 
R. M. Kant, president of Hamilton Watch 
Co.; A. S. Rowe, president of Horological 


| Institute of America, and H. C. Dobbs, 


president of the Hamilton Watch Manage- 

ment Association, pause for a moment in 

Mr. Kant's office prior to Mr. Rowe's talk 

to 200 administrative and supervisory per- 
sonnel of the company. 


According to Mr. Rowe, the watchmaker 
tests inaugurated by the HIA are having a 
satisfactory effect, too. He stated that re- 
tail jewelers are beginning to recognize 
the HIA stamp of approval as a valuable 
standard of employment, because _ the 
watchmaker certified by the HIA must 
possess a high degree of tested ability. 
Mr. Rowe also expressed the belief that 
state licensing, HIA watchmaker tests, and 
better watchmaker associations are all 
helping to raise the watchmaker to his 
proper status among professional men. 

In discussing the basic design and engi- 
neering that contributes to the overall ac- 
curacy of Hamilton watches, Mr. Rowe 
commented on various aspects of the man- 
ufacturing processes that impressed him as 
important to watchmakers. Speaking from 
a retailer’s point of view, he commended 
Hamilton for its outstanding advertising 
program and the excellent customer and 
trade relations resulting from this pro- 
cram. As a successful watchmaker-jeweler 


| in Indianapolis, Mr. Rowe drew from his 
_ wide experience in dealing with customer- 
owners of Hamilton watches who come to 


him for information and to have _ their 


Hamiltons serviced. 


-_-—— — 


Old Business—New Owner 


Harry Woodham, an ex-Gi, has _ pur- 
chased the Taylor Jewelry Store, located 
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Reduced from $60.00 to $20.00 


(quantity limited) 


L'OFFICIEL DE LA BIJOUTERIE & 
ACCESSOIRES—well-known Parisian 
jewelry fashion and design periodical 


21 plates, 452 designs, copyright 1949 


Album of distinctive jewelry designs by out- 
standing artists. A most effective source 
of modern ideas for creating your own 
original designs. Artistical and technical 
organ intended as a source of new ideas— 
modern designs and new techniques in 
jewelry and accessories. 


KEY TO YOUR DESIGN PROBLEMS .. . ORDER NOW from 


COLONIAL BOOK SERVICE 
45 4th Ave., New York 3, N. Y., U.S.A. 




















CHRISTMAS SPECIAL 
Hand made 
ART JEWELRY 
STERLING SILVER 
RINGS 


adjustable shank 
$15 per doz. 


Minimum sample order 4 


MICHELE 
36 BROMFIELD ST. 





BOSTON, MASS. 
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New York 24-Karat Club 
Announces Date of Banquet 


Norman M. Morris, president of the 
24-Karat Club of the City of New York, 
presided at a meeting of that group held 
at the club’s headquarters, 608 Fifth Ave. 
on Tuesday afternoon, October 4th. 

Secretary Herman L. Baskin read the 
minutes of the previous meeting and re- 
ported that a new roster of members 
would be distributed within the next 
month. It was moved and seconded that a 
suitable scroll in honor of the late Alpheus 
L. Brown be presented to Alan L. Brown, 
in memory of his father, who was a past 
president and a Honorary Member of the 
94-Karat Club. 

W. Waters Schwab, treasurer of the 
club, read the financial report which 
showed a substantial balance on hand. 
Mr. Schwab, who is chairman of the 1950 
Banquet Committee, announced that the 
annual banquet would be held on January 
14th in the Grand Ballroom of the Wal- 
dorf-Astoria. 

A unanimous vote of thanks was ex- 
tended Vice President August O. Packer 
for his splendid work as chairman of the 
Summer Outing Committee, and for the 
souvenir identification charm which he 
presented to all members in commemora- 
tion of the occasion. 

The following applicants were elected 
to membership: Oscar M. Lazrus, trea- 
surer, Benrus Watch Co.: John P. V. 
Heinmuller, president, Longines- Wittnauer 
Watch Co.;: Samuel Vuillet, S. Vuillet: 














every customer 


loves an 





Let us create exclusive Fifth 
Avenue designs especially for 
your customers. Finest crafts- 
manship. All work done in our 
own workshop. Send us your 
specifications, and we will sub- 
mit sketches and estimates with- 
out obligation. 








TEMPLES 24 


732 Fifth Ave., New York 19 
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James G. Shennan, president, Elgin Na- 
tional Watch Co.; Arde Bulova, chairman 
of the board, Bulova Watch Co.; Rudy M. 
Kant, president, Hamilton Watch Co.; 
Einer A. Buhl, vice president, Henri Stern 
Watch Agency, Inc., and Jacob H. Schaef- 
fer, treasurer, Shiman Bros. & Co. 


—_——- 


Hamilton Appoints Three New 
Assistant Sales Managers 


W. RR. Atkinson, vice-president in 
charge of sales, Hamilton Watch Co., an- 
nounced September Ist the following three 
changes in the Hamilton sales staff: F. S. 
Franklin was named assistant sales man- 
ager in charge of the Administrative Sales 
Department; F. J. Boulton, assistant sales 
manager in charge of General Sales and 
Export Sales, and E. B. Silvius, assistant 
sales manager in charge of Special Sales. 
The three new assistant sales managers 
named are on the staff of Lowell F. Halli- 
gan, sales and merchandising manager. 





Hamilton's three new Assistant Sales Mana- 

gers recently announced by W. R. Atkinson, 

Vice-President in charge of Sales, are (from 

L. to R.): F. J. Boulton, General Sales and 

Export Sales; F. S. Franklin, Administrative 

Sales Department, and E. B. Silvius, Special 
Sales. 


[In making the announcement, Mr. At- 
kinson stated that the shifts were made 
to streamline the sales department en- 
abling the various subdivisions to function 
faster and smoother as Hamilton gears 
for a more aggressive selling program. 


Evert Appointed Dean at WPHI 


William O. Smith, president of Western 
Pennsylvania Horological Institute, Pitts- 
burgh, Pa., has announced the appoint- 
ment of Herman L. Evert as dean of the 
North Side watchmaking school. Before 
joining the school staff in 1948, Mr. Evert 
was in government service in Pittsburgh 
for 30 years. 





HERMAN L. EVERT 
Appointed 
Dean of the 
North Side 
Watchmaking 

Schoo/ 





He assumes his new duties after serving 
respectively as public relations director 
and registrar for the Institute. The ap- 
pointment follows the resignation of H. D. 
Maxwell, who served as dean since 1943. 

















Hollow shaft 
ejects grindings 
automatically 


THE NEW 


Diamond Core Drill 
that easily 


Drills Thru 
Onyx. Rubies 
and Synthetic Stones 


Anyone can now drill cleanly and 
accurately through the hardest 
stones with only a regular drill- 
press or handpiece and any ordi- 
nary lubricant. Unique hollow 
shaft automatically ejects grind- 
ings. 2, 2%, 3, and 3% milli- 
meters. Unconditionally guaranteed 
to cut through onyx or ruby. 





» HIGH SPEED 
New! sree, GRAVER 


The easily sharpened tool that 
all alert engravers and setters 
are using, because it’s 
“tool that doesn’t chip.” 











HIGH SPEED 
SETTING BUR 


Newest addition to our 
line of high speed 
burs. Set of 15 sizes 
in plastic box, $14.00. 
3/32” shank fits any 
handpiece. Guaranteed not to burn, 
chip, or break. Regrind service re- 
turns worn burs good as new. 








Try These Tools 
At Our Risk! 


Try any one or all of these 
tools ... if you’re not con- 
vinced, simply return to us, 
postpaid, and we will refund 
purchase price! 











Send for our FREE 
illustrated circular 
of all these tools 


Ira 8. Cohen 


JEWELERS' SUPPLIES 
315 West 39 St... New York 18, N. Y. 
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Ring shown, #1308, can be fur- 
nished with Masonic emblem 
countersunk, encrusted, or applied 
to either ruby, blue spinel or onyx, 
—in 10K gold, side emblems raised 
and enameled. 

Ask for a memorandum selection 
of Gran Emblem Rings. 


GRAN and COMPANY, INC. 
546 So. Meridian St. * Indianapolis 4, Ind. 




















GEM STONE 
ENGRAVING 


¢ FINE PORTRAITS - CAMEOS 
* JNTAGLIOS - SEAL ENGRAVING 
¢ WARRIOR HEADS - REPAIR WORK 


¢ Original Designs Made to Order 


EWALD LEYENDECKER 


595 Fifth Ave., New York 17, N. Y. 

















SMELTERS & REFINERS 


Specialists in 
Processing Precious Metals 


JOHN STREET REFINING CO., INC. 


REctor 2-0853 


244 WATER ST. NEW YORK 7, N. Y. 
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Robert G. Packer Elected 
Secretary of Dieges & Clust 


Robert G. Packer, for the past three 
years manager of the Trophy Division of 
Dieges & Clust, New York manufacturers 
of fraternal and educational jewelry, was 
elected a director of the company and its 
secretary at a meeting of the board of 
directors held on September 16th. He 
succeeds his father, August O. Packer, 
who has relinquished the post of secretary- 
treasurer, and now continues as treasurer 
of the firm. 

Robert G. Packer is a graduate of 
Lafayette College and a member of the 
Phi Gamma Delta Fraternity. He saw 
active service in the Army during the 
war in the European Theatre of Opera- 
tions where he served as a Captain in the 
83rd Infantry Division. 

On his discharge from the service, Mr. 
Packer joined the Wilputte Coke Oven 
Division of the Allied Chemical & Dye 
Corp. as an estimator, continuing in this 
position until he joined Dieges & Clust 
in 1946 as manager of the Trophy Division. 

In addition to his duties as secretary 
of the firm, Mr. Packer will continue as 
manager of the Trophy Division. 





Joins Swiss Watchmakers 


Réne A. Steiner has joined the execu- 
tive staff of the Swiss Watch Repair 
Parts Information Bureau, Inc., in New 
York City, it has been announced by 
Paul A. Tschudin, director of the Bureau. 

Mr. Steiner, a native of Berne, Switzer- 
land, served in the Commercial Department 
of the Swiss Consulate in San Francisco 
from 1946 to 1948, 


RENE A. STEINER 


Swiss Watch 
Information 
Bureau, Inc. 


His earlier business experience was also 
in the international trade field, including 
service with Swiss commercial firms in 
France, Belgium, Holland, England and 
Italy. He joined the organization of The 
Watchmakers of Switzerland early this 
year. 





Masters Complete Remodeling, 
Open New Expanded Quarters 


A new expanded store in midtown New 
York, opened recently by Masters, Inc., 
inaugurates greatly increased shopping 
facilities for that section. 

The enlarged establishment at 66 West 
48th St. features nationally advertised 
brands of jewelry, electrical appliances, 
radios, television sets, sporting goods, lug- 
gage, camera equipment and numerous 
other products. | 


Occupying more than three times the 
space of its former site at the same locg. 
tion, Masters consists of a main floor are, 
and mezzanine with more than ten thoy. 
sand square feet of selling space. Among 
the innovations introduced are such detail; 
as recessed counters providing shopping 
“islands” for customer convenience 

The new establishment introduces also 
an unusual departure in store front design 
involving the use of red Roman brick with 
illuminated “picture frame” windows ip 
which miniature replicas of the merchap. 
dise carried are displayed. 


Yaseen'’s Devote Window Space 
To Display on Gem Cutting 


Yaseen’s Jewelers, Inc., 206 Falls St, 
Niagara Falls, N. Y., attracted wide in. 
terest with a window display on examples 
of work and raw materials used by the 
gem cutters of Niagara Falls. 

Among the rough materials shown in 
the display were California jade, turquoise, 
green jasper, lapis lazuli, chrysocolla, 
Mexican opal, obsidian and chiastolite. 

Examples of the work of 21 city gem 
cutters were included. 

The work of the local group of gem 
cutters started in a nature study class of 
a Niagara Falls adult education program. 
The class, held in the Fall and Spring, 
has varied its study and last Spring min- 
erals were taken up by students. 

The study proved so fascinating that 
some members formed a private class for 
pursuit of the gem cutting art. 
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Earrings in various patterns in 14 KT 

Green and Red Gold. 

St. Christopher Key—14 Kt in three 

sizes; also Bill Clips, Charms and 

Links to match. 

Love Knot Ring—14 Kt Red and 

Green Gold Combination in four sizes. 

Earrings, Cuff Links and Studs to 

match. 
Our comprehensive line of 
Gold, Platinum and Enamel 
Nowelties, including Vanity, 
Cigarette and Card Cases 
are distinctive and have 
sales appeal. 


CLIFFORD A. MILLER & CO., Inc. 


Manufacturers 
64 West 48th Street «© New York 
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New Swiss Watch Styles 
Complement Latest Fashions 


The first major showing of newly styled 
quality jeweled-lever watches in the United 
States by The Watchmakers of Switzerland 
was staged at the trade show of the Ameri- 
can National Retail Jewelers Association 
held at the Waldorf-Astoria in New York. 

Horological designers in the world-re- 
nowned watchmaking centers of the Swiss 
Jura mountain area planned their newest 
creations while closely observing trends in 
European fashion. This has resulted in the 
presentation of quality Swiss timepieces 
for women, closely coordinated with latest 
dictates of Parisian stylists. American 
women now may wear watches which not 
only will serve as dependable timekeepers, 
but also well-integrated fashion accessories. 

Just as clothing manufacturers feature 
“occasion” garments for sportswear, in- 
town, cocktail hour and dinner wear, the 
Swiss designers have presented a wide 
variety of timepieces. The well-dressed 
woman may have a “watch wardrobe,” 
consisting of sports watch for day wear. 
lapel watch for her in-town suit, and a 
high fashion luxury watch for evening 
occasions. 





The high-fashion 18-karat gold lapel time- 
piece (above, left) is made with fine tissue 
leaf-shaped decoration and contains 22 
rubies and 16 diamonds set in the center 
and on the end of the delicate pampilles. 
Another style leader is the handsome ring 
watch shown at the right, with hand worked 
gold filigree protecting its raised dial. The 
filigree masking is hinged, permitting its 
opening by a simple flip of the finger. 


The short sleeves to be featured by 
dress stylists during the months to come 
have placed the fashion spotlight on the 
wrist. Inspection of the scores of watches 
exhibited by The Watchmakers of Switzer- 
land revealed that the Swiss watch de- 
signers have taken advantage of this trend 
in their new watch bands and cases. Fab- 
rics, cords, and metals all are utilized by 
the Swiss in their newest presentations, 
with colors in the fabric and cord bands 
offering harmonizing additions to the 
women’s dress wardrobes. 

In the same manner the Swiss jeweled- 
lever watch exhibit provided timepieces 
designed to be worn with daytime tweeds. 
Again a wide variety of Swiss timepieces 
will give the sports or career woman dis- 
tinctive watches which will perform both 
functionally and as integrated accessories. 

The men’s group also offered a ward- 
robe-sized variety of timepieces. Square 
and round cases shared the spotlight, with 
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the designers adding distinctive bezeled 
edges and wrist-following curves to elim- 
inate the severity of design on many. 





Canadian Gem Specialist 
Opens Office in Los Angeles 


Kenneth F. MacKenzie, diamond and 
gem authority, has announced the opening 
of an office in Suite 603 of the Foreman 
Building, in Los Angeles. 


KENNETH F. 
MacKENZIE 
Opens Office 


in 
Los Angeles 
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Mr. MacKenzie, a Fellow of the Gem- 
mological Association of Great Britain, 
served 4 years in the Canadian Army as an 
optical engineer. Prior to that time he 
was associated with the Canadian firm of 
Henry Birks and Sons, Ltd., as their gem 
specialist and was awarded the title of 
certified gemologist in 1942. 

A gemological laboratory will be main- 
tained for identification and appraisal of 
gems. Facilities will be available for in- 
surance and estate appraisal purposes. 











Look Like Early American Candlesticks! 





*36” doz. prs. RETAIL at °6°”pr. 








now here's a clever idea! 


STERLING SILVER 
SALT AND PEPPERS 











Glistening, bench-made pieces, 
2!/"" tall. For Christmas selling 
... and they move f-a-s-t! 


Orders filled p.d.q.! 


Old Crest- 


LEWIS KIRSCHMAN CO.., Inc. 
501 MADISON AVENUE, NEW YORK 22, WN. Y 
























CAST WHITE METAL 
COSTUME JEWELRY 


quickly, efficiently, at low cost! 


Take advantage of recent release of tin. 


For high volume production and quick style 
changes, use modern centrifugal equipment. 
Cast directly into rubber disc molds. 


Install your own costume jewelry casting depart- 
ment. For the latest in casting equipment and 
accurately pre-cut rubber discs, write 


——ALEXANDER SAUNDERS & CO. 











95 Bedford Street, N. Y. 14, N. Y. 


Precision Casting Equipment and Supplies 
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ILVERWARE 
RECONDITIONED 


SSIS SS So 


Let our organization, established 46 
yeors and staffed with the finest crafts- 
men in the country, do your work and 
GUARANTEE IT! 


SILVER PLATING 

GOLD PLATING 

HOLLOW WARE 

NEW PARTS REPRODUCED 


ENGRAVING REMOVED, 
ISHED, REPLATED AND 
QUERED 


REFIN- 
LAC- 


Repairing of the most intricate nature 
on sterling and plate, for the discrimi- 
nating jewelers from coast to coast. 


Send pieces for accurate estimate, 
or for approximate estimate, write to: 


OXFORD SILVERSMITHS CO. 


REPAIR DEPT. 
Established 46 Years 
875 2ND AVENUE NEW YORK I17, N. Y. 

















A SUPERIOR 
Silves POLISH 


CAMPBELL’S 
SILVER 
SHINE 


= CLEANS 

7 with little 
effort... 
Safe too. 

\ Nothing to 

“\ injure hends. : 


(SELLS FOR 
50c 
A BOTTLE 


You pay less 
than half 
that! 


ITPLEASESING=C 
pleased customer | 9 A’ a 3 
always ‘ “ 
comes back | 
for more. 


CAMPBELLS 
SILVER 
SHINE 





TRY IT! 
Only $3.25 
per dozen 
Order No. 

18265 


LT... Te 


me —— 


¢.& E. MARSHALL C i) 


BOX 7737, CHICAGO 80, ILLINOIS 
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Ruehmling Elected President 
Of J. F. Sturdy's Sons Co. 


At a meeting on October 13th, the board 
of directors of J. F. Sturdy’s Sons Co., 
Inc., Attleboro Falls, Mass., elected George 
A. Ruehmling president and treasurer suc- 
ceeding his late father-in-law, Frederick 
E. Sturdy, who passed away on October 
3rd. 

Mr. Ruehmling has been connected with 
the company for eight years with the ex- 
ception of the war period when he served 
as a Major in the Army Air Force as con- 
tracting officer. He has been executive 
head of the company for the past four 
years. 


DUAL-PURPOSE LIGHTERS 





The Ronson collection of cigarette light- 


ers that saved servicemen’s lives during 
World Wars [ and II attracted the atten- 
tion of Harold Russell, incoming National 
Commander of the AMVETS of World 
War II and star of “The Best Years of 
Our Lives.” This collection of lighters was 
shown at the Ronson exhibit at the Na- 
tional Association of Retail Druggists’ con- 
vention held recently in New York. 
Examining a Ronson lighter, which de- 
flected a bullet aimed at a Master Ser- 
gseant’s heart, with Mr. Russell are Alfred 
R. Nathan, vice president in charge of 
advertising, Ronson Art Metal Works, Inc., 
and Harold A. Keats (center) outgoing 
National Commander of AMVETS. 


Waltham Watch Company 
Sponsors Radio Quiz Show 
The Waltham Watch Co., Waltham, 


Mass., has undertaken an ambitious adver- 
tising and public relations program by 
sponsoring the “Share the Wealth” radio 
quiz show heard every Monday evening over 
a coast-to-coast ABC network at 8:00 P.M. 
ay 

An important feature of this radio show 
is the big nation-wide “Waltham Watch 
Birthday Gift Contest” which provides a 
new wrinkle to the already popular “give 
away quiz.” 

In addition to giving away prizes to 
studio contestants, listeners will be invited 
to send in names of friends or relatives as 
candidates deserving of a 17-jewel Wal- 
tham watch as a birthday gift. Entry 
blanks for the contest have been made 
available through local jewelers. Local 
weekly winners will receive their gift 
watches from the local jeweler whose 
name is on the winning entry. Jewelers in 
the network trading areas will receive free 
local radio commercials urging listeners 
to visit his jeweler for official entry blanks. 


The whole program is designed to in. 
crease jewelry store traffic by bringing 
customers into the store for entry blanks, 
to make customers birthday-conscious anq 
jewelry-gift conscious, and to redeem gift 
certificates of the 63 winners to bp 
awarded Walthams each week of the cop. 
test. 


J. Wiener, Diamond Cutters, 
Observe 70th Business Year 


One of the jewelry industry’s oldest dig. 
mond cutting firms, JohnWiener, of 1 Weg 
47th St., New York, this year celebrates jt, 
70th year of continual ownership and 
operation. The firm is owned by Harry [, 
Wiener, son of the founder of the business. 

In 1875, Harry’s grandfather and his 
family came to this country from Holland 
and settled in Boston, Mass. One of the 
first diamond cutters to come to this coup. 
try, Mr. Wiener started work in the firm 
of Henry D. Morse & Co. Under his tutor. 
ship, his son, John, at the age of 18, began 
his apprenticeship as a diamond cutter, 

After fully learning the trade, John 
came to new York and became foreman 
for the firm of Simon Dessaur. Shortly 
after, he went into business for himself, 
specializing in cutting old mine stones and 
repairing chipped diamonds for the trade. 

John Wiener’s son, Harry, became assgo- 
ciated with his father as an apprntice dia- 
mond cutter in 1904, and received expert 
advice in the handling of old mine dia. 
monds. Since his father’s death in 1918, 
Harry Wiener has conducted the business 
under the original firm name. 














COMPACT 

MIRRORS 

REPLACED 
48 Hour Service 


HOW TO ORDER 

All you need do is mail the 
compact to us. We replace the 
mirror and return promptly. 


PRICES and TERMS 

Send no cash. We mail C.O.D. 
unless otherwise specified. 
Rated firms wishing to send 
steady business will be billed 
on open account if requested. 


Average replacements cost 
from $.75 to $1.50. 


ENTERPRISE 
ART GLASS COMPANY 


335 East Wayne St. Fort Wayne 2, Indiana 


We also replace broken mirrors 
in make-up kits, hand mirrors, ete. 











THE JEWELERS’ CIRCULAR-KEYSTONE 


pt oer 


a ae 





eat Rey? 


SRO RIOT! RF 


ay 





18, 


Ss 





INSTALL TELEVISION FOR CUSTOMERS' ENTERTAINMENT 





Television entered the annual Fall Gift Show at the Parker House on Sept. 12 to 16 for the 
first time as Smith & Zaff set up one in their suite of rooms for the entertainment of guests 


and customers. 


It is shown here, with two customers on the left, and with Bernie Smith and 


James Bridges, Jr., of the firm, at the right. 





Hamilton Diamond-Set Watch 
Guarantee Protects Jewelers 


The approaching holiday shopping sea- 
son prompts the Hamilton Watch Co. to 
remind jewelers of its pelicy regarding 























RAISE CASH 
IMMEDIATELY 


Louis COLMES 
The 
JEWELERS’ AUCTIONEER 


No Sale 


Too Large 


No Sale 
Too Small 


Entire Jewelry 
Stores Bought 
for Cash 





We have conducted sales for 
leading jewelers of America 
20 years of concentrated experience 


in this field. 
Bank and Trade References Supplied 


Correspondence strictly confidential. Our 
successful methods of conducting sales have 
proved that when the auction is over you 
will have the good will of the people in 
your entire community, and your business 
will be permanently increased. 


LOUIS COLMES 


185 Erasmus St., Brooklyn 26, N. Y. 





Phone: BU 4-4698 
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guarantees on its diamond-set watches. 

In making available its wide and di- 
versified line of diamond-set models, Ham- 
ilton takes every possible precaution to 
assure the watch purchaser his full measure 
of value. The word “Hamilton” appears on 
the movement, dial, and case of every 
Hamilton diamond-set watch. In addition, 
a small folder, the Guarantee of Authen- 
ticity, is packaged with each watch. Dia- 
mond-set watches returned to the company 
will not be accepted for repair unless they 
are returned intact, that is, with the same 
case, dial, and movement they contained 
when they were shipped from the factory. 

These precautions also serve to protect 
the jeweler because he knows that when 
he sells Hamilton diamond-set watches he 
and his customers are fully protected by 
the Hamilton guarantee. 


Practical Gem Reference Chart 
Available to Retail Jewelers 


A very practical gem chart has been 


compiled by David Widess, C. G., and is 


being distributed to interested retail 
jewelers. 
This chart, which is 6” by 9” in size, 


lists the various gemstones, their mineral 
content, hardness, refractive index, both 
double and single, as well as_ specific 
gravity of each gem. 

In addition, the wedding anniversary 
list and birthstones list is given. The 
wedding anniversary list was sponsored by 
the Jewelry Industry Council and endorsed 
by ANRJA, NACJ and NWJA. The birth- 
stones list was established by ANRJA in 
1912 and clarified by the AGS in 1938. 

This chart is a valuable reference guide 
for any retailer and may be obtained gratis 
by addressing David Widess, care of I. 
Widess and Sons. 220 West 5th St., Los 
Angeles 13. Calif. 





These Fast-Selling 
Imported Miniatures. 








the GREATEST Mini-Cam VALUE 


The TONE CAMERA 























@ F:3.5 rere Lens EITHER 

® Focusing Mount—3 ft. to Inf. CAMERA 

@ 1/25 to 1/100 sec. Cocking Shutter 

@ Eye Level and Waist Level Finders LIST 

© Complete with Leather Case 39 95 
* 


MYCRO en =. 


above 














LOWEST PRICED 
MIDGET CAMERA 
ON THE MARKET 


MIGHTY 


Precision camera with 
f:4.5 lens and genuine 
leather cate 


SIMILAR TO / TO ABOVE 
SAME PRICES 





LIST | ae 
$7.95 © $4.77 


VESTA 








NOW! AT REDUCED PRICES 


RUBIX- 
RUBINA 


Professional 
Miniature 


® Color Corrected f:3.5 Anastigmat Lens 

® Precision Shutter, 1/25 to 1/100 sec. & B. 

© Finest Miniature Camera at NEW, RE- 
DUCED PRICE COMPLETE WITH CASE 


LIST $19.95—NET $11.97 




















A Precision Miniature Camera 


STEKY 


® Precision Pocket Camera 
@ F:3.5 Stekinar Lens 

@ Interchangeable Lenses 
@ Automatic Film Counter 
@ All-metal Chromed Finish 


COMPLETE LIST $94.95 — NET $14.9] 











PHOTOMATIC 


precision lighter for all 
photo fans 


An amazing replica of a 
camera, boxed with de- 
tachable tripod for desk 








or pocket. Cable-release 
igniter. 
CAMRA-LITE preci- 


Retails at $4.95 
Your Cost $2.50 


sion lighter, with tri- 
pod. Retails at $5.95. 
Your Cost $3.00. 




















L<™ Write for Our NEW Catalog 
co, OCEAN PHOTO SUPPLY 
es 





1] W. 20th ST 


NEW YORK 11 
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THOMAE NOVELTIES 





LIQUOR JIGGERS 


No. 45 Thimble Jigger 1/2 oz. capacity 
No. 446 Cup Jigger, measures !/2, 1, ]!/ 
and 2 ozs. 
No. 246 Double End Jigger 
1/4, oz. standard jigger measure 
1 oz. standard pony measure 
Lines divide cups for 1/-34 oz. 
No. 888 Labels—All Popular Kinds 


Illustrated price list available 


CHAS. THOMAE & SON Inc. 


15 Maynard St., Attleboro, Mass. 
Style, quality, and finish for over 28 years 
SOLD TO RETAIL JEWELERS ONLY 








THE 


Leihor SPORTS LINE 2 


CHARMS AND MEDALS 
FOR 
ALL EVENTS 


7O YEARS OF 


QUALITY AND SERVICE “ . 
THROUGH THE WHOLESALER 








J. M. FISHER COMPANY 
ATTLEBORO, MASSACHUSETTS 














FiNE STERLING 
HOLLOWWARE 


and 


AUTHENTIC ANTIQUE 
REPRODUCTIONS 


72 K STREET 
BOSTON, MASS. 











— 
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Sold only direct to Retailers 


WELLS MFG. CO., ATTLEBORO. MASS. 





NICKEL SILVER 
PHOSPHOR BRONZE 


THE SEYMOUR WEG. CO, 


sb YMOTH. CONN 
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q A busy winter season seems assured 
for New England jewelers following a 
most successful annual Fall Gift Show at 
the Parker House, Sept. 12 to 16. Hun- 
dreds of jewelers from all over New 
England visited the show, with attendance 
records chalked up by the registrars each 
day as lists mounted above the 500 mark 
daily. Many wholesalers reported buying 
as “brisk.” 

q Boston was one of 12 cities represented 
in the second Diamond Show in New 
York City on Oct. 20. In making the an- 
nouncement, as this issue went to press, 
Benjamin D. Shreve, president of Shreve, 
Crump & Low Co., Boston, said that “Dia- 
monds U.S.A.” is presented in advance of 
the formal season to display new designs 
in diamond jewelry to the press. In value 
of exhibits, Mr. Shreve said, it is one of 
the most lavish fashion shows held any- 
where during the year. The jewelry worn 
by the models last year was valued at 
approximately $3,500,000. For the second 
time, Mr. Shreve added, the Boston jewel- 
ry displayed at the show was supplied by 
his firm. Other exhibitors were leading 
jewelers in New York, Philadelphia, 
Washington, Cleveland, Detroit, Chicago, 
St. Louis, New Orleans, Dallas, San Fran- 
cisco, and Los Angeles. 

q.H. W. Pettengill, Tilton, N. H., jeweler. 
recently devoted window space to a dis- 
play of watch repairing materials, watches, 
and model displays he had constructed. 
Among the interesting items was a minia- 
ture locomotive circling a globe, which 
illustrated the point that the balance wheel 
of a watch makes the same number of 
revolutions as a wheel on an engine would 
make to circle the globe 25 times a year. 
Also on display was a giant-size model 
watch escapement made by Mr. Pettengill. 
¢q As this issue went to press, officers and 
directors of the Diamond Peacock Club 
were meeting to outline plans for the 
club’s annual lobster dinner at the Parker 
House, Boston, on Oct. 28, when annual 
election of officers will take place. Present 
among the officials were: John F. Mce- 
Namara of E. H. Saxton Co., president; 
Robert Brennan, Speidel Corp., vice-presi- 
dent; David Percival of D. C. Percival 
Co., secretary; William Selberg of Elgin 
National Watch Co.. treasurer; and the 
following directors: Matthew Brown, Scott 
Jewelry, Lowell: Robert Abbott, Wood- 
Abbott Co., Lowell: Arthur Wright, Maut- 
ner Co., Boston; Michael Mahar, Mahar 
& Engstrom, Boston; Harold Barry, Barry 
& Epstein, Boston, and Bert Dehlin, Handy 
& Harman, Providence. An entertainment 
program was planned to follow the dinner 
and business session. 

q Plans also were under way as this issue 
went to press for members of the Boston 
Jewelers Club to hold their annual beef- 
steak dinner at the Hotel Statler on 
November 4. Cocktails 6 to 7 p.m., and 
a business meeting and election of off- 





NEW ENGLAND 


cers following the dinner were scheduled 
along with an entertainment program. _ 
q When it comes to athletic honors, no 
one will deny that Mrs. Rose Marshall 
head bookkeeper at the Travis-Farber Co. 
909 Jewelers Building, “surely takes the 
cake.” Now, to top off with a delectable 
dish, she’s bringing in sample cakes to 
try out on the company workers, prepara. 
tory to entering a national cake-baking 
contest. Her nearest rival is Edward Het. 
fron, watchmaker with the firm, who deco- 
rated a beautiful birthday cake for his 
year-old son on Oct. 9, topping it off with 
an elaborate icing cartoon of the young 
man, in gay colors. 

q News items at the Nathaniel I. Goodman 
Co., 1007 Jewelers Building, included the 
fact that Nat’s son-in-law, Paul C. Lifset 
is on the road covering the New England 
territory and that Mrs. Goodman was 
elected president of the Brookline Circle. 
Companions of the Foresters, on Oct. 20. 
q Members of the New England Guild of 
the American Gem Society held their first 
fall meeting at The Smorgasbord Res- 
taurant, Sept. 14, at which time Fred 
Gurney of Gurney Brothers, Brockton, 
Mass., was elected president to succeed 
Richard Chesley of the Thomas Long Co., 
Boston. Francis Carson of A. Stowell & 
Co. was elected vice-president; Mrs. Ella 
Bird of Smith-Patterson Co., was re- 
elected treasurer for the 14th term, and 
Miss Elizabeth Brown of the A. R. West 
Co., was elected secretary. The October 
meeting was held at the same place on 
the 19th. 

q William J. Murray, 901 Jewelers Build- 
ing, is back from a_ successful salmon- 
fishing trip in the wilds of New Brunswick. 
q Partitions have been removed in the 
Robert T. Johnston store, 405 Jewelers 
Building, giving added room for Lillian J. 
Hayes, manager, and her associate, Laura 
Cutts. 

q Proof that these New England items are 
read—and have resulis—is found in the 
fact that immediately following a report 
last month that Sherman Shatz of the 
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In connection with the Handy and Harman third national Silversmithing Workshop Con- 
ference for teachers held at the Rhode Island School of Design, the Tilden-Thurber Corp. 
of Providence displayed handwrought silver in one of their windows. The silver used in the 
display was designed and executed by Margaret Craver, consulting silversmith to Handy 
and Harman and director of their Craft Service Department. 





Louis F. Guiness Co., 711 Jewelers Build- Ferraguto-Frankel, 730 Province Building, 


ing, had completed his National Guard completely redecorated their store recently, 
training and been promoted to PFC, he and added a line of antique jewelry. 

was stepped up in rank to Master Ser- q When Myer Lippa of Burlington, Vt., 
geant. opened his new store, moving from 338 


q Don Ferraguto and Morey Frankel of Church to 46 Church St., a formal open- 
ing was held on Oct. 6. Five hundred 
salad forks were given away to the first 
500 women to come to the store, and 500 
s windshield scrapers went to the first 500 

Dp 0 U b L E men. In addition, two radio stations re- 
corded the event, and the press called 


: A C T | p N attention to the fact that on two days 
i more than 2000 keys were distributed to 
passersby—6 of which fitted locks to trea- 

{| Fi] A M M t # e sure chests displayed in the store windows. 


These contained such items as a diamond 


ring, a Mixmaster, a watch, a set of dishes, 
and many other valuable items. On hand 










for Coining, 








Stamping, to assist in the opening were Robert Bren- 
Embossing, nan of Speidel Corp.; Thomas Reilly and 
Cold Sizing, Mrs. Bella Glass of the Bella A. Glass 
Co., 609 Jewelers Building, and Nathan 
ei ® SHOCKLESS Alberts and Mr. and Mrs. Ralph Bold of 
7 the J. Alberts’ Sons firm, 8th floor of 
a © VIBRATIONLESS Jewelers Building. 
q Attractive little desk calendars have 
© NO SPECIAL gone out each month from the M. S. Page 
FOUNDATIONS Co., 5th floor of the Jewelers Building, 
the front carrying an attractive sketch of 
© IDEAL FOR ABOVE a Wakefield, Mass., historic building, along 
oS ee GROUND with a quotation from the Vicar of Wake- 
ila es FLOOR INSTAL- field, and the back containing a con- 
r caanaamanaenmcnmnnannn™ LATIONS venient check list of items “We carry” 
‘® and “We represent.” 
. SAME CONTROLS q When the city of North Adams, Mass., 
AND ACCUR- held its fall festival Oct. 6, 7 and 8, 
ACY AS STA- Robert Brennan of Speidel Corp. and 
TIONARY Thomas Reilly of the Bella A. Glass Co., 
ANVIL Jewelers Building, stepped in and helped 


the Jolley Jewelry Shop, 13 Eagle St., 


PNEUMATIC DROP HAMMER CO. tie-in with the event with a colorful win- 


dow display of Golden Harvest, Speidel 
(Please turn to page 245) 
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q' To celebrate the fitty-fifth anniversary ot 
their firm, Jos. B. Bechtel & Co., Inc., 
wholesale jewelers, located at 729 Sansom 
St., will hold a birthday party in the Mir- 
ror Room of the Warwick Hotel on No- 
vember 2nd. 

q A change in technique in handling di- 
rect mail advertising has resulted in in- 
creased pulling power on a lower adver- 
tising budget for C. Adward Best of 621 
S. 52nd St., Philadelphia. Mr. Best for- 
merly sent seasonal letters to a mailing 
list which contained the names of a large 
number of people who had made purchases 
in the store. This season, his direct mail 
advertising campaign is concentrated with- 
in a ten-block radius of his store. A change 
from letters to postcards, and a reduction 
in distribution, have reduced printing and 
mailing costs. Every home in the area re- 
ceives a monthly postcard starting out 
“Dear Neighbor.” The informal, neighbor- 
ly style gives the ads an appealing indi- 
viduality and also dissolves the necessity 
to know all the names. 

q By the time you read this the Philadel- 
phia Retail Jewelers Association will be 
just about ready to spring the big surprise. 
For two months now, the committee in 
charge of the association’s tenth annual 
dinner-dance has been promising a “big 
surprise” at the affair. The dinner-dance 
will be held on November Ist at the Belle- 
vue-Stratford Hotel. 

q.C. Fred Muth. Jr., of Jenkintown, Pa., 





Pennsylvania Watchmakers Assn. 
Makes Smith Lifetime Member 


At a gathering of the Watchmakers As- 
sociation of Pennsylvania on September 
llth, several hundred watchmakers and 
their friends honored William QO. Smith, 
president of Western Pennsylvania Horo- 
logical Institute. 





George Neisslein (right), president of the 

Pennsylvania Watchmakers Association, pre- 

sents William O. Smith, president of WPHI, 

with a lifetime membership in the watch- 
making group. 


George Neisslein, president of the asso- 
ciation, presented Mr. Smith with a life- 
time membership in the watchmaking group 
in the form of an engraved silver plaque. 
The award was given in recognition of 
Smith’s service to the watchmaking pro- 
fession, 
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retuses to participate in the “Jenkintown 
Day” reduced price sales held every month, 
Instead, he competes with this event by 
using a series of educational and informa. 
tive signs in his windows giving the pub. 
lic valuable information on how to buy 
various gems, watches and other merchap. 
dise. 

q This year Miss Marie Leonhardt yij] 
again encourage her customers to partici. 
pate in her one-woman campaign for the 
Jenkintown Day Nursery. Last Christmas 
she placed funds which might have gone 
into other forms of advertising and promo. 
tion in a direct-mail campaign explaining 
the needs of this worthy organization and 
requesting the prominent people of the 
area to contribute through her store. She 
promised that every cent they contributed 
would go to the Day Nursery and all ex. 
penses would be borne by herself. This ap. 
parently appealed to many who are skep.- 
tical of the percentage of overhead involved 
in most requests for money. Almost every- 
one solicited contributed something—a per- 
centage of participation she had hardly 
dared hope for—and throngs came into the 
store to donate, then purchased from her. 
q The September meeting of the Horolog- 
ical Guild of Philadelphia was held on the 
22nd at the Academy of Natural Sciences. 
Heavy rains were responsible for a sharp 
drop in attendance causing postponement 
of the planned election of officers. C. Fred 
Muth, Jr., showed a film on Linde syn- 
thetic stones distributed through the Linde 
Air Products Co. The next meeting was 
scheduled for October 20th at the same 
place. 

q bo Mont Jewelers, Inc., Camden, N. J. 
will give out small banks in the form of 
grandfather’s clocks this Christmas sea- 
son. They were distributed during the 
“Watch Parade” to all those entering the 
store and the owner described them as 
the “cheapest kind of effective advertising.” 
In addition, bo Mont will continue to use 
newspaper and direct mail advertising. 
q Carl A. Doubet, Jr., of Wilmington, Del. 
son of the well-known Carl A. Doubet of 
Chester, Pa., tried a simple test on his ad- 
vertising media last year at this time, the 
results of which are guiding his adver- 
tising expenditures this year. For two days 
he and his staff asked every customer who 
entered the store what media brought them 
in. Forty-three per cent of those ques 
tioned replied they saw something in the 
window they wanted. Thirty-one per cent 
sought out the establishment as a result 
of direct mail advertising. (No catalog 
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was used but white postcards with heavy 
black printing described merchandise with- 
out illustrations.) This year the store will 
distribute a small catalog put out by a 
well-known manufacturer. Some newspaper 
advertising will be used since about lo 
per cent of the customers were attracted 
through it last year. But radio will be 
discontinued. The greatest emphasis will 
be placed on windows. . 
q Braiger’s of Wilmington, Del., will dis- 
continue the luggage and camera depart- 
ments as part of their program to cancel 
all side-lines and become specialists in 
distinctive jewels, Mr. Braiger has an- 
nounced. 

q Skulnick’s of Camden, N. J., will again 
emphasize promotions with a_ personal 
touch during November and December. 
Photos of customers shopping in the store 
will be taken at unannounced times and 
those customers who identify their pictures 
will be given prizes. 

q Mickey Orloff presided at a luncheon 
meeting of the board of directors of the 
Sansom Street Business Men’s Association 
held at the Edison Grill on September 27th. 
Plans were formulated for the coming year. 
The first regular meeting for all members 
was held at Bookbinders on the 29th. 
Josef Milner presided over an unusually 
large attendance. The next meeting was 
scheduled for November 4th at a place not 
yet announced at this writing. 

q William J. Glatz has added the Keepsake 
line of Diamonds to his stock at 6435 
Rising Sun Ave. He has been in this 
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location for about a year but will be 
remembered for the years spent at his 
former address 6508 Rising Sun. 

q Friends and neighbors of Alfred Alvares 
are congratulating him on his return, on 
a part time basis, to his store at 6400 
Callowhill St. after an absence of five 
weeks spent in the hospital. He reports 
that he will soon be working full time. 

q Francis Haggerty has returned from his 
prolonged vacation to his stores at Broad 
and Erie Ave. and 3707 Germantown Ave. 
q William Weser of 2802 North Fifth St. 
is in the midst of plans to redecorate his 
shop. 

q A spokesman for Zeises Jewelers reports 
a definite increase in direct mail advertis- 
ing over the budget of last year for the 
store at 124 South 7th St. 

q Charles H. Edenborn & Co., after ex- 
perimenting with spot announcements on 
a local radio station, has returned to 
concentration on newspaper advertising. 
q The Rizzo and Flick store at 5108 Mar- 
ket St. has been completely redecorated 
to make it quite modern and showy. New 
fixtures, new flooring and an eye-catching 
new front are attracting Christmas shop- 
pers. 

q The Wadsworth line of compacts and 
cigarette cases have been added to the 
other name brands carried at Neid’s 
Jewelers of 1305 Market St. Neid’s are 
emphasizing “attractive leaders in the 
window” to bring in business this season. 
q The Ben Mazer store at 122% South 8th 
St. has been completely renovated and air 
conditioned. 

q The J. E. Caldwell Christmas catalogue 
will again serve many customers through- 
out the entire year, if the request printed 
on the fly page last year is as successful 
this year. “Although this catalogue has 
been prepared for Christmas we hope you 
will keep it and use it to assist you in 
selecting gifts throughout the coming 
year.” 

q Mickey Orloff has enlarged his assembly 
shop and shipping department to keep pace 
with an increasing quantity of orders 
which had been. overtaxing facilities at 
his establishment on Jewelers’ Row. 

q Aisenstein & Gordon of 712 Sansom St. 
has been appointed distributor for Sunbeam 
Electrical Appliances. The new catalogue 
of this company’s merchandise for 1950, 
including the Sunbeam line, will be out 
about the time you read this. 

q W. Earl Gutekunst of Joseph B. Bechtel 
and Co. is asking all the girls he sees 
wearing an orchid these days if they, too, 
have been selected “Career Girl of the 
Day.” Of course it’s only an excuse to 
tell about his wife, a secretary at the Corn 
Exchange, who recently won this honor. 
q Mark Goldberg, formerly of Tuckers 
Jewelry Store in Darby, Pa., became affil- 
iated with M. Sickles & Sons Thursday, 
October 6th. 


Van's Open Branch Store 


Van’s Jewelry and Gift Shop recently 
opened in Cuthbert, Ga., with a line of 
jewelry, silver, glassware and gift and art 
items. Another branch of Van’s was 
opened a short time ago in Dawson, Ga. 
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q Robert B. Slaton, one-third owner of 
Nathan’s Jewelers, 327 West Main, Deni- 
son, Texas, has purchased the interest of 
his associates in that store and has changed 
the name to Robert’s Jewelers. Mr. Slaton 
has been a partner in the business since 
it was purchased from Linn Brothers, in 
July, 1945. The store will continue with 
the same personnel, and will continue to 
handle the same line of merchandise as 
before. 

q¢ Joseph H. Poizner recently announced 
the purchase of Harley’s Clock Shop, 425 
Altman Building, Kansas City, Mo. Mr. 
Poizner stated that the business will be 
continued under the trade name of Har- 
ley’s Clock Shop. 

q D. H. Jackson, who purchased the R. 
Moss Jewelry Store at 223 St. Ann St., 
Owensboro, Ky., five years ago, recently 
announced a change of name for the store. 
The new store name is Jackson, Jeweler. 
According to Mr. Jackson, the business 
will be continued at the old location along 
the same lines followed during the past 
five years. 

q A committee has been appointed by 
the Texas Watchmakers Association to 
investigate the watchmaker licensing laws 


Over 1,000 Well-Wishers 
Attend Engel's Housewarming 
J. Engel & Co., Inc., of Baltimore held 


a “housewarming party” in their new build- 
ing on September 25th and 26th. Over a 
thousand well-wishers came from all points 
in the East with a goodly sprinkling of 
Mid-Westerners. Customers and suppliers 
paid their respects amid more than a 
hundred floral gifts that gave a festive air 
to the celebration. 
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Leon Engel stands with Jay Engel before the 

picture of Jay's father, Jacob Engel, who 

founded J. Engel & Co., Inc., in 1897. The 

occasion was the firm's move to new and 
larger quarters. 


According to Jay G. Engel, “With over 
10,000 square feet of floor space plus air 
conditioning and non-fatigue fluorescent 
lighting, we’re prepared to give even 
greater meaning to ‘Engel Service at your 
Service.’ ” 

Leon Engel pointed out the improved 
facilities for showing merchandise to cus- 
tomers, and called attention to the Dia- 
mond Room, one of the best equipped 
of its kind. 
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of other states and determine how they 
might be applied to Texas. 

q M. A. Burgoyne, formerly with the Bel] 
Jewelry Co., has purchased the M. A, Pog 
Jewelry Store at 112 Jefferson St., Sap 
Antonio, Texas, and changed the name to 
Burgoyne’s, Jewelers. Mr. Post, who has 
been a San Antonio watchmaker and 
manufacturing jeweler for more than 25 
years, has announced his retirement from 
active business. 

q Jack Pinnell of St. Louis, Mo., has taken 
a position as watchmaker for the Gift 
Chest Jewelers at Dexter, Mo. 

q Mrs. Hazel Insko has re-opened her 
Gift and Jewelry Store in Waynesville, 
Mo., which was closed temporarily to un.- 
dergo extensive repairs caused from water 
damage as a result of a flash flood. 

q Chase Jewelry Company, Miami, Fla, 
has received a charter from the Secretary 
of State, listing authorized capital stock at 
50 shares, no par value. Incorporators: 
Edward G. Chase, Alfred Sherman and 
Samuel Miller. 

¢q W. C. McDuffie, proprietor of a jewelry 
establishment at Jacksonville Beach, Fia., 
has been elected president of the Beach's 
Kiwanis Club for the coming year. 

¢q Fred N. Day Sons, Inc., Winston-Salem, 
N. C., has been chartered with capital 
stock of $100,000 to buy and sell jewelry. 
Incorporators: Louis Day, of Rocky 
Mount; David Day, Winston-Salem, and 
Henry Day, Raleigh. 

q W. W. Putnam, prominent jeweler of 
Tallahassee, Fla., is the new president of 
the local Kiwanis Club. 

q Thatchis Jewelers, Inc., Hollywood, Fla., 
has obtained a charter from the Secretary 
of State. Authorized capital stock is 50 
shares, no par value. The incorporators 
were Garfield G. Thatcher, Louis T. 
Thatcher, Maurice W. Golden, Sadie 
Golden, Jack Landan and Frances Landan. 





Allied Gift and Jewelry Show 
Draws Record Number of Buyers 


The largest number of buyers in the 
city’s history flocked into Dallas, Texas, 
during Labor Day week to place orders at 
the 18th Allied Gift and Jewelry Show, 
held on eight floors and the Grand Ball- 
room of the Adolphus Hotel. 

Diamonds, jewelry, costume and men’s 
jewelry, watches and silverware were heay- 
ily represented among the lines of some 
1500 manufacturers and were also re 
sponsible for a large percentage of opti- 
mistic buying. 

Sales in diamonds and jewelry made 
notable advances over recent months, while 
Christmas shopping prospects and the de 
mand created by the new fashions for 
imaginative jewelry provided a_ healthy 
stimulus in the field of costume jewelry. 

In acclaiming the 18th Allied Gift and 
Jewelry Show as the greatest in the city’s 
history, the Dallas press, and in particular 
the Dallas Morning News, gave special 
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PROMINENT SPEAKERS ADDRESS JEWELERS' BANQUET 
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Over 100 jewelers, their wives and employees spent an enjoyable evening at the annual 
dinner meeting of the Norfolk-Portsmouth Retail Jewelers Association held on Monday 
evening, September 9th at Thalia Acres, a country club ten miles from Norfolk. Guest 
speakers at the gathering included Leon J. Engel, president of the National Wholesale 
Jewelers Association and chairman of the Jewelry Industry Tax Committee, and H. A. Gold- 
berg, president of the National Association of Credit Jewelers. A large number of attrac- 
tive door prizes were distributed to holders of the lucky tickets by Carl P. Harmon, execu- 
tive secretary of the association, who handled arrangements for this year's banquet. 





coverage to the jewelry exhibits and re- 
ported a widespread disappearance of re- 
cent sales resistance in the face of opti- 
mistic predictions for the holiday season. 

General comment among the retailers 
was focussed on the high overall quality 
of merchandise; on the welcome decrease, 
however slight, in prices, and on the num- 
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ber of new lines which lend themselve- 


admirably to astute promotion. 





Pack Opens Own Wholesale 
Firm in Washington, D. C. 


Horace Pack, for the past 20 years 
identified with the jewelry business in 
Washington, D. C., has opened hjs own 
wholesale jewelry firm, Horace Pack & 
Co., Inc., with offices in the Homer 
Building. 

A native of Washington, D. C.. Mr. 
Pack was general manager of the Charles 
Schwartz & Son F St. store from the time 
of its opening in 1940 until August, 1948. 
At that time Mr. Pack went into the 
wholesale jewelry business as manager of 
Blustein Co., Inc., Washington. He re- 
signed that position several weeks ago to 
form his own wholesale firm. 

Mr. Pack started in the jewelry business 
in 1929, and for the next seven and one- 
half years was with the Kay Jewelry Co., 
Inc., three and one-half years in the whole- 
sale end of that business and four years 
as manager of one of the Kay retail stores. 
In 1937 he joined Charles Schwartz & Son 
as sales manager of their 7th St. store. 

Mr. Pack is former chairman of the 
membership committee of the Greater 
Washington Retail Jewelers Association 
and was active in starting that organiza- 
tion in 1947, 

The firm of Horace Pack & Co., Inc., 
will serve as distributor in the Washing- 
ton area for a number of leading jewelry 
manufacturers, including many nationally 
advertised brands. 





Surveys Sales on West Coast 


Ralph Bertini, line manager for the 


Webster-Wilcox hollowware line of Inter- 
national Silver Co., has been making an 
extensive survey of sales on the West 
Coast. 
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For rapid turnever—Wee Cherub Didy Pins have 
irresistible sales appeal. These beautiful creations 
make a lovely gift for the new . Unique, 
practical, and a treasured keepsake. Wee 
Didy Pins are available in Sterling Silver, Gold 
Plated, and solid 10K Gold. Packaged in attrac- 
tive gift box. Available for immediate delivery. 
Memorandum selection on request. 
WEE CHERUB MANUFACTURING COMPANY 
2016 Travis Street Hovusten, Texes 




















ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
ec JEWELRY 
5 HOPKINS PLACE, BALTIMORE, MD. 

















JADE 


AND OTHER SEMI-PRECIOUS 
STONES 
ORIENTAL JEWELRY 
F. R. GABBOTT & CO., LTD. 


P. ©. BOX 232 HONGKONG 








241 





«) 











Gold=Siliver 
PLATING 


“ASK ABOUT” 


HODANIZE 


TRACC MARK REG. V. 6 PAT. OFF 


Silverware 
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LOST 


“Valuable time, detail- 
ed accuracy, and indi- 
vidualized identity be- 
cause I failed to use 
yy, the NEWALL-IZED 
yy tf Finger-Print’ System in 

4 selecting Swiss Watch 
Material.” 


Don’t let this happen to you! Ask 
your jobber today about the many 
benefits from the NEWALL-IZED 
“Finger-Print’” System. 

THE NEWALL MFG. CO. 


Chicago 2 ilinois 














WATCH DIALS 


REFINISHED 
4 DAYS SERVICE 
Complete Line Watch Cases and Dials 
MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 
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STO, TARNISH 


One simple application of Pro-Tex- 
Sil will protect beautiful silver from 
tarnish for many weeks. 


FREE TEST SAMPLE 
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THE CHICAGO INSTITUTE OF WATCHMAKING 


Invites you to write for our latest booklet G 
describing the courses and shops, and con- 
taining some pictures and letters from a few 
of the many satisfied graduates and employers 
who can truly explain our successful plan of 
sound training—Accredited by HIA and UHAA. 


6 £. Lake St. (new location) Chicago 1, Ill. 





CHICAGO INSTITUTE OF WATCHMAKING . 
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q The 15th floor of the Merchandise Mart 
of Chicago, will soon have a nationally 
advertised figure as one of their members. 
Leon A. Bergsman, identified with the 
trade for the past 25 years, has been 
elected to the Calvert Switch Club. His 
name and picture will appear nationally 
in newspapers and magazines as having 
switched to Calvert under the heading of 
“The Man in Silver now in Clover.” 

q Over 100 Illinois jewelers and _ their 
families attended the Decatur mid-year 
meeting of the Illinois Retail Jewelers 
Association and enjoyed a pleasant after- 
noon and evening on the shore of Lake 
Decatur. A good dinner started the meet- 
ing, and this was followed by an enter- 
taining half-hour of mystifying stunts by 
Orthalgo, who has entertained the Illinois 
retailers before. Following a lively business 
discussion, everyone went to the lovely 
home of Mr. and Mrs. Frank Post where 
they enjoyed boat rides, more informal 
magic by Orthalgo, and a grand picnic 
supper furnished by the Decatur jewelers. 
¢ October 10th was “Red Feather” day, 
signifying the opening of the annual com- 
munity fund drive in the city. Ralph Mil- 
hening (Ralph Milhening, Inc.) and Vin- 
cent (Vince) Newman (Jewelers Board of 
Trade) were co-chairmen of the Jewelry 
Division of the community fund of Chi- 
cago. 

¢q Sol Deitch and Edith Goldstick an- 
nounced the opening of their new retail 
jewelry store, The Soledith Jewelry Co., 
Room 1414, Heyworth Building. A_three- 
day grand opening was held, starting Sep- 
tember 15th. 

¢€ Rudy Samuels, advertising manager of 
Stein & Ellbogen, recently returned from 
a month’s vacation in California with his 
wife and children. 

q The Ball Co., prominent wholesalers 
with headquarters in Chicago, formally 
opened their new Minneapolis branch in 
the Jewelers Exchange Building recently 
with a buffet supper and cocktails, pre- 
sided over by Webb C. Ball, II, president. 
The new branch featuring nationally 
known lines will be headed by Walter J. 
“Wally” Wigen and G. O. “Gerry” Jen- 
sen, both of whom received their retail 
experience with J. B. Hudson Co. and are 
well known in the Minneapolis area. 

q Paul H. Samuels (Paul H. Samuels, 
Inc.) announces enthusiastic response 
from the trade to the showing of his 1950 
line of ladies’ plain and diamond Blanc- 
pain watches. Mr. Samuels feels that his 
1950 line has the most unusual styling 
ever to be presented to the industry. 

q Thomas White has sold his wholesale 
business in the Heyworth Building to 
Sam Bumor, formerly in the Watch De- 
partment of A. C. Becken Co. 

q Henry Bogoff, president of Gay Bee 


Jewelry Co., manufacturers of “Jewels by 


Bogoff,” announced their recent move to 
new and enlarged quarters at 31 South 
Franklin St., Chicago. 


CHICAGO 














q James G. (Jimmie) Flatau, with offices 
at 29 E. Madison St., Chicago, IIL, wil] 
represent the Acme Ring Mfg. Co., Ine, of 
Newark, N. J., in the Middie West, South 


and on the West Coast. 





Greater Chicago Jewelers Assn, 
Embarks on Aggressive Program 


The Jewelers Association of Greater 
Chicago held their first business meeting 
and dinner of the fall season at the Stand. 
ard Club on September 14th with an ex. 
cellent attendance. President Norman 
Kernis opened the stimulating business 
session by sounding a call for cooperation 
from all members on the very important 
cooperative advertising program which was 
started at the last summer meeting. 

Al Berke, Al Appei and Sheldon Phil- 
lips who comprise the advertising com. 
mittee, did yeoman work during the sum- 
mer months and the result of their effort 
was shown in a sound, aggressive and 
constructive advertising program which was 
presented to the members by C. W. Kerr 
of Schwimmer & Scott, Inc., advertising 
agency, who have been retained by the 
association to handle this program. Mr. 
Kerr pointed out to the members the abso- 
lute necessity of retrieving for jewelry 
stores the larger percentage of the gift 
dollar which has been drifting into depart- 
ment stores in recent years. 

The association program involves the 
use of a handsome diamond-shaped door 
emblem with an attractive blue background 
which will identify that store as a member 
of the JAGC and good sized ads will be 
used in the Chicago Tribune and Sun 
Times during the next three months. The 
program is an expensive one but will be 
done right and should be a forward step 
in educating the Chicago public to the 
advantages of buying their jewelry and 
gift items from member stores. 

A motion was made and passed that 
the program be accepted, and Executive 
Secretary Ben Sacks and the advertising 
committee were instructed to immediately 
go ahead. Before the meeting closed, the 
Harry Yaseen jewelry store of Chicago 
Heights was proposed for membership, and 
due to the extremely high regard in which 
Mr. Yaseen is held by the association, his 
store was admitted to membership unani- 
mously without the usual procedure of go- 
ing through the membership committee. 


Paul Leeds Stars on Telecast 


Paul Leeds, director of the Chicago 
Institute of Watchmaking, was a guest on 
the “Our Gal Toni” telecast on Friday. 
October 7th. 

Mr. Leeds told of the work being done 
at the school in the rehabilitation of dis- 
abled veterans and related success stories 
about many of the Chicago Institute of 
Watchmaking graduates. He also demon- 
strated the WatchMaster and explained its 
usefulness in modern day watch repair. 
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Visitors that attended the formal opening of the new quarters of the Chicago Institute of 


Watchmaking Institute Formally Opens New Quarters 








Watchmaking were quite impressed with Harry Yaseen's world famous collection of rare 
and unusual watches. Above Mr. Yaseen shows one of his more ornate timepieces to an 
interested group of onlookers. 


Over two thousand jewelers and watch- 
makers visited the Chicago Institute of 
Watchmaking on September 27th and took 
part in ceremonies which formally marked 
the opening of the school’s new quarters 
at 6 East Lake St., Chicago. 

The new quarters have been carefully 
engineered to provide instruction in the 
most efficient manner possible. The school 
has been divided into eight major shops, 
a carefully planned lecture room, a model 
school jewelry store and a material depart- 
ment and tool crib, in addition to execu- 
tive and administrative offices. Many of 
the leading figures in the watch and 
jewelry field were present, iicluding many 
members of the National Association of 
Watch and Clock Collectors. 

Among the honored guests present were 
Dr. William Schilling, Swiss Consul Gen- 
eral; Erwin Jost, Vice Consul and Harry 
Yaseen, who displayed his fabulous, world- 
wide collection of rare and _ unusual 
watches. In addition, the opening was 
highlighted by the premiere showing of 
Norman Rockwell’s painting, “The Watch- 
maker,” which was loaned by the Watch- 
makers of Switzerland. Photographers from 
all the Chicago newspapers were present 
and stories describing the open house and 
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Mr. Yaseen’s collection appeared in lead- 
ing Chicago dailies. 





Canada Lifts Import Ban 
On All Watches and Clocks 


Removal of import controls on watches 
and clocks of all kinds was recently an- 
nounced by the Canadian Finance Depart- 
ment at Ottawa. Sweeping import controls 
were imposed in 1947 when Canada was 
faced with a lack of dollar currency. A\l- 
though many of the controls have been 
lifted during that two-year period, the im- 
port ban on watches and clocks wasn’t re- 
moved until October Ist of this year. 

Import controls were also removed from 
watch actions and movements, cases and 
parts, time recorders, clock movements, 
clockwork mechanisms and clock cases. 





N. J. Watchmakers Ass'‘n. 
To Hold Gala Dinner-Dance 


To celebrate its tenth anniversary, the 
Watchmakers Association of New Jersey 
will hold a gala dinner-dance on Sunday, 
November 6th at the Ivanhoe Banquet 
Hall, 925 Springfield Ave., Irvington, N. J. 
The dinner committee, headed by Eugene 
Jung, has worked out quite a program 
for the evening. Among other things, the 
association plans to honor George Doehr- 
man, its first president, and all the presi- 
dents who succeeded him. ! 

Not to be confused with the dinner- 
dance is the annual convention of the asso- 
ciation which this year will be held on 
the regular meeting night, November 8th, 
at the Ivanhoe Banquet Hall. 





Champion Opens Jewelry Store 


The Champion Jewelry Co., owned by 
J. M. “Mike” Champion, was recently 
opened in Jasper, Ga. Jewelry, glassware 
and other items are featured in the mer- 
chandise selection of the new store. 
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Our work costs no more 
than ordinary work 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illineis 
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AUCTIONEER 


Serving legitimate jewelers for 


20 years 
6956 North Ashland Ave., Chicege 26 
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SCHUMER BROTHERS CO. 
Manufacturing Jewelers 


5 EAST THIRD STREET + CINCINAATI, ONIO 
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SCRAP GOLD 


We are buyers and refiners of Gold, Silver and 
Platinam offering the following prices for your 
scrap gold and gold-filled: 
22K $1.48 per dwt. or $29.60 per oz. 
18K 1.21 per dwt. or 24.20 per oz. . 





14K .94 per dwt. or 18.80 per oz. 
10K .67 per dwt. or 13.40 per oz. 
Gold-filled optical 1.00 per oz. 


20 yr. G.F. watch cases 1.25 per oz. 

25 yr. G.F. watch cases 2.00 per oz. 
Silver and Platinum at current prices. Small 
or large lots. Prompt and reliable service. 
All shipments held subject to your approval. 
Ship your next lot of scrap to us. 


A & A GOLD REFINERS 
Scrap — Filings — Sweeps 
32:3 West 5th St. Les Angeles. Calif. 
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q Local manufacturers and wholesalers re- 
port that retailers generally are now find- 
ing it advisable to replenish stocks sub- 
stantially in view of improved business 
conditions and buyer demands. This is 
resulting in considerable overtime work in 
many of the manufacturing plants and 
wholesalers’ offices. The outlook is said 
to be bright for a substantial increase in 
the approaching holiday jewelry business 
over that of last year. 

q Robert Faigle, who has covered south- 
ern territory for 14 years for Faigle 
Brothers, manufacturers in the Edwards 
Building, became owner and manager of 
the business on Oct. 1. 

q George Wiebell has opened a new retail 
jewelry store at 4903 Vine St., in suburban 
St. Bernard. He is a son of Adolph Wie- 
bell, who has operated a retail jewelry 
store on downtown Vine St. for nearly 
90 years. 

q Hundreds of local jewelry manufacturers, 
wholesalers and retailers, were among an 
audience of 6.100 persons who attended 
the “Chance of a Lifetime” radio show, 
sponsored by Bruner-Ritter, Inc., when it 
was broadcast on Oct. 9 from the Cincin- 
nati Garden. Among company representa- 
tives here for the broadcast were Mr. and 
Mrs. Saul Ritter and Mr. and Mrs. Maben 
Braun of New York City; W. H. McGreay 
and George Mason, Chicago; Robert Sill- 
man, Detroit, and S. H. Fisher, Seattle, 
Wash. 

q¢ Recent southern business trips have been 
made by R. E. Goebel, president of Ralph 
E. Goebel, Inc., wholesaler in the Provi- 
dent Bank Building; Joseph Faigle, presi- 
dent of Joseph Faigle and Sons, manufac- 
turers, 2219 Quebec Ave.; John Schira, Jr., 
of Schira Brothers, manufacturers, 530 
Walnut St., and Victor Youkalis, president 
of the Victor Corp., Enquirer Building. 

¢ Indian Summer vacationers included Mr. 
and Mrs. Andrew Hug of Schemel’s Jewelry 
Store, 2014 Mohawk St., on the Great 
Lakes; Miss Julia Sheridan, saleslady for 
the Frank Herschede Co., 8 West Fourth 
St., in Florida, and Clifford Bennett, sales- 
man for the Frank Herschede Co., in At- 
lantic City. 

q Richard Catching and Thomas A. At- 
kinson were in charge of a fall showing 
of Oneida Community Silverware in the 
Netherland Plaza Hotel. 

q The Town Criers, this city’s unique or- 
ganization of manufacturer’s and whole- 
saler’s salesmen, will stage an annual New 
Year’s party in Hotel Alms on Jan. 15. 
Maury Solomon of the D. Jacobs Sons Co., 
wholesalers at 811 Race St., is in charge of 
arrangements. 

q Herbert Krombholz, Jr., is now associ- 
ated with his father’s retail jewelry busi- 
ness at 6924 Plainfield Pike. 

q Clarence Loeb, salesman for Litwin and 
Sons, Inc., manufacturers at 114 West Sixth 
St., has returned to work after having 
been hospitalized with a diseased neck 
gland. Also back on the job is Gus Kuhn- 


CINCINNATI 


heim, salesman for the D. Jacobs Songs Co 
who has recovered from a broken leg. 
which he suffered in April, 1948. Virginia 
Albright, saleslady for Louis F, E. Hum- 
mel, retailer at 1 East Fourth St., is recy. 
perating at her home from a serious illness 
q Recent Cincinnati visitors have included 
George Spellmire of R. F. Simmons Co. 
Attleboro, Mass.; Reginald White of the 
J. J. White Manufacturing Co., Providence 
R. I.; Nathan Blank of the Speidel Corp, 
Providence, R. I.; James Lester of the . 
ternational Silver Co., Meriden, Conn: 
Frank Budlong, Jack Williams and Wa}. 
lace Newman of New York City; George 
Kessick of the H. F. Barrows Co.; Harold 
Blackburn of Seth Thomas Co.; Robert 
Groebe of the Chicago office of the Inter. 
national Silver Co.; James Pennington, re. 
tailer, Ossian, Ind.; H. W. Roe, retailer, 


Washington C. H., Ohio; Charles A, 
Farthing, retailer, Harrison, Ohio, and 


William H. Huesman, retailer, Greenburg, 
Ind. 

q E. B. Jacobs of the D. Jacobs Sons Co,, 
and family have returned from a vacation 
at Bald Mountain, Maine, and Julius D. 
Jacobs of the same firm is at work after 
a vacation at Cape May, N. J. 

q Joseph Posner, salesman for A. Sauer 
and Co., manufacturers at 329 East Eighth 
St.. was compelled to return home from 
a road trip because of illness. 

q Robert Herbers of the Gerwe Brown 
Co., wholesalers in the Temple Bar Build- 
ing, won a new automobile as the result 
of purchasing a 25-cent ticket in a church 
raffle. 

q Edward Herschede, Jr., retailer at 212 
Keith Building, spoke on the subject of 
“Gems” at a recent luncheon meeting of 
the Kiwanis Club. 

q Miss Ruth Eibes, bookkeeper for George 
Hook, retailer in the Mercantile Library 
Building, became a bride on Sept. 17. 





Youngstown Jewelers 
Re-elect Loeblich President 


Jerome D. Loeblich has been re-elected 
president of the Jewelers Association of 
Youngstown (Ohio). Other officers elected 
were: Martin Dittman, vice president; 
Charles Schmutz, treasurer, and Leonard 
Fox, secretary. Named to the board of 
directors were: Peter Kurjan, Robert 
Pugh, Ray Brenner, A. Bousgas and 
Sylvan Einstein. Carl M. Wolters is ex 
ecutive secretary. 
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NEW ENGLAND 
(From page 237) 


bracelets—using autumn leaves and a horn 
of plenty with fruit and vegetables to set 
off the exhibit. . 

q Mrs. William Sutherland of the William 
E. Sutherland jewelry store, 8 Winter St., 
‘+s convalescing from a bad fall on the 
stairs of the Sutherland country home. 

4 Two former employees of Elliott’s Jewel- 
ers, one from the Meriden, Conn., store, 
and the other from the Fitchburg, Mass., 
store—credit manager and watchmaker, re- 
spectively—have joined forces and opened 
a new store in Manchester, Conn., to be 
known as Gaudett’s Jewelers. 

4 Roy Allain, jeweler of Rochester, N. H., 
and sponsor of the Allain City Club which 
won the Maine-New Hampshire semi-pro 
baseball championship recently, accom- 
panied the team to Wichita, Kan., to par- 
ticipate in the national championship 
tournament. 

4 The K. A. Murphy Co., successor to 
C. W. Sweetland & Son, a firm which has 
served the trade continuously since 1869 
from “Boston, the cradle of American 
silversmithing,” has just issued its first 
catalog, a handsome affair which went out 
in the mails this month. David A. Abra- 
hamson, southern salesman for the firm, 
moved from North Attleboro, Mass., to 
Needham, Mass., recently, and held a 
house-warming party for members of the 
firm on Oct. 8. Among outside guests were 
Mr. and Mrs. Carl Beresford of North 
Attleboro. 

q.J. W. Rutherford, watchmaker, formerly 
with the George B. Bates Co., Calais, 
Maine, has opened a store of his own in 
that town. 

q For the second time in a year, the Henry 
Kamlot firm, 307-10 Washington Building, 
has been doing a bit of redecorating, with 
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Here’s a going business worth over $50,000.00 (clear) 
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new pastel shades adding greatly to the 
attractiveness of the quarters. 

q Joseph Gann, of the firm of the same 
name, 404-406 Washington Building, is 
back at his place of business, but “taking 
it easy” following a serious operation. 

q The quarters of S. Barber & Sons and 
D. Luxenberg, 712 Washington Building, 
have been entirely renovated, redecorated, 
and new showcases added. 

q Arthur S. Kelley, treasurer of the Nor- 
ling & Bloom Co., 809 Washington Build- 
ing, returned recently from another of his 
successful fishing trips to Tim Pond, 
Maine, reporting his “usual good luck.” 
q Joseph Fortini, watchmaker, has joined 
the J. M. Michelin firm, 702 Washington 
Building. 

q Bernie Smith, of Smith and Zaff, 3rd 
floor of the Jewelers Building, was given 
a surprise birthday party by his wife 
Helen at their Wellesley home on Sept. 
25, with Mr. and Mrs. Oscar Zaff, Mr. and 
Mrs. James Bridges, Miss Marilyn Jenkins, 
employees, and Mrs. June Reilly, a former 
employee, and her husband, and Mr. and 
Mrs. Everett M. Smith, correspondent of 
THE JEWELERS CIRCULAR-KEYSTONE, among 
the guests present. 

q Herbert W. Stranger, Jr., of the H. W. 
Stranger Co., and Miss Joan Linsky of 
Provincetown, Cape Cod, announced their 
engagement at a family dinner party on 
Oct. 8. 

q R. H. “Romie” Nathan, “Mayor of the 
third floor, Washington & Jewelers Build- 
ing,’ is heading for Florida in November, 
earlier than usual, and confident of his 
re-election although. openly opposed by 
James F. Bridges, Jr., of the Smith & Zaff 
firm, who has filed papers as a candidate. 
q Miss Gertrude Curley of the Harry Par- 
ritz & Brother firm, 315 Washington Build- 
ing, is back from a Washington, D. C., 
trip and a visit to the White House where 
she saw President Truman. 

q A. Marino, 313 Washington Building, 
has been enlarging his work room and 
changing cases and redecorating the show- 
room. 

q Vincent O’Neil, watchmaker, formerly 
associated with William Filene’s Sons Co., 
has moved to space with the C. W. Alster- 
lund Co., 816 Washington Building. 

q Roy L. Spring, 706 Jewelers Building, 
one of the “cruising jewelers” of Boston, 
reports that while aboard his cabin cruiser 
“Floroy” his black cocker spaniel dog, 
Shadow, fell overboard about half-way be- 
tween Oak Bluffs and Woods Hole on 
Vineyard Sound. Roy had gone about 15 
miles before loss of the dog was discov- 
ered. After cruising about, and notifying 
the Coast Guard, State Police. and others, 
he received a call late the same day from 
John T. Batts, Short Hills, N. J.. who had 
rescued the dog. 

4 After receiving thousands of “rings” on 
the I. Alberts & Sons PBX switchboard, 
Miss Helen Young received the “ring of 
all rings” when she was married on Sep- 
tember 5 to John J. Devaney. 

q Harry C. Crowell of the silver depart- 
ment of Smith-Patterson Co., died on Oct. 
8. Prior to association with the Smith- 
Patterson store, he was with the Thomas 
Long & Co., store for more than 30 years. 
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pAsK YOUR SEALER FOR CATALOG TE” 


Exceptionally well made, Adjustable 
Main Spring Winders. Set of three sizes. 
Handles complete range of wrist watch 
barrels, down to the smallest baguette 


size. Cat. No. ABCX . . . $6.90 per set. 
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14K Gold Diamond Earrings 
Set With Selected Quality 
Full Cut Diamonds up to !/, Ct. 





Competitively Priced for True Value 
MEMO. SELECTION UPON REQUEST 


JACK T. GOLDMAN & CO. 


29 E. MADISON ST. CHICAGO, ILL. 
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PAUL A. STRAUB & CO., INC. 
19 East 26 Street, New York 


Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Murray Hill 3-5460 

















WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 

















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 














MADDOCKh & MILLER, INC. 


English China and Karthenware 
CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S ironstone Ware ‘AISH BELLEEK 

COALPORT Bone Chima and Earthenware 
ROYAL CAULDON Bone China and Earthenware 


129 Fifth Avenue, New York 3, N. Y. 
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MIDHURST IMPORTING CORP. 


129 FIFTH AVENUE 


BOOTHS 


Fine English Tableware 
Send for illustrated literature. Dept. J.C. 


NEW YORK 3, N. Y. 











TEDMAN IMPORTING CO. 
225 Fifth Ave., Room 829 #Tele.: MU 5-5324 
New York 10, New York 


ENGLISH BONE CHINA 


Tea, After Dinner and Breakfast Sets, Smoking 
Articles, Toby Jugs and Lustreware 

















. importers of 
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Stoek and Import 


FONDEVILLE & CO., 
149 Fifth Ave. 





INC. 


New York 10, N. Y. 
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SAMUEL AISENSTEIN, 78, who, until his 
retirement three years ago, conducted a 
jewelry store at 112 S. 7th St., Philadel- 
phia, Pa., died October 13th. Mr. Aisen- 
stein was a founder of the West Philadel- 
phia Community Center and a member of 
the Masons and Brith Sholom. He is sur- 
vived by his widow and three sons. 

HerBertT H. Kicer, 54, vice president 
and general manager of the C. A. Kiger 
Co., Kansas City, Mo., died September 
15th. The Kiger firm was founded in 1887 
in Wichita by his father, the late C. A. 
Kiger. Surviving are his widow, a daughter 
and a brother, Eugene A. Kiger, who heads 
the company. 

Water H. McKenna, treasurer and 
founder of Walter H. McKenna & Co., Inc., 
Providence, R. I., died on Friday, Septem- 
ber 23rd. 

RALPH RAPHAEL, 62, for the past 16 years 
associated with the Chicago State Pawners, 
Chicago, IIl., died August 11th. For many 
years previously he had been manager of 
the Jeffrey Jewelry Co. of Chicago. He was 
unmarried. 

Jutius W. Sommer, who had formerly 
operated a jewelry store at 106 N. Court 
St., Florence, Ala., died recently of a heart 
attack while on a visit to his sister in Bos- 
ton, Mass. Mr. Sommer was not actively 
engaged in the jewelry business at the time 
of his death, having sold his store to Ele- 
bash Jewelry Co. in June, 1948. 

CHARLES STUHLBARG, 50, president of the 
Picture Ring Co., 616 Walnut St., Cincin- 
nati, Ohio, for the last 10 years, died Sept. 
14 in Jewish Hospital in that city, after an 
illness of two years. He was a veteran of 
World War I. Survivors include his 
widow, two daughters, four brothers and a 
sister. 


Clarence M. Dunbar Dies, 
Founder of Gold Plate Company 


Clarence M. Dunbar, 77, a founder and 
director of Cook, Dunbar, Smith Co., Inc., 
rolled gold plate manufacturers of Provi- 
dence, R. I., died October 5th. He was a 
former Providence fire commissioner and 
past imperial potentate of the Ancient 


Arabic Order, Nobles of the Mystic Shrine. 


CLARENCE M. 
DUNBAR 
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Mr. Dunbar had served as _ treasurer, 
general manager and director of the Cook, 
Dunbar, Smith Co. since 1906, when the 
firm was founded. From 1914 until 1918, 
he was a member of the lower branch of 
the Providence City Council. 

Mr. Dunbar, a past president of the Gold 
Filled and Rolled Gold Platers Associa- 
tion, was also a member of the New Eng- 
land Manufacturing Jewelers’ and Silver- 








OBITUARIES 


smiths’ Association and the Twenty-Foy 
Karat Club of the City of New York. 

Prominent in several Masonic affiliations, 
he was a past grand commander of the 
Grand Commandery, Knights Templar oj 
Massachusetts and Rhode Island; a former 
president of the Past Commanders Associa. 
tion, and a representative to the Imperial 
Council of the Mystic Shrine since 19] 
He was named Imperial Potentate in 1927 

A native of Wakefield, Mass., he had heen 
a resident of Providence for 43 years, He 
was a former commodore of the Rhode 
Island Yacht Club, a past president of the 
Old Pomona Club of Rhode Island, a gj. 
rector of the Providence Rotary Club, q 
charter member of Attleboro (Mass) 
Lodge of Elks, and a member of the Ana. 
wan Club, the Wannamoisett Country Clu} 
and the Ancient and Honorable Artillery 
Company. | 

His first wife, the former Martha Ann 
Tills, died in 1924. He leaves his second 
wife, the former Elizabeth Buffinton; a son, 
Arthur B. Dunbar; a daughter, Miss Mar. 
garet T. Dunbar, and a step-son, John ¥. 
Buffinton. 
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Louis Dubois, Well-Known 
Horological Engineer, Dies 


Louis Dubois, 67, dean of the American 
Academy of Horology, Denver, Colo., and 
one of the foremost figures in international 
horological engineering, died October 9th 
shortly after plunging to the base of an 
elevator shaft from the darkened first floor 
of the school building. Mr. Dubois entered 
the building on the holiday to observe 
some of his laboratory timepieces and in 
the dim light of the building lobby failed 
to see that the elevator was not at the 
landing. Mrs. Dubois, who had accom: 
panied her husband to the office, witnessed 


LOUIS DUBOIS 





the tragedy and summoned immediate aid. 
Medical attendants stated that Mr. Dubois 
died in an ambulance en route to the 
hospital. 

For many generations, the Dubois fam- 
ily has been closely connected with the 
watchmaking industry in Switzerland. 
Many of the advancements and improve: 
ments in the recent progress of watch- 
making are the result of extensive original 
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7 West 30th Street New York 1, N.Y. 
LOngacre 4-7851 
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research conducted by Mr. Dubois or under 
his direct supervision. 

Mr. Dubois was a graduate of the Tech- 
nicum of Le Locle, famous watchmaking 
school and research institute in Switzer- 
land. Following the completion of his 
formal school studies, he specialized in 
work on complicated watches and gained 
for himself an enviable reputation through- 
out European watchmaking centers for 
the artistry and craftsmanship of his work. 

After 13 years, Mr. Dubois returned to 
the Technicum to serve as professor of 
horological engineering. For the following 
17 years, he supervised the formation ot 
the ‘Technicum course in watch and clock 
repair. 

His achievements in the profession were 
fittingly recognized when he was made 
president of the Museum of the Technicum 
of Le Locle and a member of the Board of 
the Historical Museum. 

In 1931, Mr. Dubois came to the United 
States to aid in the development of the 
self-starting electric chime clock and other 
synchronous mechanisms. For 12 years, 
he was experimental model maker for the 
Hamilton Watch Co. 

During World War II, Mr. Dubois was 
a key man in the Navy’s marine chro- 
nometer program and was responsible for 
putting the detent escapements of these 
precision instruments into — production 
speedily and in the quantities urgently 
needed for naval wartime operations. 

In 1946, Mr. Dubois joined the faculty 
of the American Academy School of Hor- 
ology in Denver as chief of the engineering 
staff. He was appointed dean of the 
school two years later and continued in 
the advancement of horological education 
work. 

In addition to his widow. he is survived 
by two sons, John and Rene. John is 
following his father’s profession as a mem- 
ber of the engineering faculty of the 
American Academy and associate editor of 
the American Horologist and Jeweler. 

Mr. Dubois was a member of the Swiss 
Chronometric Society, the United Horolog- 
ical Association of America, and the Beta 
Chapter of the Psi Delta Omega, national 
watchmakers fraternity. 
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Short Hairdo Builds 
Earring Sales 


The fresh, short hairdo has spurred a 
heavy demand by American women for 
large, light earrings, designers report. And 
business in earrings is said to be leading 
other jewelry items as Christmas ap- 
proaches. 

With earrings gaining prominence as a 
focal point in feminine makeup, the weight 
of these bolder jewelry pieces is of primary 
concern. So designers find the lighter, 
white precious metal palladium not only 
suitable for the large earrings, but happily 














CRYSTAL by BRODEGAARD 


Swedish Crystal stemware patterns, all 
carried in open stock — available for 
prompt delivery. Write for our new 1949 
catalog which gives full details. 


R. F. BRODEGAARD & CO., Inc. 
NEW YORK 10, N. Y. 


225 FIFTH AVENUE 
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coinciding with the growing trend to white 


jewelry. 





Elgin's Employee Publication 
Traces Firm's 85-Year History 


The fascinating story of America’s 
jeweled watch industry, so exacting that 
six months are required to assemble 150 
parts in the course of 4,000 manufacturing 
processes, is told by Elgin National Watch 
Co. in the eighty-fifth anniversary issue 
of its employee publication, The Watch 
W ord. 

Just off the press to commemorate an 
important milestone in the history of one 
of the three exclusively-American jeweled 
watch manufacturers, the 74-page maga- 
zine highlights constitute a complete word- 
and-picture record of Elgin since the com- 
pany was founded in 1864 by Benjamin 
W. Raymond. 

Tracing the history of the American 
jeweled watch industry, the magazine 
points out that modern factory methods of 
precision watchmaking originated in this 
country and later were taken abroad. 


THe Watcx Worn 


ATSTEMBER FAks 
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The photo featured on the cover of the 

85th anniversary issue of The Watch Word, 

Elgin's monthly employee publication, com- 

pares Elgin's first man's watch and first 

lady's watch with the 1949 Fashion Academy 
Lord and Lady Elgins. 





Although the first portable clocks were 
put together in Germany by Peter Hen- 
lein about 1500, and although watchmak- 
ing was introduced elsewhere in Europe 
less than a century later, The Watch Word 
states: 

“Tt was left to American ingenuity to 
develop watchmaking machinery and set 
up the first real watch factories which 
were capable not only of mass _ produc- 
tion, but of making a product of more 
accuracy and precision than had ever been 
possible by hand methods.” 

Elgin’s individual contribution to watch- 
making science is discussed, with particu- 
lar reference to research which has pro- 
duced such revolutionary advances as the 
DuraPower mainspring, M56b watch oil 
and Elinite hairsprings. Another story, 


discussing the company’s rigid inspection 
standards, points out that there are 40,000 
mechanical checking gages at Elgin for 
inspection of watch parts. 
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CHICAGO LOS ANGELES 
1ss@ MERCHANDISE MART BRACK SHOPS 
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MADE IN AMERICA 
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44-60 E. 23rd St., New York 10, N. Y. 
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SERVICE PLATES - DINNERWARE 


SINCE 1918 
Patterns especially designed for 
JEWELERS 
Specialists in All-Over Gold Decorations 
rite for details. 


ATLAS CHINA CO., INC. 








27 WEST 20th ST., NEW YORK 11, N. Y. 














ENGLISH 


YHSLCLY BONE CHINA 


U.S.A. Representatives 


FISHER, BRUCE & CO. 


Phila.: 221 Market St. ¢ New York: 1107 Broadway 











LEVY BROS. CHINA CO., ine. 


EST. 1868 NEW YORK 
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ALL-OVER DESIGNS IN 22K GOLD 
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CASTLETON CHINA INCORPORATED 
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ENRIGHT - LeCARBOULEC, INC. 


CRYSTAL from SWEDEN 
STEMWARE, BOWLS, VASES, PERFUME 
BOTTLES and SMOKING ACCESSORIES. 


Send for new catalog 


160 FIFTH AVENUE NEW YORK 10, WN. Y. 
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Uses of Staking Set Stumps 






A little used part of one of the watchmaker’s most versatile tools, 


the staking set, are the stumps supplied with each set. Of various 


sizes and shapes, these stumps are each designed for a specific use. 


by HENRY B. FRIED 
Executive Secretary 
The Horological Society of N. Y. 


(Drawings by the author) 


KF IGURE 1] shows a “V” stump, sometimes 
called a “crotch” stump. This is used to support and 
center the cannon pinion while the tension dent is being 
renewed. Sometimes this stump is used to support a sec- 
tion of wire in preparation for a cross-hole being drilled 
through its diameter. Some staking sets have a punch 








Fig. I1. V stump is shown at left and at right, enlarged 
view shows how stump is used to support a cannon pinion. 


with a pinvise end attachment. These can be used to hold 
small pivot drills with which the cross-hole in thin wire 
may be drilled—such as special stems, chronograph but- 
tons or special smal! tools. 

Figure 12 shows a large diameter flat-faced cup stump. 
This is used to increase or decrease the end-shake of 
barrel arbors or to “bump” plates or bridges in order to 
adjust the endshakes. 
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Much of the power generated in the barrel is lost he- 
cause of the negligence of many watchmakers in failing 
to check the endshake in the barrel. Factory trained 
watchmakers consider it a “must” to place the barrel 
arbor in the barrel without the mainspring, replace the 
cover, test the endshake of ‘the arbor, and then grasping 
the arbor at the square with an end-cutting pliers, spin 
the barrel to observe the freedom of the arbor in the 
barrel. 

Too many watchmakers consider these operations a 
waste of time and then later are puzzled when the balance 
has a poor motion despite the newness and cleanliness of 
all the parts. When the endshake must be reduced or 
increased, this adjustment is best made to the barrel 
cover. To increase the endshake, the cover is placed top- 
side down on the cup-stump. While a flat, solid punch 
may do the job well, a mouth-tapered punch, fitting over 
the outside taper of the base inside the cover, centers 
this better. A light tap of the hammer will cup the cover 
sufficiently to supply the increase in endshake needed. 

To decrease the endshake, the barrel cover is placed on 


‘ 





Fig. 12. Large diameter flat-faced cup stump in a cutaway 
version and at right, details showing how it is used fo in- 
crease barrel arbor endshake (left) and decrease it (right). 
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HOW MUCH DOES IT 


COST YOU 


TO BE WITHOUT A 
















How much money do you lose every day— 

—by time wasted in locating watch troubles? 

—by not being able to check scientifically 
each phase of work as it is completed? 

—by an inability to rate watches to positions? 

—by taking more time to do less work? 

—by having work returned for regulation? 
(which is irritating to customers, too) 

—by not being able to quickly check your new 
watches received for stock? 

—through an inability to attract new customers 
by publicizing “modern, scientific watch repair- 
ing with electronic proof of accuracy.” 


FIGURE FOR YOURSELF HOW MUCH YOU 
ARE LOSING, THEN REMEMBER THAT A 
SAVING OF AS LITTLE AS A DOLLAR A DAY 
WILL MEET THE TIME PAYMENTS ON A 
WATCHMASTER. Ask for Demonstration. 
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the cup stump so that the inside rests on the stump. The is mounted higher than the wheel, the arbor is cut to , 


largest solid, round-faced punch in the set is used to bump smaller diameter below it, often to provide clearance for 
the cover. Its curvature will help to center the cover and another close wheel, and the wheel is low on the Pinion 
its large size will not mar the center hole. held to the pinion post by a bushing. This is shown ‘a 

The stump shown in Figure 13 is used in cylinder work. Figure 16. It also may be used to hold balances Sup- 


plied with /ncabloc rollers while the hairspring is being 
| replaced. This is done by sliding the roller into the jaws 

of the V slot so that the jaws are between the safety aaj 
impulse rollers. This avoids crushing the weak, under. 
cut Incabloc safety roller. 





























Fig. 13, left. A cylinder ‘cut- 
away” or platform stump. SS 
Fig. 14, right. A_ cylinder = 
tampon or plug being driven 
in with the aid of the ~ 
cylinder "cutaway" stump. = 
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It is not much used in America, due in part to the un- 


popularity of this escapement and also in part to the lack ie. 1%, ot. * compenter deem, Me. i - e 

of knowledge of American watchmakers of its adjustment. cross section view of this stump which is supporting a thin 

As a result, many shops refuse to accept them for repair. brass plate in which a hole is being ai closed 

The specific use of this stump is shown in Figure 14. Se A 

Here the hollow cylinder is shown supported by the shelf 

of the stump while a (pivot) plug is being driven into Figure 17 shows a . ump with pump ? enter. This 

the upper end of the cylinder. stump has the center point as a separate piece set on a 
light spring. This stump serves as a base when a hole is 


to be closed accurately and concentric and is usually used 
in this operation in conjunction with a mouth-tapered 
punch as shown in Figure 18. When a mouth-tapered 
punch is used to close holes in a flat surface, there is no 
sure way of knowing if the mouth is concentric with the 
hole. This stump used in the staking set insures a more 


accurate job. : (To be continued ) 





Catalog Finds Year-’Round Use 


Why spend a pretty penny having a beautiful catalog 
made and then discard it after Christmas? J. E. Caldwell 
& Co., Chestnut and Juniper Streets, in Philadelphia, Pa., 
encourages customers to buy from it the year ’round with 
the following insertion on page |: 

“Although this brochure is planned primarily as 
a Christmas Gift Book, if kept, it will prove use- 
ful throughout the year in selecting wedding, 
birthday and other gifts.” 

By substituting a conservative gray cover in place of 
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Fig. 15, left, shows a V 



































slot stump. At right, Fig. 
16 shows stump being used the seasonal red or green, the appearance of the brochure | 
to aid in removing a small is made suitable for year-through use. Gold colored let- | 
pinion which is set into a ; , 
wheel with a bushing. tering and art work add the necessary note of gayety. 
The Christmas theme is introduced through the use of 
evergreen boughs in the illustrations and “Christmasy” 
6é 99 ° . . ° 
The “V” slot stump shown in Figure 15 has many uses bouquets on the tables where silver is shown. 
although it was specifically designed for driving out the Results: Even during the summer months and early fall 
Pinions of escape and other wheels without disturbing customers still order regularly from this brochure by 
wheel bushings. This is especially true when the pinion mail, in phone, and in person. 


250 THE JEWELERS’ CIRCULAR-KEYSTONE 
























Cloek- Wise bet for Christmas! 
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| THESE CHRISTMAS ADS, plus a full year-round 

national advertising schedule totaling almost 18 million 
advertising messages, make Sessions Clocks a sure 

bet for Christmas turnover. Add to this the prestige of the 
famous Sessions name — and that the present line is 

the finest in over 100 years of Sessions history — and 
you'll see what good sense it makes to feature Sessions 

| this year! Have you sufficient stock on hand? 
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The Sessions Clock Company FORESTVILLE, CONNECTICUT 


In Chicago: Merchandise Mart Plaza; In San Francisco: The Western 
Merchandise Mart; In Canada; Northern Electric Co., Ltd., Montreal, P. Q. 
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LEANING MARBLE—We are anxious to do a fine 
job of cleaning an old white marble clock case that 
looks dull and dirty but not scratched or damaged. We 
believe the right process could make the stone look good 
as new. Can you advise some way more thorough than 
just scrubbing with household cleaning-powders? (Ques- 
tion No. 6175) J. E. S. 


Answer—We recommend the process advised by The 
National Association of Marble Dealers for cleaning 
marble that has become dingy and discolored. 

Dissolve 1 lb. trisodium phosphate crystals in 2 quarts 
of hot water. Mix the contents of a 6 oz. can of chlo- 
rinated lime to a paste in a shallow enameled-ware pan 
by adding water slowly and mashing the lumps of lime. 
Pour this and the trisodium phosphate solution into a 
stoneware jar and add water until approximately 1 gallon 
of the mixture is obtained. Stir well, cover the jar, and 
allow the lime to settle. In using, add some of this liquid 
to powdered talc, until a thick paste is obtained. Spread 
this paste over the marble in a coating about 14 inch 
thick. The powdered talc may be obtained from The 
Rock Products Co., Easton, Pa. The other ingredients 
may be bought from drug stores or laundry supply 
houses. When dry, scrape the “poultice” off the marble 
with a wooden blade which will not scratch the marble. 
If the marble needs repolishing, this may be done with 
putty powder applied by rubbing with a cloth. 

You may, of course, make a smaller quantity of this 
cleaner, by reducing each of the ingredients, in the same 
proportion. : 


ATCH VALUE—What value should be set on an 
old watch in a gold case engraved Josh. Johnson, 


Liverpool? (Question No. 6176) H. B. G. 


A nswer—Joseph Johnson started business in Liverpool, 
England, in 1796. For a while he made watches in his 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


own shop and later he had them made for his trade by 
other makers in England. The final phase of his business 
was in having vast quantities of watches made in Switzer- 
land, engraved as if made in England by him. This trade 
was mostly in watches for export from England to 
America. Many thousands of these Swiss-made “Johnson” 
watches are in existence in the U.S.A., so that they have 
no rarity as collectors’ specimens and are considered 
worth only the junk-value of the gold or silver in their 
cases. 

Possible exceptions to this could be in case of one of 
Johnson’s earlier English-made watches, a few of which 
were specially-made high-grade timepieces in gold cases 
usually with diamond endstones for the balance-pivot 
bearings. If you could have a watchmaker write us a full 
technical description of the movement of your watch, or 
send us good photographs of it, we could tell you whether 
the watch would be of any value for collection purposes. 


ECOVERING METALS—We wish a recipe for get- 
ting gold, platinum, etc., out of aqua regia solutions, 
in a form that can be used for alloying to make new 
jewelry. The solutions have collected from being used 
for dissolving diamonds out of settings. (Question No. 


6177) G. W. A. 


Answer—For the procedures needed to recover pre- 
cious metals in metallic form from metals in solution in 
used aqua regia, you will have to make a much more 
thorough study of the chemical technic than of any in- 
structions that could be given you in even an extremely 
long letter. We recommend for this the book “Refining 
Precious Metal Wastes,” by C. M. Hoke, which may be 
obtained, postpaid in the U.S.A., for $5.00, from the 
Book Department, JEWELERS’ CIRCULAR-KEYSTONE, 100 
East 42nd Street, New York 17, N. Y. This book is a 
thorough but practical treatise on its subject, explaining 
all the processes, the equipment and the materials to be 
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SENTINEL LIBERATOR: 
8D-182. 8-day Alarm. 


Wind only once a week. 


Watch-type escapement. 


Clear bell alarm. Ivory 
case, brass plated bezel. 
Modern dial, graceful 


hands. Retail $4.50. 





SENTINEL CLICK: PW-200. 
Newly designed, moder- 
oh T-INVam ol al -10 Ml wold 4-3ae A doh iaae 
Chrome plated case. Raised 
gilt numeral dial; rotary 
T-Taol ale ME lalollaeh iol gum t-1i le] ol i= 
N1as1-1.4-1-1 01-1 gu Lalo Mo Mofo) ole 
lar favorite. Retail $2.50. 


SENTINEL BREWSTER: 
SA-19. Chime Alarm Clock. 
Self-starting electric, rings 
1-2-3 and repeats. 4” high. 
Case, hand-rubbed walnut 
Talo Mel luhyZorolo Ma M-Yel] ol (-Mel fo] 
and easy-to-see alarm set. 


Retail $7.95. 
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SENTINEL COMET: 30- 


HMR-34. 1-day Alarm 
Gi lola amok mm MA Z-1a Meiilole(-laehi= 
price. Clear dial. lvory 
finished case in durable 
“Styron”’ plastic. Smart de- 
Sie apane Bale Mo Mol-Sol-Balolol ol i= 
timekeeper. Retail $2.25. 


SENTINEL DIAMOND 
GOLD: WW-14]1. Wrist 
Watch. Case front, 10 kt. 
rolled gold plate; chro- 
mium plated back. Moder- 
ate price. Retail $4.95. 


DIAMOND CHROME: 
WW-142. Chromium plated 
case. Retail $4.50. 


SENTINEL PRINCE 


5 
CoO 
~ 


pme!. Retoil $3.50. 
PRINCE RADIUM: 1D-0-17 
sme os cobeve but with 


1 dial 


SENTINEL SIGNAL: SA-15 
Chime Alarm Clock, self- 
starting electric. Rings }-2- 
and repeats its meliow 


Folal-Yo Me o]0] aml ol-1431 31-10) man ael 





Slilelamai-lelalellol Mmelslom-lolar 





? 


to-see alarmset.3’s brown 
| 





$4.50. 


plastic case. Retail 


SENTINEL AUTOCRAT: 
PW-12 Pocket Watch. 
Chromium plated. case. 
OW irol-e ol fold amt -Talolisl-Jmmalee 
eal-1ae] Mo llol Ma alolar old-to] de] ell = 

Rotary second in- 
r. A sturdy and de- 

le timekeeper 


Retail $2.75. 


MWoQ Nn 


SENTINEL PRINCESS: 
1D-0-13. I-day Alarm 
Clock 3's” square. Single 





wind for time and alarm. 
Retail $2.50. 
PRINCESS RADIUM: 
LD-0-15, as above with ra- 
dium dial and hands. Re- 
tail $3.50. 





SENTINEL RUGS 


SK. 137 Self-s celal Ter 
tchen Clock 


easy-to-clean white o 





THE E. INGRAHAM COMPANY 


Bristol, Connecticut 
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Ctocks und Ualehes 











used, and the author assumes that the work is such as 
in small shops and quantities, instead of on a large 
scale, so that its contents should be entirely suitable for 


your purposes. 


ATCH SIZES—I have fixed watches many years 
and know by looking at them what is their size, like 
18 size, 16 size, 0 size, but never did hear what these 
numbers mean. I would like you to tell me. (Question 


No. 6178) W, M. 


Answer—About the meaning of the terms “18 size,” 
“16 size,” etc., referring to American-made watches, 
these sizes originated in England between one and two 
centuries ago and are based on thirtieths of an inch. Why 
30ths were used instead of 32nds, strangely enough, 
seems to be unknown today. 

The 0-size watch has a diameter of 1,5/30 inch mea- 
sured across the largest diameter of the lower plate. 
Larger than 0-size, each “size” is 1/30 inch greater in 
diameter than 0-size; for instance, 6 size is 1,5/30 plus 
6/30, or 1,11/30 inches in diameter; and so on. Smaller 
than 0-size, 000 size is 1,3/30 inches; 000000 size is 1 
inch; and 0000000000 or 10 size is 26/30 of an inch. 

Since regular inch-measures do not indicate 30ths, a 
special gage must be used for measuring diameters of 
American round watch movements. You could probably 
obtain such a gage free of charge by writing to any 
dealer in watchmakers’ supplies and materials. 


sOLDERING JEWELRY—We have a lot of trouble 
repairing some of this costume jewelry, solder doesn’t 
want to take hold, etc. Can you give any advice on it? 


(Question No. 6179) T. M. R. 


A nswer—Apparently the customary practices in solder- 
ing jewelry in repair-work are not suitable for the work 
in question. This suggests that the goods to be soldered 
are made of materials or are finished differently in some 
ways from jewelry that can be soldered by regularly-used 
methods. Unless you can state the problem more defi- 
nitely, we do not see how we could advise you. The 
term “costume jewelry” could mean many different 
things, as to substances or materials to be joined together 
in one way or another. We suggest that you rewrite the 
question, as specifically as possible, and we will try to 
help you with practical instructions. 


AS-RELIEF—In connection with stones for setting in 
jewelry, like black ones with a human head, etc., 
in white material, what is the exact meaning of the word 


bas-relief? (Question No. 6180) E. R. S. 


A nswer—The term “bas-relief,” in-art work, means low- 
relief. In a cameo for example, a portrait-head in the 
form of a bas-relief would have the features standing out 
slightly above the background, but they would not be 
fully formed like they are in a portrait bust. In sculpture, 
in general, of which cameo-cutting is a branch, there is 
a degree of elevation of figures above background, in 
between bas-relief and the fully formed representation of 
the subject, that is called alto-relievo, or high-relief. 
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NIVERSAL INDEX—I think a good article to run jp 

the Technical Department would be on how to make 

a universal dividing-head with index plates adaptable to 
watchmaker’s lathe and how to use it. | want to make this 
up very soon for my own use and many others would 
welcome such an article, I am sure. (Question No. 618}) 


A. G. 


Answer—wWe refer you to sources for the information 
you want instead of attempting this through articles jn 
our Technical Department. Not only would it have to be 
a long time before such articles could appear in Tue 
JEWELERS’ CIRCULAR-KEYSTONE, but we are sure that they 
would be of use to only a few of our subscribers and the 
others would have reason to complain accordingly. 

We suggest that you consult the book, “Practical 
Benchwork for Horologists,” by Louis and Samuel Levin, 
which describes and illustrates a universal index adapted 
to the watchmaker’s lathe. This book is obtainable, post. 
paid, for $5.00, from our Book Department. 

Further good ideas on these tools could be obtained by 
examining universal indexing equipment that may be 
seen in use in any machine shop. The above procedure 
would also have the advantage that you could go ahead 
immediately with your plan to make an index attachment 
for your own use. 


EWEL HARDNESS—In selecting a balance-hole jewel 
for replacement in a fine watch, is a sapphire (blue) 
jewel harder than a ruby (red) jewel, or vice-versa? 


Would it be important to consider this matter, in high- 
grade repairing? (Question No. 6182) C. L. A. 


Answer—Any differences in the hardness of synthetic 
rubies and sapphires would be so slight that they would 
concern only the manufacturer of jewels, and would be 
unnoticeable in the action of watch pivots in their jewels. 
Chemically the raw materials for watch jewels are the 
same, whatever the color; and any difference in the prac- 
tical qualities of jewels for their friction-minimizing pur- 
pose, would depend on the qualities of workmanship, 
finish, etc., devoted to manufacturing them. 


y= is the best liquid for dipping red-hot steel in 
to harden it for making blanks from which to turn 
balance staffs? I have been told that cottonseed oil is 
better than anything else. Why is this? (Question No. 
6183) C. D. 


Answer—Cottonseed oil is not the best coolant for | 
quenching heated steel for hardening staff blanks. It | 
might be best for some one of the thousands of other | 
specific examples of hardening but for the job you name, | 
the best liquid to use for cooling is simply cold water. | 
Anything that will cool red-hot steel suddenly, will harden 
the steel. Oil may be used when it is desired to make the | 
steel tough, which means not as hard, or when thousands | 
of similar steel pieces are hardened and tempered alike | 
in mass-production work, the heat being under control of | 
pyrometer instruments. Nothing would be gained by using 
any kind of oil for quenching small single pieces like 
staff-blanks instead of the always conveniently available | 
water. 
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«SELLS AN IDEA THAT BUILDS 
MORE SALES FOR YOU... 


now and at Christmas time 





T’S A SALES STIMULATOR. The new Seth Thomas* ‘“‘Gift-Lite”’ 
display attracts attention ...stops prospective buyers... com- 
mands interest. It suggests the good idea of giving time...a 
lasting (ever-welcome) gift. Features Seth Thomas — “the ‘finest 
name in clocks.” 


AN ALL-SEASON PROFIT-MAKER— the “‘Gift-Lite”’ display is de- 
signed to help you sell more Seth Thomas Clocks of every type 
and at every season. It’s unique. ..does double duty. You can 
use it now (or any time) and with the aid of a simple conversion 
kit—a part of each unit—you can readily convert it into a “Gift-Lite’’ Displays. At the top is shown the regular display 
smart and timely holiday display featuring Seth Thomas Clocks model with large gift card on rich maroon background. Panels 


for Christmas below are gold and white. 


The lower photo shows the Christmas gift display . . . quickly 
... AND IT’S EASY TO GET. There’s no charge for the ‘‘Gift-Lite”’ converted with parchment scroll and overlay pieces in six colors. 
display. It’s included without cost with a minimum $75 purchase A soft-toned flashing light accentuates gift card at top of the display 
and casts a mellow glow on the popular Seth Thomas Buckingham 


(your price) of Seth Thomas Clocks selected from the current ; 
on pedestal. Flashing unit measures 18” high; 1642” wide and is 


price schedule. You get the regular display ... plus the conver- ae ‘ Ming ehe balk 
; , “ : ; . supplied complete, except for two regular Zo-watt light bulbs. 
sion kit which enables you to set it up for effective gift-selling —— P P - : 


~~: Individual gift cards with easels present other selected models and 
at Christmas time. 


the entire display can easily be set up in window, showcase or on 
NATION-WIDE ADVERTISING of Seth Thomas Clocks paves the counter or table. Order it now. 
way for you... helps make ‘‘Gift-Lite”’ displays even more pro- 


* 


REG. U. S. PAT. OFF 


ductive of sales. This advertising appears in holiday issues of 
such magazines as House & Garden, House Beautiful, Better 
Homes & Gardens, and the American Home. 


IN ADDITION ... Seth Thomas also supplies newspaper mats to 
help you dress up your own community advertising. They help 
tie in with Seth Thomas national advertising. Clip sheets of these 
free mats, border designs and headline suggestions will be sent 
on request. Ask for them now... and plan now to make use of 
this new unique, double-duty, all-season ‘‘Gift-Lite” display. Let 
it start building more sales for you soon. Seth Thomas Clocks, 
Thomaston, Connecticut. 
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Parker Advertises 
For Big Christmas 


"-Qné of the greatest short-term gift ad- 
vertising and promotion campaigns of all 
time, involving an expenditure of $678,000 
swings into high gear November 1 when 
the Parker Pen Co. begins heavy Christ- 
mas promotion of its “51” pen and pencil 
sets. 

The November-December campaign, in- 
volving national magazines, newspapers, 
supplements and rotogravure sections, is 
being preceded in October by four-color, 
full-page insertions in several magazines. 

At the same time, David G. Watrous, 
adveytising manager, announced that Par- 
ker dealers throughout the country were 
being sent a file holder outlining the entire 
advertising program, and showing proofs 
of a wide variety of advertising mats avail- 
able for local use during the holiday sell- 
ing season. Spot radio announcements are 
also supplied. 

Watrous pointed out that, under Par- 
ker’s cooperative advertising plan, the 
company offers to pay one-half the dealer's 
cost of tie-in advertising in papers, radio, 
television and movies, based on the quan- 
tity of merchandise purchased. 





Community's Great 
Christmas Campaign 


This year jewelers all over the country 
will get a Christmas bonus from Oneida, 
Ltd., makers of Community Silver; two 
special Christmas advertisements winding 
up the greatest pre-Christmas advertising 
campaign in the history of Community. 
Following a full fall schedule in 13 national 
magazines, the first Christmas advertise- 
ment will be a double-page four-color 
spread in Life on November 21. (Pic- 


tured below.) 





Added to this will be full-page four- 
color ads in Life, Look, Charm, Glamour, 
Household, Mademoiselle, McCall's and 
Woman’s Home Companion. Geared to 
appeal not only to brides but to the entire 
silver buying public, the Christmas ad- 
vertising campaign will reach more than 
67,000,000 people. 

Jewelers selling Community silver were 
given details of this record-making fall 
campaign during September in a color 
broadside illustrating the pre-Christmas 
ads with a schedule of dates of their 
appearance. 
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1950 Becken Book 


“The 1950 Becken Book” marks the re- 
turn to the big, complete, 600-page Becken 
wholesale catalog of pre-war days. The 
big book is attractive and contains every- 
thing for a jewelry store, from diamonds 
and watches to tools and materials. Special 
colored pages feature many famous name 
lines. 


THE 1950 


JEWELRY 


SILVERWARE 
MATERIAL 
TOOLS 
OPTICAL 
COoOoDSs 





With well over $1,000,000 worth of 
jewelry store merchandise in stock, the 
A. C. Becken Co. states they are prepared 
to back up this catalog with service from 
its home office in Chicago, or from Branch 
Offices located at Dallas, Denver, Detroit 
or Nashville. 


Esquire Christmas Kit Ready 


A complete merchandising kit, designed 
to stimulate jewelry store sales during the 
Christmas selling season, has been pro- 
duced by Esquire magazine and is avail- 
able to retailers throughout the country, 
according to an announcement by Edwin 
B. Stern, Merchandising Manager. A 
service fee of $1.00 is charged for the kit. 

The program offers specially designed 
9” x 9” cards adaptable for window or 
counter use, 6” x 20” window streamers, 
special Christmas mountings of Esquire 
covers and mounted reprints of jewelry 
advertisements from the December and 
January Esquire; all in full color. 


Feature Lock Offers 
Free Booklet 


National advertising on Feature Lock 
engagement and wedding rings which is 
now appearing in Luvok, Vogue, Charm, 
Seventeen, Modern Screen, Photoplay, 
True Confessions, and N. Y. Times Maga- 
zine, carries an offer of a free booklet 
called “The Enchantment of Rings.” The 
booklet traces the romantic tradition of 
ring giving and a section of the book is 
devoted to an explanation of the value 
factors in a diamond ring. Another sec- 
tion of the book is devoted to a showing of 
some of the distinctive new Feature Lock 
rings, with special emphasis on the pat- 
ented Feature Lock design that permits 
the rings to be purchased and worn indi- 
vidually or as matched sets. 








New Benrus Package 
By Farrington 


Designed and made by Farrington fo, 
Benrus, a new metal-frame package per. 
forms two important functions. When 
closed, the box serves to give safe, attrac. 
tive protection to its valuable cargo, with 
watch lying flat inside on the holder. 

When opened, the exclusive, dual-purpose 
holder can be re-positioned and inserted 
in the pad so that the watch faces its pros. 
pective purchasers. 


Universal's 2-Page 
Color Ad in Life 


Universal portable electric appliances 
will be brought to consumer attention in 
a four-color double-page spread in De. 
cember issue of Life. 

This will be a wind-up feature of Uni. 
versal’s Value Demonstration Parade which 
has been promoted for the past several 
months. 


Sanger, Camfield Director 


A. C. Sanger, Vice-Presdent-in-charge of 
sales and advertising of Camfield Manufac- 
turing Co., Grand Haven, Mich., has been 
elected to the Board of Directors of the 
company, it was announced by Lawrence 
V. Meyering, President. 


JB Color Page in Life 


A full-page color advertisement on JB 
“Royal” watch bands will appear in the 
November 21 issue of Life magazine. Simi- 
lar JB ads are scheduled in the Saturday 
Evening Post, This Week, American 
W eekly and the New York Times magazine. 


















t™E Vicuia os 


WATCH BANDS 


The unprecedented jeweler approval of 
the new JB “Royal Family” of watch bands 
has encouraged the manufacturer to double 
its national consumer advertising, accord- 
ing to information released by the com- 
pany. Present plans call for an expendi- 
ture in excess of $500,000 in magazines, 
radio and television. 
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KING SLE ¥\pmmmmempy, 


WORLD'S FINEST MONOGRAMMING MACHINE 


on Chronograph watch repair 





STAMPS EVERYTHING 
Including 
Fountain Pens 
Leather Goods 
Writing Papers 
Book Matches 
Napkins 

Xmas Cards 
Gift items 


Right in your 
own sfore 


FIR. 
Ss Ry 


Hg PEGEEA FRR 








WHEN YOU BUY A KINGSLEY, 
you get a time tested, trouble-free machine 
end a reliable source of type, foil and service. 
Mere than 12,000 Kingsleys now in use. 


Write for Catalog and Ideas 
on Monogrammed Promotions 


Easy payment plan puts complete 
ESEMBL-O-GRAF working library 
within reach of every watchmaker 





Tere Now without further delay . . . without prolonged study or 
STAMPING MACHINE CO. heavy expense, you can open a profitable new avenue of watch 
Vb5. GS, CY repair business. Order the revolutionary new 22-volume 
eee wee SRRCEOR OTE ESEMBL-O-GRAF working library from your local material 
dealer today: pay just $7.00 down and have immediate access 
to complete step-by-step procedure for servicing every chrono- 
graph on the market. You pay only $7.00 per month for 21 
eer months thereafter. Not just the product of a publishing house, 
A New Swiss-TyPe LAPPING ACE the ESEMBL-O-GRAF library is backed by an active research 
organization of chronograph technicians . . . ready to advise 
you on specific difficult problems. 








Curvature Lap- 
ping, Round, 
Flat Facets, for 
Watches, Rings, 
Bracelet Parts. 


A quiet running 
machine. 


ESEMBL-0- GRAF procedure is simple! Merely open the appro- 
priate volume in your bench tray and disassemble each part 
according to the brief instructions and diagrams shown on 
the page devoted to that part. There is a page for every part. 
Assembly of the chronograph movement simply reverses the 
procedure. 


ESEMBL-0-GRAF procedure is thorough! Every screw, every in- 
tricate adjustment and oiling procedure is described in short, 
clear instructions. Nothing is left to guesswork or memory. 
Over 3,000 illustrations. - 





ESEMBL-0-GRAF procedure is fast! Following the ESEMBL-O- 
GRAF _ guides cuts two-thirds from repair time. The 
ESEMBL-O-GRAF is not a textbook, but a tool, serving when 
needed, like any other tool on your bench. 


We have developed a 
Now Alloy for lapping 
Stainless Steel Watch 
Cases to a Mirror Finish. 


ALKA PRECISION TOOLS & EXP. WORK IF YOUR WATCH MATERIAL DEALER CANNOT SUPPLY 
oe eae ae COLLEGE POINT, N. V. YOU, WRITE US DIRECT GIVING NAME OF DEALER 


Tel. Flushing 3-6125 


WIDELY 
USED 














The world’s first fully illustrated chronograph watch 
| repair course has been developed by William O. 
| Smith, Sr., president of Western Pennsylvania Horo- 
| logical Institute with the combined help of William 

O. Smith, Jr., and 13 American and Swiss chronograph 

technicians at an audited expense of more than $100,- 

000. Write to W.P.H.I., Desk 18, at the 
address below for information on day or 
evening classes. 




























MLABORATORIES 
FIRST FLOOR CHAMBER OF COMMERCE BLDG. 
PITTSBURGH, PA. 





ORDER FROM YOUR DEALER TODAY |g 


WM. F. NYE INC. 


NEW BEDFORD....MASS. 
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International Silver 
Christmas Gift Package 


Two of the Christmas gift packages of 
The International Silver Co., featuring the 
return of extra matching sterling pieces 
after an eight-year absence from the con- 
sumer markets are (left) tomato server 
and buffet set (right) consisting of sauce 
ladle, cold meat fork and cheese server, 





Attractively boxed, the tomato server 
retails at $10 and the buffet set at $16.75. 


Helen Shapiro Public Relations 
Coordinator for Ronson 


Yolen, Ross and Salzman, Inc., announces 
the appointment of Helen Shapiro as Public 
Relations Coordinator of the Ronson Art 
Metal Works, Inc., activities. 


New Gemex Catalog 


The Gemex Company’s 24-page full 
color, 1950 catalog is expected to become a 
handbook for watch bands. There is a 
full coverage—with illustration and detail 
information—of men’s and women’s Gemex 
bands and also leather watch straps. 





Other pertinent information in this new 
book includes the following: Gemex watch 
band parts, illustrated instructions on how 
to attach watch bands, selling information 
for retail salespeople, promotion and ad- 
vertising aids. Copies are now being 
mailed without cost to every listed retail 
jeweler and repairman. 
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Bretton Offers Jewelers 
Promotion Kit 


Bretton Watch Bands, sponsors of radio’s 
exciting new half-hour program “Chance 
of a Lifetime,” are making available to 
jewelers a promotion kit to cash in on the 
show. 

This kit contains mats, photographs. 
illustrations, dynamic radio commercials, 
bit time radio recordings, counter displays 
and window streamers. In addition, the 
Bretton kit contains tested selling plans 
and sentences to help store personnel sell 
more watch bands and bracelets—watches, 
rings; everything, according to Marvin 
Bruner, Vice-President in charge of Bret- 
ton sales. He stated that jewelers who 
had used the ideas in this folder had 
doubled and tripled their watch band 
volume virtually overnight. 

This complete Bretton kit is available to 
any jeweler without charge. Address 
Bruner-Ritter, Inc., 620 Fifth Ave., New 
York 20, N. Y. 


Ceremony Marks Start 
Of Elgin American-Canada 


Elgin American of Canada, Ltd., sub- 
sidiary of Elgin American, of Elgin, Ill., 
went into production at their new Cana- 
dian plant in Toronto, early in October. 
Beginning operations were signalized by a 
luncheon at the King Edward Hotel at- 
tended by over 50 government, business 
and industrial leaders of Toronto and 
Canada. Mayor Walter Miller, Elgin, IIL; 
A. B. Cooper, vice-president, Toronto In- 
dustrial Commission; Toronto Mayor 
Hiram McCallum, and W. D. Evans, Elgin 
American vice-president, were among 
those present. 


eed 


Greatest Flex-Let 
Ad Campaign Breaks 


The greatest Christmas advertising and 
sales promotion campaign in its 30-year 
history has been launched by the Flex-Let 
Corporation, makers of Flex-Let watch at- 
tachments. 

Large space color advertisements will 
appear in pre-Christmas issues of Life, 
Collier’s, and Esquire magazines reaching 
an audience of close to 40,000,000 people. 

A wide variety of tie-in helps are cur- 
rently being distributed to Flex-Let retail 
outlets. 

The company also announced the recent 
installation of Teletypewriters directly link- 
ing the New York sales offices with the 
Flex-Let E. Providence factory. Orders 
received in the New York office can be thus 
dispatched to the factory, 200 miles dis- 
tant within few minutes. 


4-Color, 4-Page Display 
Of Imperial Watches 


Issued to wholesalers for their fall cata- 
logs is a beautiful four-page insert pre- 
senting in full color 61 Imperial watches 
of Bayer, Pretzfelder & Mills, Inc., New 
York. Two pages are devoted to ladies’ 
watches, one to men’s watches and one 
to timepieces of specialized appeal, such 
as timers, etc. 








Elgin American 
Pearl Merchandiser 


Elgin American has come up with still 
another dealer aid for the holiday season 
in the form of a new and novel pear 
merchandiser for displaying the company’s 
new pearl line, both of which are fe. 
portedly getting plenty of attention jp 
the trade. 





The new merchandiser, according to W. 
D. Evans, Vice-President and Director of 
Sales, i8 constructed of wood and finished 
in ivory, and consists of a display case and 
three trays which are covered with quality 
velveteen in gray and turquoise. The unit 
is 15% in. long, 10% in. wide, 3 in, 
high in front and 6 in. in back, while the 
trays measure 15 in. x 10 in. x 7/8 in. 


"King Edward" - 
Holiday Promotion 


The National Silver Co., 295 Fifth Ave., 
New York, recently announced a dramatic 
holiday promotion on “King Edward Sil- 
verplate.” 

During the period of this special pro- 
motion, every consumer purchasing the 
regular 73-piece service for eight at the 
$69.95 Fair Traded price will receive what 
the company describes as a magnificent 
19 inch matching King Edward Silver. 
plate turkey platter, which regularly sells 
at $25 plus tax. This offer is available in 
all three patterns, Moss Rose, King Edward 
and Cavalcade. 





Dealers pay only $2.50 for the matching 
platter (shown above) with hand applied 
border, with every 73-piece flatware set 
bought. Sold regularly at $25 plus tax, 
during this special event, you collect from 
your customers only the $3.68 Federal 
excise tax for the platter. To be sold only 
from November 14 through December 24, 
1949. Any platters remaining after Decem- 
ber 24 must be priced at $25 plus tax. 
Deliveries will begin on Oct. 15. 

Sales helps to promote this special event 
are available. 
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BARBER «x0 SLUIS 


ST. ANDREW'S HOUSE 
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CABLES: 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
FROM: 


/ONDON, ANTWERP. ano AMSTERDAM 

















USEFUL AND HANDY 
FOR THE WATCHMAKER 








Keystone 
Watch Repair 
Record Book 


$2.7 §& Postpaid 








THE JEWELERS' 
CIRCULAR - KEYSTONE 
100 E. 42ND ST., NEW YORK 17, N. Y. 


Check or money orders must accompany all orders. 
Do not send cash. 











IT'S NEW ... FASCINATING . .. PROFITABLE 
Enrollments now being accepted for fall term. Study Gem- 
Setting the correspondence way. All tools and materials fur- 
nished. Learn Today with Bo-Day. A free booklet and full in- 
formation will be forwarded upon request. 
BEAUDET'S JEWELER'S ARTS, INC. 

1940 North 3rd Street Milwaukee 12, Wisconsin 
| The original School of Correspondence in Gem-Setting 
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HOWARD AUCTION ASSOCIATES 


will buy you out or sell you out. Sales conducted from coast to 
coast. You have no expense until you show profit. Interviews at our 
expense. Bank and trade references. All correspondence confidential. 
Staff of experienced auctioneers. 


HOWARD AUCTION ASSOCIATES 
E. M. AUSLANDER, Director 
823 BOARDWALK ATLANTIC CITY, N. J. 
Phones: A.C. 5-0007 — A.C. 2-2043 
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IT'S NEW!!! IT'S AMAZING!!! 








DIAMOND MAGNASCOPE* 


SALES INCREASED 


CUSTOMERS SATISFIED 


You're interested in how to sell more diamonds. The Zeininger Diamond 
Magnascope creates confidence by making you the trusted Jeweler, whose 
advice, your customer will gladly follow. 

The diamond, token of love and marriage, creates its demand through the 
eye. CUood showmanship and good merchandising, as with the Zeininger 
Diamond Magnascope, can and will increase your diamond sales many times, 
since it has terrific and unusually compelling eye appeal. This will also 
increase the other business in your store. 

his machine is revolutionary, yet simple. It is sensational, yet does its job 
effectively and unobtrusively. People today, more than ever, want to be 
shown that what they are buying is good value. It will prove to be the 
means of closing many sales that are on the fence and doubtful. 

BE THE FIRST WITH THE BEST AND NEWEST AID TO BIGGER 
AND BETTER PROFITS. 


For Sale or For Rent—Inquiries Solicited 


H. P. ZEININGER COMPANY 


387 Washington Street Boston, Massachusetts 
Liberty 2-0029 


*Trade Mark Registered, Patented. 
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New Heirloom 
Sterling Pieces 


Oneida Ltd., makers of Heirloom Sterling 
silver, recently introduced new pieces to its 
Heirloom Sterling silver line. These ad- 
ditional pieces will round out the lines in 
the Damask Rose and Mansion House pat- 
terns. Later on these same items will be 
made in Heirloom’s new pattern, Lasting 
Spring. 

Some of the new pieces (and retail 
prices) introduced are: Lemon fork, $2.50; 
pickle fork, $3.50; cream ladle $5.00; jelly 
server, $4.50; sugar tongs, $5.00; pie knife, 
$7.50; letter opener, $4.75, including 20 
per cent Federal tax. 


“Brand-Name” Certificate 
Received by Buxton 


Harold V. Manzer, President of the Na- 
tional Association of Newspaper Adver- 
tising Executives, recently presented the 
Golden Anniversary Certificate of Brand 
Names Foundation, Inc., in recognition of 
ol years of consecutive service to American 
consumers, to Thomas A. Buckley, Presi- 
dent and General Manager of Buxton, Inc., 
manufacturers of billfolds and key-tainers. 








New Benrus Division 


S. Ralph Lazrus, President of the Benrus 
Watch Co., announces a new Sales Divi- 
sion. Effective at once, the company will 
operate a Premium Sales Division to be 
headed by R. A. Youngblood, who was 
formerly in charge of Premum Sales for 
the American Safety Razor Corp. 





New Jules Racine 
Catalog Available 


Jules Racine & Co., specialists in fine 
timers since 1890, have just completed an 
interesting new catalog. This book fea- 
tures complete selections of Guinand, Gal- 
let, Galco and Security Timers and Chrono- 
graphs. 

















TU 





The Racine catalog illustrates and 
describes about 50 chronographs and 
timers, featuring a precise timing mechan- 
ism for every need of science, industry and 
transportation. Available without charge. 
Write Jules Racine & Co., 20 West 47th 
St., New York 19, N. Y. 
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Elgin Aids For Holiday Sales 


To help jewelers build holiday sales 
volume in fine watches, Elgin National 
Watch Co. has prepared a comprehensive 
series of envelope stuffers and folders, all 
in full color. 





These pieces shown above are available 
with dealer’s name imprinted at nominal 
charges. 


Poole Pewter Returns 


For many years prior to the war, Poole 
Silver Co., Taunton, Mass., manufactured 
a complete line of pewter, but because of 
war restrictions, manufacturing of the line 
was not resumed until recently. The com- 
pany is now in full production and de- 
liveries of a representative selection of 
pieces are being made in authentic designs 
of high quality and craftsmanship. 

A complete program of sales promotion 
and advertising on the line is being pre- 
pared. 


“Porky Pig" Wrist Watch 


Warner Bros. Cartoons, Inc., has con- 
cluded a licensing agreement with the 
Rite-Time Sales Co. of Philadelphia for 
a “Porky Pig” wrist watch, featuring the 
famous cartoon character. 

The “Porky Pig” wrist watch is being 
made and guaranteed by the E. Ingraham 
Co. and retails in two models selling for 
$4.95 and $5.95, respectively, both models 
now in quantity production. 








New Hadley Catalog 


Hadley recently issued a “broadside” 
catalog of their 1949 line. Covering tie 
pins, clasps and chains, as well as belt 
buckles, cuff links, watch chains, both 
individually and in sets. The catalog is 
complete with quality identifications and 
prices. For copy write The Hadley Co., 
Providence, R. I. 


“Mixette” by 
Hamilton Beach 


“Mixette” is the new one-hand three- 
speed portable food mixer which Hamilton 
Beach Co., Division Scovill Mfg. Co., an- 
nounced to the trade recently. 

Said Fred S. Tuerk, Hamilton Beach 
sales manager, “it is not a toy but a 
sturdy kitchen tool with a powerful Ham- 
ilton Beach motor. ‘Mixette’ will whip, 
beat, mash and fold to handle any recipe 
in the book. It weighs only 2% Ibs. yet 
contains no plastic, retails at $17.75; $18.25 
Denver and West. 


_—---—- @ 





"Fashions in Gold" 
By Gold Bros. Inc. 


Gold Bros., Inc., manufacturers of gold 
and platinum novelties, are mailing their 
catalog of gold initial jewelry to the trade 
This attractive 16-page catalog, printed in 
color, illustrates their line of 14K items, 
including belt buckles, book lockets, brace. 
lets, initial rings, compacts, lipstick hold. 
ers, cigarette holders, cuff links, tie clasps 
pins, money clips (some with watches). 
etc. Requests may be sent to Gold Bros,, 
Inc., 7-11 West 45th St., New York 19. 


Time-O-Graf Watch 
Tag As Sales Aid 


Henry Paulson & Co., 131 So. Wabash 
Ave., Chicago 3, Ill., recently introduced 
an unusual metal finish gummed paper tag 
which is die cut and available with jewel. 
er’s name imprinted. The purpose of these 
tags is to give an authoritative assurance 
to repair customers (or new watch owners) 
that that watch has been, as the tag states 
“Tested on the Paulson Time-O-Graf.” 

Without imprints these tags are 60 cents 
a hundred, $5.50 a thousand; with store 
name imprinted, $8.50 per thousand. 


Cort in Catalogs 


Leading catalog houses are including in 
their fall issues a color insert supplied by 
Cort Watch Co., New York, showing best 
selling numbers in the new line of Cort 
watches. 








Two New Action Displays 
By Mautner 


Two new displays that utilize the crowd- 
stopping appeal of continuous motion are 
available from The Mautner Co., jewelry 
box and display manufacturers, 20 W. 47th 
St., New York. 

One of the displays is a handsome 
shadow box in which a jolly red Santa 
Claus sways from side to side, while one 
of his reindeer nods his head up and 
down. Both figures are in full color, 
against a blue background bright with 
stars. “Season’s Greetings” is spelled out 
against the sky. A heavy acetate window 
closes the display and protects it from 
dust. It is 33 in. long, 23 in. high, and 
61% in. deep. 





The second action display is an unusual 
figuring called the “Laughing Man.’, 
shown above. He is available with 2 
“Santa Clays”. suit, or “civilian” outfit. 
Jewelers may purchase the extra suit for 
use throughout the year. 

Both displays are electrically operated. 
For information: The Mautner Co., 20 
West 47th St., New York City. 
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New TV "Silver Theatre” 
Premieres Oct. 3 


International Silver Co. becomes the 
first of the silver companies to sponsor a 
full network television show, as differing 
from merchandise offerings on “vive-away 
programs, with the introduction of its new 
“Silver Theatre” television series which 
had its premiere on the full CBS-TV net- 
work on Monday, Oct. 3, at 8:00 P.M., 
EST. 

Stage and screen star Conrad Nagel is 
host of the telecasts and outstanding stage 
and screen celebrities will appear in guest 
star roles. 

A novel feature of the telecasts. designed 
to stimulate interest in little-known _per- 
formers emerging on the TV scene, will be 
a monthly Silver Award, for the best sup- 
porting performance. 





New Catalog of 
Miniature Cameras 


A new and complete catalog of photo- 
graphic equipment is available from Ocean 
Photo Supply Co., 11 West 20th St., New 
York, N. Y. Pioneers in merchandising 
imported miniature cameras (not any big- 
ver than a book of matches), Ocean offers 
them to jewelers particularly as an op- 
portunity for starting a profitable photo 
department. 

Priced from $7.95 to $24.95 the Ocean 
line offers a wide price range of cameras. 
Film is available for all cameras in black 
and white and color. Write company for 
new catalog. 


Boyco Announces 
New "Colonial" 


Boyco, Incorporated, 1800 No. Ashland 
Ave., Chicago 22, Ill., creators of authentic 
reproductions of period clocks in minia- 
ture, presents the “Colonial.” 





Boyco describes this as a full-size 60 
cycle AC electric clock, expertly molded of 
simulated mahogany or maple. With a 
real swinging pendulum this clock has the 
dignity you would find in a clock designed 
and manufactured in the great artistic 
era of American history. 
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Enger-Kress Accessories 
In Matching Tones 


Now for the first time, beautiful match- 
ing accessories, sparkling colors, lustrous 
leaihers and practical designs all combined 
to take the “jeer” out of ladies’ handbags. 





The three matching Enger-Kress acces- 
sories, shown above, are available in vari- 
ous colors to team up with solid color or 
two color combination billfolds. Retail 
prices, cigarette cases, $2.00; key case, 
$1.00 plus tax; glasses case, $1.00: bill- 
fold with zipper, $3.95 plus tax. 


New Eterna Display 


The colorful counter or window display 
shown here has been executed by the 
Eterna Watch Co., 580 Fifth Ave., New 
York City, as a sales “assist” for retail 
jewelers. 





The counter pad, whose two parallel 
sides (rear and front) measure 1] and 
15 inches respectively, is covered with lux- 
urious wine-colored velvet, with a white 
composition trim. Two 8 x 12 inch inter- 
changeable display cards which are fur- 
nished can double as counter-cards. This 
five-piece display unit includes two copper 
watch bands with identification placards. 


Free Display For 
Birthstone Rings 


The Falcon Stone Ring Manufacturing 
Co., 9-11 Barrow St., New York 14, a sub- 
sidiary of Karlan & Bleicher, Inc., is pre- 
senting two newly created birthstone ring 
assortments—each attractively presented in 





a smart plastic display box which is sup- 
plied free. 

The mountings are 10K yellow gold. 
Each assortment consists of seven corun- 
dum and five spinel stones, 








Speidel Offers Music Box Display 


The miniature grand piano furnished as 
a show piece by Speidel Corp., has pro- 
vided Speidel dealers with a unique and 
original merchandising aid for fall and 
winter watchband selling. This mahogany- 
finished replica of a standard grand piano, 
into which four trays of Speidel merchan- 
dise fit conveniently starts to play a gay 
tune when the piano lid is lifted. 

On the inside of the cover of the piano, 
embellished with cleft and musical notes, 
is the famous Speidel slogan, “Your watch 
looks grand with a Speidel band.” 

The Speidel miniature piano containing 
20 pieces of merchandise is available at a 
cost of $95.73. 


Community Hollowware 
In Full Page Ads 


Community, explains Oneida, Ltd., is the 
only fine hollowware currently advertised 
in the nation’s finest home magazines. One 
full-page ad alone, featuring the Ascot pat- 
tern will appear in Vogue, House and Gar- 
den, House Beautiful and Harper’s Bazaar 
in October and November where 724,000 


readers will see it. 


Cloth Labels With 
Raised Printing 


Cloth labels printed in sparkling and 
colorful raised printing are being offered 
to the trade by the Topflight Tape Co. 
of York, Pa. The imprints stand out in 
relief. These labels may be purchased 
in quantities as small as five thousand 
units. 


- — ———e 


The Zeininger 
Diamond Magnascope 


The purpose of this instrument, accord- 
ing to its manufacturer, H. P. Zeininger 
Co., 387 Washington St., Boston, Mass., is 
to magnify the diamond and its natural 
beauty so the customer can fully appre- 
ciate the stone in all the prismatic colors 
of the rainbow. 





Though intricate in construction, this 
instrument is simple to operate, so that, in 
less than a minute the jeweler can insert 
an unmounted diamond in the specially 
designed holder, snap on the light switch, 
focus and rotate the viewing lens so that 
the customer can see and enjoy the real 
beauty of the diamond. 

For literature and further details write 
to the manufacturer. 
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Special Notices 


“Situation Wanted’’—Regular type only $1.25 
first 25 words; additional words, 5 cents per 
word. 

“Help Wanted”—*“Lines Wanted” and “Side 
Lines”—regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word. 

Under all other headings—regular type $5.00 
first 25 words; additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 

Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage mast 
be enclosed. Remittance with order. 

Not subject te agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceeding month. 

To avoid unnecessary correspondence men- 
tion your location in the advertisement. 

answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 

letters of 1 endations. 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 








BOOKKEEPER, typist, female, _ full 
charge ; many years’ jewelry experience ; 
$60. Address “S., 3668,’’ care J C-K. 





CREDIT manager, accountant, office man- 
ager; thoroughly experienced in credit 
operation, skip tracing, collections. Ad- 
dress “C., 3682,” care J C-K. 





GRADUATE watchmaker; woman; would 
like watch repairing position, “On-the 
Job Training,’ or straight salary. Ad- 
dress “K., 3617,” care J C-K. 





JEWELER-engraver; prefers location in 
South; will consider position in North. 
John Figueira, 2019 Rozzells Ferry 
Road, Charlotte 2, N. C. 





A-1 manufacturing jeweler in platinum, 
gold and diamond setting; all kinds of 
repairing; will go any place, permanent 
job. Address “P., 3622,” care J C-K. 





EXPERIENCED retail diamond and 
watch salesman, desires situation with 
good credit store; age 42: married. 
Address “K., 3690,” care J C-K. 





SALESMAN; married; many years’ ex- 
perience; desires position in higher 
grade retail store New York City; ref- 
erences. Address “H., 3613,’ care J C-K. 





FIRST class watchmakers, experienced in 
all types of chronographs and timers; 
available at once. Write “A., 3301,” 
care J C-K. 





JEWELRY repairer and diamond setter; 
29 years’ experience; first class me- 
chanic; A-1 reference; seeking a perma- 
“= position. Address “H., 3673,” care 





EXPERIENCED, young man, seeks posi- 
tion with wholesale watch or jewelry 
firm; full knowledge orders, stock and 
taking care of accounts. Address “A., 
3670,” care J C-K. 





WATCHMAKER;: age 52 years: thor- 
oughly experienced; capable managing 





repair department; good _ references; 
wants permanent position. Address 
“H., 3660,” care J C-K. 

RETAIL salesman and manager; 25 years’ 


experience in all phases of jewelry store 
operations; presently employed; A-1 
references. Address “A., 3600,” care 


se 





RETAIL jewelry ; completely experienced, 
wishes position with firm catering to 
tine clientele; excellent record; best 
—— Address “P., 3647,” care 





WATCHMAKER; H.I.A., certified Brad- 
ley graduate; retail experience, en- 
graver, stone setting; commission; own 
tools; city area only. Charles Redig, 
537 W. 123rd St., Apt. 14, New York 27. 





FAMILY man; 43; outstanding qualifica- 
tions: sales or managerial capacity; 
immediate availability reputable store 
Tucson, Phoenix or West Coast; refer- 
ence. Address “B., 3601,’’ care J C-K. 





YOUNG lady; capable bookkeeper and 
stenographer; six years’ thorough 
manufacturing jewelry experience; all 
detail work; five days; New York. Ad- 
dress “W., 3702,” care J C-K. 





FIRST class watchmaker, employed ; close 
rater on railroad, small and complicated 
watches; 25 years’ experience, desires 
position with reputable store; best ref- 
erences. Address “J., 3689,’ care J C-K. 





SWISS watchmaker, A-1, wants position 
in store New York or vicinity; 25 years’ 
experience all types of work; can take 
full charge; neat, fast; references. Ad- 
dress “F., 3684,’’ care J C-K. 





SPANISH speaking watchmaker seeking 
position in South America as watch- 
maker, salesman, agent or representa- 
tive, or allied trades, such as watch 
material. Address “V., 3627,” care 
J C-K 





YOUNG woman; 13 years with manufac- 
turing jeweler, experienced in all office 
and factory details, handling of stones, 
orders, customers, bookkKeeper, knowl- 
edge of stenography and typing. Ad- 
dress “T., 3669,” care J C-K. 





WATCHMAKER, salesman, manager; 20 
years’ experience; B.T.S. graduate; 
chronographs and repeaters a_e spe- 
cialty; best of references; sober; per- 
manent position only. Address “B., 
3652,” care J C-K. 





JEWELER: model maker on rings, able 
create original, own designed line; 
year prewar experience; familiar tool 
and casting production; metropolitan 
area preferred. Address “B., 2520,” 
care J C-K. 





WATCHMAKER:; married; age 28; school 
training; 10 years’ experience; State 
licensed ; selling ability; desires perma- 
nent position; consider any locality; 
good references. Paul Hicks, 211 
Polk St., Charleston, Ill. 





A-1 watchmaker; 12 years’ experience; 
sober; efficient, capable of estimating 
and repairing watches without super- 
vision or instruction; seeks position in 
first class store only; salary $100 per 
week. Address “R., 3697,’’ care J C-K. 





AGGRESSIVE retail salesman; 34 ; 
married ; 15 years’ experience, diamonds, 
watches, jewelry, silverware, displays, 
estimating repairs, buying; pleasant 
personality; excellent references. Ad- 
dress “A., 3651,’ care J C-K. 





OPPORTUNITY for reputable chain or 
individual to acquire immediate services 
top flight, enviably experienced store 
manager; results absolutely guaran- 
teed: finest references. Address “B., 
919,” care J C-K. 





FULLY experienced, young man wishes 
position as watchmaker or repair de- 
partment manager: had _ experience 
with managing a jewelry store; former 
graduate of Bradley University; excel- 





lent references. Address “B., 3733,” 
care J C-K. 
WATCHMAKER; 20 years’ experience: 


complete tools: some jewelry and ring 
repair; either salary or 80/20, furnish- 
ing all materials; good mechanic; 
good references; locate anywhere: bet- 
ter store only. Address “N., 3621,” 
care J C-K. 





MANAGER-salesman; 25 years’ 
ence; thorough knowledge of diame 
and colored stones; fine jewelry a ; 
watches; special order work; now a 
ployed; desires change; employmen t 
with high class retail firm only) ex 
dress “B., 3303,” care J C-K. ; 


casein 

BUYER, merchandiser, manager: e 
ceptional background ; qualifications 
ability ; seeks responsible retailing Spot 
where knowledge, experience, capabijj 
ties are appreciated; locate anywhere : 
presently Chicago. Address “B., 368] % 
care J C-K. 











tt Ler. 

AN engraver, accustomed to meet re. 
quirements of highest calibre organiza. 
tion, qualified to execute all branches: 
namely, crests ornamental, scenic, gen. 
eral lettering; must be permanent: 
available November 1. Address “K’ 
3713,” care J C-K. ' 








COMPLETELY reliable, bondable wateh- 
maker, with 12 years’ experience jn 
better stores, seeks position; can do 
some ring sizing; in reply state repair 
prices and if timing machine is ayajj- 
able; salary $100 per week. Address 
“S., 3698,’ care J C-K. 








WATCHMAKER,; 14 years’ experience: 
can operate repair department, do close 
timing, wait on trade, etc.; am inter- 
ested in New York State, New Jersey, 
Connecticut and within that area; best 
reference; family man; am years 
old. Address “E., 3707,” care J C-K. 








MANAGER-salesman, now available; 12 
years’ diversified experience in jewelry 
industry; thorough Knowledge of all 
phases of installment jewelry store, 
seeks position, with live wire organiza- 
tion, wholesale or retail. Address “E,, 
3683,’’ care J C-K. 





rn 


YOUNG southerner, college graduate, five 
years’ experience with progressive re- 
tail jeweler, desires opening in high 
type firm, with congenial conditions 
and opportunities for advancement. Re- 
ply, W. H., 476 Highland Ave., Athens, 
ra. 





WATCHMAKER: 25: seven years’ ex- 
perience; excellent worker, with fine 
references; promotional minded; can 
do selling, estimating and familiar with 
diamonds; lives in New York. but will- 
ing to go anywhere to get ahead. Ad- 
dress “A., 3704,’ care J C-K. 





WATCHMAKER, jewelry repairer, stone 
setter, engraver; graduate of ac- 
credited school; one year bench ex- 
perience; sober; reliable; can assume 
responsibility : desires position in Mid- 
dle West, preferably Missouri or Ohio. 
Robert Meyer, 1100 Seventh St., Boon- 
ville, Mo. 





FREE demonstration my ability to pro- 
duce greater retail sales volume any- 
where; thoroughly experienced execu- 
tive, excellent credentials, makes this 
unusual offer confident of remaining 
permanently with live, progressive or- 
ganization. Address Circular 165, Room 
1415, Heyworth Bldg., Chicago 2. 





DIAMOND expert; thoroughly experi- 
enced; enjoying good health, character, 
judgment, ability and personality, de- 
sires connection with established, repu- 
table, progressive diamond jewelry firm; 
salary or percentage of profit con- 


tingency; available immediately or 
first of new year. Address “R., 3648, 
care J C-K. 








YOUNG lady; thoroughly experienced all 
phases precious jewelry and ring manu- 
facturing, production, inventory, etc., 
plus retail experience, seeking position 
which will afford opportunity to em- 
ploy knowledge, intelligence and _ initia- 
tive; excellent references; good appear- 
ance; available after January 1. Ad- 
dress “T., 3625,’ care J C-K. 





MANAGER, 20 years’ installment opera- 
tions, at present managing a chain unit 
doing $300,000 annually; aggressive, 
thorough, administration, sales, promo- 
tions, credits and collections; will as- 
sist or assume management; interested 
in profit sharing arrangement; con- 
fidential, complete resume will be pro- 
vided previous to interview. Address 
‘G.. 3686,” care J C-K. 
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SITUATIONS WANTED—Continu 





























salesman wants position in a 
9 as watch and diamond jewelry 
salesman, or preferably in a large store 
in small town, to learn silver, china 
and glassware; qualified as registered 
jeweler, A.G.S.; capable and experi- 
enced executive; business law and Col- 
lection practice trained; 29 years in 
jewelry store; 46 years of age; salary 
open. Address “H., 3484," care J C-K. 








MANAGER-salesman; 39; experienced ; 
aggressive and personable; all around 
knowledge of retail installment jewelry 
business; promotion minded; desires 
permanent connection with medium size 
unit possessing potentiality; nominal 
salary with profit sharing arrangement 
or percentage; presently employed in 
East; will relocate; kindly include de- 
tails. Address “T., 3727,’ care J C-K. 





—-———--- 


MANAGER; over 25 years’ experience 
as owner manager and general man- 
ager of cash, credit and sensational 
credit jewelry stores, in the South 
and North; yearly volume $250,000 
to $600,000 each; best of health 
and appearance; knows every phase; 
must be permanent and a real op- 
portunity. Address “Y., 3703,” care 
J C-K. 











NEED a capable advertising and promo- 
tion executive; then you'll find these 
qualifications of special value: four 

years advertising manager of one of the 
a industry’s oldest and largest manufac- 
| turers; complete knowledge of the bet- 
ter retail jewelers throughout the coun- 
try; thoroughly experienced in trade 
and consumer magazines, radio, direct 
mail and point of sale; heavy on mer- 
chandising and promotion ideas; two 
years of selling with one of the coun- 
: try’s finest retail jewelers; only 31 
years of age and anxious to associate 
with firm that can offer challenge and 
opportunity to grow; record and refer- 
ences will confirm ability to produce. 
Address “C., 3731,’’ care J C-K. 





SALES representative; one of America’s 
largest watch companies offers once- 
in-a-lifetime opportunity ; you are prob- 
ably now selling a leading watch or 
jewelry line; you probably have a large 
circle of customers ; a following that has 
taken years of steady effort and hard 
work to build up, but your ambitions 
prompt you to set your sights at a 
higher level, to make more money, to 
enjoy the pride that comes from selling 
a nationally famous watch with a fine 
reputation, established for generations; 
you must be able to make this line the 
leading one in every store you sell; our 
dealers are given every possible coop- 
eration to help them do a profitable 

merchandising and advertising job; our 
client is interested only in a high cal- 
ibre man with a proven record; write 
In confidence, giving full details re- 
garding present and previous connec- 
tions, territory now being covered, etc. ; 
to the right person this is truly a once- 
in-a-lifetime opportunity. Address “D., 
3706,” care J C-K. 
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SALESMAN WANTED; to cover most of 
Indiana and Illinois, starting January, 
1950; a rare opportunity for a seasoned 
wholesale jewelry salesman who has a 
good established following among In- 
diana and Illinois retail jewelers: you 
will find easy entree with your old and 
new accounts because of, one, our ex- 

Clusive Franchise Plan on Loyalty Dia- 

: monds and Faith Diamonds, watches 

and jewelry, backed by unique and 

highly effective advertising and sales 
helps; two, our many nationally adver- 
tised lines; three, our reputation in the 
industry for ethical, progressive cus- 

tomer relations for more than 70 years ; 
your reply will be held in strict con- 
dence; make application as early as 
possible. Address, Julian C. Schwab, 

President, A. G. Schwab & Sons, Inc., 

229 E. Sixth St., Cincinnati 2, Ohio. 
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Lines Wanted 








MANUFACTURERS’ representative wants 
lines to jobbers and wholesalers, Mid- 
west territory. Address “Circular 163,” 
Room 1415, Heyworth Bldg., Chicago 2. 





EXPERIENCED manufacturers’ repre- 
sentative desires line for wholesalers, 
Chicago and West Coast; commission 
basis. Address “Circular 164,’ Room 
1415, Heyworth Bldg., Chicago 2. 





SALESMAN; traveling, car, with retail 
following, at present employed, seeks 
line for the better jewelry trade; 
proven sales record; commission basis. 
Address “K., 3662,” care J C-K. 





PACIFIC Coast salesman; have covered 
better stores for over 20 years: desires 
factory line of platinum or 14kt. jewel- 
ry; commission basis. Address “K., 
2829,” care J C-K. 





PACIFIC Coast representative, with fol- 
lowmeg second to none, desires line of 
better grade jewelry, rings or watches; 
commission basis. Address ‘“M., 2830,’ 
care J C-K. 





SALESMAN ; experienced, open for manu- 
facturer’s line; large tollowing among 
jewelry wholesalers, material jobbers, 
watch importers, New York and the 
Mast. Address “L., 3450,” care J C-K. 





TOP flight jewelry representation ; execu- 
tive type salesman, firmly established 
on West Coast, desires an additional 
line sold exclusively to wholesalers. Ad- 
dress “J., 3350,” care J C-K. 





TOP flight manufacturers’ represen- 
tative, presently employed, New 
York City following, wants nation- 
ally advertised line starting Janu- 
ary; contact now. Address “E., 


3656,”’ care J C-K. 





MANUFACTURERS’ or wholesalers’ rep- 
resentative open for the Rocky Moun- 
tain States; competitive lines for real 
volume desired; experienced in dia- 
monds, mountings and jewelry; nice 
following. John S. Pinkston, 1311 
Saulsbury St., Denver 14, Colo. 





SOUTHERN territory; sterling silver 
or plated hollowware; commission; 
well known, firmly established; Vir- 
ginia, North Carolina, South Caro- 
lina, Georgia, Florida, Alabama, 
Pennsylvania; either one or two 
lines; must be top lines for better 
retail jewelers. Address “V., 3728,” 
eare J C-K. 





JOBBING items wanted: well known sta- 
tionery, leather goods manufacturer, 
with sales organization of eight repre- 
sentatives, traveling throughout’ the 
United States, and two permanent show- 
rooms, is seeking additional items, on 
jobbing basis, to add to their line; in- 
terested in numbers that are primarily 
suitable for gifts, stationery and leather 
mx stores. Address ‘“H., 2006,” care 





PACIFIC Coast wholesaler and factory 
representative, with large display and 
sales office in Jewelers Building, Los 
Angeles, doing business with jobbers 
and large retailers, desires first class 
manufacturer’s line diamond rings and 
mountings, platinum and gold; have 
man covering West Coast; line must 
stand keen competition; Dun & Brad- 
street, Jewelers Board of Trade and 
a references. Write “P., 3666,” care 





ATTENTION manufacturers of out- 


standing gold-filled and rhinestone 
costume jewelry; experienced, top 
notch salesman covering Oregon, 
Washington, Idaho for past eight 
years, 400 active accounts, wants 
representation of national adver- 
tiser or nationally known jewelry 
line, manufacturer only; Al per- 
sonal and business references avail- 
able. Address “M., 3641,” care 
J C-K. 





YOUNG, experienced, silverware _ sales- 


man, volume producer with follewing 
in the Midwest amongst department 
stores, jewelers, wholesalers, chains, 
catalogue houses and key outlets, open 
for a popular priced and promotional 
sterling silver hollowware line for 1950; 
this line will be carried in conjunction 
with a strong silver plate line and will 
guarantee volume to the right factory ; 
all replies confidential. Address “Cir- 
cular 166,” Room 1415, Heyworth Blidg., 
Chicago 2. 











SALESMAN wanted to carry side line of 


ladies’ popular gold and platinum 
rings: one who has a following with 
jobbers in Mid-West and West Coast. 
Address “‘V., 3700,” care J C-K. 





SALESMAN wanted to carry side line, 


consisting of 50 numbers in ladies’ and 
men’s stone rings; priced extremely 
low to sell largest users; straight 7% 
commission; give all details in first 
letter. Address “C., 3653,” care J C-K. 





SIDE LINES: outstanding, West Coast 


resident salesman wanted for im- 
portant established gold and plati- 
num ring mounting line, to whole- 
sale trade. Address “P., 3718,” 
eare J C-K. 





SALESMAN: with following of better 


class jewelers, to carry side line of 
ladies’ and gent’s stone rings, diamond 
mountings and diamond wedding rings; 
state territory and other lines carried 
3 Py letter. Address ‘M., 3677,” care 





SALESMEN;; all territories; following, 


jewelry stores, etc., by New York 
importer, beautiful English, hand- 
made china flower jewelry; good 
commission. Address “S., 3649,” 
care J C-K. 





SALESMAN wanted; to travel Chicago 


and Middle West, to carry as a side 
line, to fine retail trade, old established 
manufacturer’s line of high grade 
ladies’ and men’s 14K gold jewelry and 
novelties: commission. Address “L., 
3663,” care J C-K. 





SALESMAN to. represent’ established 


manufacturer for Mid-West territory: 
large line of ladies’ platinum and gold 
ring mountings; over 400 numbers; 
also send out catalog; right line for 
experienced man; replies confidential. 
Address “L., 3691,” care J C-K 








(Continued on page 264) 





’ Ee a a 


FOR NoveMpBER, 1949 











SIDE LINES—Continued 
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SALESMEN; experienced with retail 
jewelry store following. to sell old es- 
tablished, nationally advertised watch 
line; write stating territory covered 
and what additional lines you are now 
carrying; reply. strictly confidential. 
Write “C., 3534,” care J C-K 





SALESMEN ; Chicago, Middle West, Far 
West, Pacific Coast and Texas terri- 
tories open; manufacturer of complete 
line of sterling silver baby goods, carv- 
ing and steak sets, and novelties for 
jobbers and chain stores; salesmen 
with strong following and carrying 
silver line preferred ; commission basis. 
Address “W., 3628,’’ care J C-K. 





SALESMEN; manufacturer of sterling 
silver novelties and outstanding baby 
line; sold nationally ; popular with lead- 
ing jewelers and throughout jewelry 
trade; proven volume sales to depart- 
ment stores; only top notch salesmen 
with strong following; good territories 
open; commission basis. Address “N., 
1253,” care J C-K. 








Help Wanted 








WANTED, A-1 jeweler, who can repair 
_ set stones. Address “V., 1461,” care 


SALESMAN ; New York City and eastern 
territory; straight commission basis; 
well known gold watch case line; no 
objections to non-conflicting line. Ad- 
dress “C., 3602,’ care J C-K 





WONDERFUL opening for experienced 
Swiss American watchmaker; New En- 
gland area preferred, but will accept 
man from New York and vicinity. Ad- 
dress “G., 3659,” care J C-K 





SALESMAN wanted; with established re- 
tail following, to carry all types of gold 
and platinum rings; may be carried as 
side line with non-conflicting line. Ad- 
dress “T., 3671,” care J C-K. 











WANTED, two A-l watchmakers; per- 
centage basis only. Address ‘“T., 1460,” 
care J C-K. 





WANTED watchmaker; at least 10 years’ 
experience. Harrington Co., 84 N. High 
St., Columbus 15, Ohio. 





WATCHMAKER;; experienced ; good prop- 
osition to right man; location, Fox 
River Valley, Wis. Address “N., 3646,” 
care J C-K. 





WE need several first class watchmakers ; 
if interested write, Joseph E. Jessop, 
1041 Fifth Ave., San Diego, Calif., giv- 
ing experience, age and references. 





SALESMAN wanted; experienced; for 
loose diamond line; New York City 
trade; state references. Address “F., 


3708,” care J C-K. 





WATCHMAKER for Middle West; pleas- 
ant working conditions; state age, ex- 
perience and salary desired. Address 
“L., 3676,” care J C-K. 





WATCHMAKER; experienced, able to do 
jewelry repairs and take charge; best 
of references; permanent position, Cen- 
tral New York State. Address “J., 
3674,” care J C-K. 











JEWELER; who has had from 15 to 20 
years’ experience on platinum and gold; 
$1.75 per hour to start; give full par- 
ticulars in ffirst letter. Address ‘“‘J., 
3642,” care J C-K. 





CHASER and carver, with seven to 10 
years’ or more experience; fine posi- 


tion, to take charge of this department; 
give information in detail. Address “T., 
3644,” eare J C-K. 





WANTED; engraver; must be A-1, thor- 
oughly experienced; $2 per hour or 
60-40 percentage; permanent. Ray S. 
Metcalfe Co., 200 Denver Theatre Bldg., 
Denver, Colo. 





SALESMAN wanted; Minnesota and 
states west; to carry complete line of 
diamond rings, diamond wedding rings, 
and mountings. Charles Lesser Co., 
Inc., 2 W. 46th St., New York City. 





JEWELER-diamond setter and general 
jewelry work; position permanent; 
state ability, experience, and wages in 
first letter. Adam H. Bolender, 313 W. 
State St., Rockford, Il. 





THERE is a position open for several 
first class jewelry salesmen; if inter- 
ested, please write, Joseph E. Jessop, 
1041 Fifth Ave., San Diego, Calif., giv- 
ing experience, age and references. 





JEWELER and setter on special order 
work, platinum and gold; large south- 
ern trade shop; 40-hour, five day week; 
guaranteed year around job. Address 
“S., 2482,” care J C-K. 





SALESMAN; well known silver plated 
hollowware manufacturer: New En- 
gland, New York State territory, ex- 


cluding Metropolitan area; commission : 





start January 1. Address “A., 3730,” 
care J C-K. 
SALESMAN; acquainted with whole- 


salers and watch material dealers, to 
represent established importer and dis- 
tributor; please supply full details in 
ach gee Address “A., 3679,” care 





WATCHMAKER: 50% commission; must 
do three to four cleaning jobs daily; 
firm 50 years established near Boston, 
Mass.; state experience: only first class 
watchmakers need apply. Address “F., 
3658,” care J C-K. 





RETAIL salesman; must have thorough 
knowledge of selling, window trim- 
ming, merchandising, etc.; excellent op- 
portunity for right man. Address, 
Stewart’s, 205 Atlantic St., Stamford, 
Conn. 





ASSISTANT manager for fine store, cen- 
tral Pennsylvania, city of 17,000: no 
floaters; manager in two months on 
proven ability; A-1 customer of ours. 
The Claude R. Robins Co., Wholesale 
Jewelers, Harrisburg, Pa. 





WANTED; first class watchmaker for 
work in city in Northwest Ohio; prefer 
man able to do sizing and light jewelry 
repair work; steady job; no floaters 
wanted; salary $75 to $100 a week. 
Address “L., 3616,” care J C-K. 





SALES conductors, experienced: must 
know how to prepare, advertise and 
conduct sales for retail jewelers; sal- 
ary and commission; write fully. Na- 
tional Sales Service, 408 Olive St., St. 
Louis 2, Mo. 





SALESMEN: with following, to handle 
desirable fine grade die struck plain and 
engraved 14K gold wedding rings: ex- 
tensive numbers; competitively priced ; 
commission basis; write references. Ad- 
dress “A., 2256,” care J C-K. , 





SALESMEN; West Coast, Mid-Wes 
Western; established firm manufac. 
turing, popular priced Sterling 
jewelry novelties; car essential; com. 
mission ; references. Kingsland Mfg 
105 Sixth Ave., New York City,” 





tt arate. 


WANTED; expert watchmaker who Ca 
do light jewelry and clock repaj@” 
eventually take full charge of repair 
department; a permanent position and 
a real opportunity for right man: North- 
west location. Address “A.K., 3719» 
care J C-K. 








PACIFIC Coast representative with 
following among better retail jewel. 
ers, for outstanding factory line of 
diamond engagement and wedding 
rings; state full particulars in firs, 
letter. Address “D., 3631,” care 
Jj C-K. 








SALESMAN, with established following 
of fine retail stores, for fine line of 
platinum diamond mountings and wed.- 
ding rings; all territories open; no 
objection to other non-conflicting dia- 
wx lines. Address “J., 3712,” care 








SALESMAN; must be experienced, to 
travel Pennsylvania, West Virginia; 
representing an established whole. 
sale jewelry concern with nationally 
known lines; write stating age, ex- 
perience, etc. Address “E., 3606,” 
care J C-K. 





EXCELLENT position as territory man- 
ager of nationally advertised diamond 
ring line; old reliable firm; high profit 
item with established consumer ac- 
ceptance; unlimited earning power. 

Write to, A. H. Pond Co., Syracuse, 

N. Y. 
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LEADING silverware manufacturer, 
wants a top notch salesman for the 
South; must be outstanding in all 
respects; drawing account against 
commission; write in detail, stating 
qualifications. Address “C., 3734,” 
eare J C-K. 





SALESMEN wanted, with following 
among wholesalers in New York and 
Middle West, to sell outstanding line 
of ladies’ fancy rings and bridal sets 
for established manufacturer; commis- 
sion basis; state full details. Address 
‘“J., 3615,” care J C-K. 





SALESMAN for Texas, Oklahoma and 
tributary states, to exclusively repre- 
sent well known delivery line of 
colored stone and diamond rings; 
please give complete résumé 0 
background. Address “M., 3664,” 
eare J C-K. 








JEWELER; young man from 35 to 40, 
with about 15 or more years’ experil- 
ence on fine special order work and 
production; also capable of supervising 
a shop of eight men; wonderful op- 
portunity for a future, for a man with 
such ability; write in detail. Address 
“Z., 3643,” care J C-K 





SALESMAN; experienced for New 
England and New York state terrt- 
tory; salary and commission; write 
reply in full detail; correspondence 
will be held in strictest confidence. 
Address, F. & F. Felger, Inc., 480 
Washington St., Newark 2, N. J. 
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CO SALESMEN _ wanted, with following 


LUCRATIVE territory open for cap- 





HELP WANTED—Continued 








SSMAN; thoroughly experienced live- 
— with fine reputation, to call on 
manufacturers in New York and New- 
ark for old established importers of 
imitation, synthetic and semi-precious 
stones; terrific opportunity; all replies 
held in strict confidence. Address ‘M., 
3618,” care J C-K. 





—_—— 


SALESMAN; experienced, to travel 
Baltimore, Washington, D. C., Vir- 

ginia and the Carolinas; represent- 
| ing an established wholesale jewelry 
concern, with nationally known 
lines; write stating age. experience, 


ete. Address “Y., 3629,” care J C-K. 





3 ™ 


SALESMAN wanted; experienced; to 
represent manufacturer in New York, 
to call on jobbers or retailers, with line 
of platinum and gold watch cases, brace- 
lets, ladies’ and gent’s rings; partner- 
ship opportunity offered to right man 
without investment. Address “L., 3638,’ 
care J C-K. 


’ 
’ 








TRAVELING | salesman; following 

among better retail jewelers in 

: southern territory, for outstanding 
factory line of diamond engage- 
ment and wedding rings; state full 
particulars in first letter. Address 


“J., 3485.” care J C-K. 





WATCHMAKER; capable of estimating 
L.- .- ..and..repairing -~watches, also able to 
size rings; fine working conditions; 
permanent position; give full informa- 
‘ tion as to experience, salary, reference, 
a etc., in first letter. Address, A. S. 
Mackie, 304 Ashmun St., Sault Ste. 
Marie, Mich. 








MODERN watchmaking; learn watch- 
making the better way; save time; 
complete courses in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City School of 
Watchmaking, Dept. C., Admiral & 
Tracy, Kansas City 6, Mo. 





WATCHMAKER; we have several open- 
ings in our Toledo shop for watch- 
makers who can later be placed in per- 
manent positions in many large cities 
throughout the country; state age, ex- 

’ perience and salary expected. People’s 

: Watch Repair Co., 120 Summit St., 

Toledo, Ohio. 





SALESMAN; desired for representa- 
tion of nationally known ring line, 
diamond rings and colored stones, 
for territory from Denver, west; in 
making reply, please state past ex- 
perience and all other essential de- 
tails. Address ‘“A., 3532,” care 
J C-K. 








SALESMEN wanted; to carry fine qual- 
ity line of loose diamonds and platinum 
and gold diamond jewelry, for one of 


amongst the better class retail jewelry 
stores, to carry high class line of gold 
and platinum wedding rings; good com- 
mission; no objection to non-conflicting 
side line; territories open: South, Pacific 
Coast and West; state territory and 
eX ee Address “T., 3650,” care 





WANTED; loose diamond _ § salesman: 


previous experience selling diamonds 
not absolutely necessary, but experi- 
ence essential in road selling, to the 
jewelry trade, wholesale and retail: 
great opportunity; substantial earnings 
for right man; applicants write giving 
complete history and qualification to 
“S., 3624,” care J C-K. 





FOREMAN for high school ring manu- 


facturing; should be either expert jew- 
eler, stone setter, polisher, tool maker 
or die cutter, and experienced in other 
phases of manufacturing; permanent; 
excellent opportunity; completely 
equipped, well established shop in large 
Pennsylvania city. Write fully to “B., 
3469,” care J C-K. 





SALESMAN.-assistant manager; an op- 


portunity for the right man; permanent 
Situation in the finest credit jewelry 
store in the Rocky Mountain region; 
must be an excellent salesman and be 
able to assist owner in management of 
store; give all particulars as to refer- 
ences, salary expected and experience 
? first letter. Address “S., 3723,” care 





WANTED; a good man, certified 


watchmaker, Bowman __ graduate, 
with five years’ or more experience ; 
good working conditions; pleasant 
surroundings in air conditioned 
store, where fine work is appre- 
ciated; good eastern North Carolina 
town located on a beantiful river; 
excellent climate. Address “R., 


3667,” care J C-K. 





LONG established manufacturer of sterl- 


ing silver flatwear and hollowware, has 
opening for salesmen with established 
following in Ohio, Indiana, Michigan, 
Wisconsin, North Dakota, South Dakota, 
Minnesota, Iowa; no objection to non- 
conflicting lines; all replies treated in 
strict confidence: our sales force has 
7: it Address “N., 3696,” care 





NEW YORK City representative want- 


ed by old established manufacturer 
of jewelry boxes and displays; rare 
opportunity for experienced sales- 
man with established following, 
particularly among retail jewelers 
in the Metropolitan area; give full 
particulars in first letter; write in 
confidence. Address “R., 3720,” 
eare J C-K. 





the oldest and largest well-established 
diamond cutting firms in the country; 
00d commission; only experienced 
Salesmen will be considered; state ter- 


ritory. Chase Rand Corp., 64 W. 48th 
St., New York City. 





SALESMAN wanted, who calls upon the 


southern retailer with non-conflicting 
line, to represent a concern established 
over a quarter of a century, manufac- 
turing fraternal rings, pins and emblem 
buttons; platinum and gold diamond 
rings; zircon rings; wedding rings for 
men and women; only those with ex- 
cellent following and fine character will 
be considered; commission basis only; 
state experience and give reference in 
first letter, which will be held strictly 


= Address “H., 3687,’ care 


able, ambitious salesmen for our 
large and well regarded line of 
rings and mountings; if you would 
enjoy a connection with a progres- 
sive firm, with customer relations 
and producing merchandise which 
insures business in quiet times, as 
well as good, write, Goodman & Co., 
42 W. Washington St., Indianapolis 
4, Ind. 





WANTED: two silver or jewelry sales- 


men ; large manufacturer, popular 
priced silver and chrome plated hollow- 
ware and electric table appliances, has 
the following territories open; namely, 
complete southern territory, from Vir- 
ginia to Texas, including Florida; also 
state of Ohio, West Virginia, Kentucky, 
Missouri, Kansas and Nebraska; terri- 
tory successfully covered for the past 
25 years; only those who have a fol- 
lowing and can produce need apply; 
drawing account or straight commis- 
sion; no objection to one non-conflict- 
ar - line. Address ‘“‘T., 3500,” care 
C-K. 





THREE; top notch salesmen, with 


active jewelry store following, to 
represent nationally advertised watch 
concern in the South, Middle West 
and Pacific Coast; all territories 
have established accounts and have 
foundations for lucrative incomes; 
a liberal drawing against commis- 
sions for the right men, who have 
experience and ability; write in de- 
tail, stating territory covered; your 
letter will -be held in the strictest 
confidence. Address “B., 3533,” 
eare J C-K. 





UNUSUAL sales opportunities, with the 


rapidly expanding Columbia Dia- 
mond Ring sales force are available 
to the right men; our program calls 
for wide-awake men who can prop- 
erly present the Columbia Diamond 
Ring merchandising plan to the re- 
tailer; this program is the most 
complete in the diamond ring in- 
dustry; all replies will be held in 
the strictest confidence; our men 
know of this ad. Address replies 
to, H. C. Welles, Columbia Diamond 
Rings, Division of Axel Bros., Inc., 
21-10 49th Ave., Long Island City, 
N. Y. 


i ——— 


For Sale 


Stores, Stocks and Businesses 








FLORIDA jewelry store, with low ex- 


pense, fine stock; established 15 years; 
sacrificing $25,000 value for $20,000, or 
reduce. Address “F., 3609,” care J C-K. 





OPPORTUNITY for watchmaker: jew- 


elry and gift shop in small town near 
Tampa, Florida; building, stock and 
fixtures: $3000 will handle. Address, 
813 Tampa St., Tampa, Fla. 








(Continued on page 266) 
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FOR SALE—Continued 
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FOR SALE; long established watch and 
clock repair shop, centrally located in 
Miami, Florida; price $2,900; good will 
and equipment; retiring. Address ‘“‘J., 
3636,” care J C-K 





CREDIT jewelry store, modern, attrac- 
tive, good location in large New Jersey 
city; clean stock, excellent reputation ; 
details to reliable and interested parties. 
Address ‘“‘A., 3735,” care J C-K. 





JEWELRY store in North Central Mis- 


souri; small, one-man spot; repair 
watch and jewelry sales; only store, 
town 2000; stock, fixtures, equipment 


will inventory $5000. Address “P., 3699,” 
care J C-K. 








MODERN jewelry store for sale in Mid- 
west, with nationally advertised mer- 
chandise; doing a good cash and credit 
business; $60,000 will handle; must sell 
immediately ; sickness reason for sell- 
ing. Address “D., 3604,” care J C-K. 





EXCELLENT location; watchmaker’s op- 
portunity, Midtown Manhattan: rea- 
sonable rental; heavy transit: safe, 
fixtures, stock optional; $600, security ; 
landlord; $2500 takes all. Address “D., 
3654,” care J C-K. 





JEWELRY store; small, low rent, good 
location: all new fixtures; good clean 
merchandise ; located in industrial town 
of 60,000, in Central Indiana; approxi- 
mately $5900: must dispose of before 
—— Address “L., 3620,” care 





MOST beautiful, little jewelry store in 
San Antonio, Texas; modern mirror fix- 
tures ; Frigidaire air conditioned: good 
repair business; cheap lease; stock and 
fixtures about $6,000: write for full 
ok ae Address “K., 3637,’ care 





FOR SALE; jewelry store in North Flor- 
ida town, 6000 population; nationally 
advertised stock; material and fixtures 
approximately $15,000; could reduce 
stock some; opportunity for watchmaker 
ane _ Address “E., 3632,” care 





WELL paying, old established jewelry 
store; over 30 years in same loca- 
tion on the upper West Side in New 
York; enjoying an excellent repu- 
tation; only clean good stock; may 
be purchased with or without stock; 
plenty of repairs; five years’ lease; 
closed evenings; will stand any in- 
vestigation ; owner retiring. Address 


“J., 3661,” care J C-K. 





RETAIL jewelry store; excellent loca- 
tion, Detroit, Michigan; forced to 
sell immediately on account of ill- 
ness; complete clean stock of dia- 
monds and watches; fixtures. two 
years old; franchises for Bulova, 
Benrus, Longines, Hamilton, Elgin, 
etc.; store enjoys excellent reputa- 
tion; air conditioning; low rental 
with eight-year lease; sacrifice for 
$25,000. Address “R., 3331,” care 
J C-K. 








: 
| 





FOR SALE; old established furniture and 
jewelry business, located in large met- 
ropolitan Florida industrial city; an- 
nual sales volume in excess of $425,000 ; 
very reasonable rent; best business lo- 
cation; clean stock of jewelry and 
furniture; owner wants to retire; will 
quote very attractive price to secure 
instant buyer; books will reveal busi- 
ness has shown better than average 
annual net profit; this store would make 
valuable addition to group of stores 
operated by clever merchandiser; when 
name is revealed great interest will be 
shown by merchants seeking store with 
past enviable reputation and one with 
brilliant future; for particulars tele- 
graph or write “N., 3619,” care J C-K. 





FOR SALE; jewelry shop in the fastest 
growing city in the Pacific North- 
west; established 1910; doing spe- 
cial order and trade work; also job- 
bers of ring mountings, and have 
a large retail following; enjoying a 
good volume of business from four 
states; owner wishes to retire; price 
$21,500, which includes inventory, 
equipment, fixtures, etc.; some 
terms can be arranged; this is an 
excellent opportunity for one to 
take over a well established shop. 


Address “G., 3307," care J C-K. 





GROUP of three jewelry stores located in 


West Central Ohio, for sale; parent 
store located in Metropolitan city of 
10,000 population; this store’s annual 
sales volume approximately $160,000: 


other two stores located in progressive, 
medium size cities within °30 miles of 
parent store; all stores have best busi- 
modest rents, excellent 


ness locations, 

fixtures and equipment: 100% salable 
stocks of nationally known watches, 
diamonds, jewelry, silver, ete.: circum- 


stances over which owner has no con- 
trol forces him to sacrifice this group 
of stores instantly; will quote attractive 
price for entire group or anv single 
store: operators of group of stores 
should seriously consider the advantage 
the addition of these stores would mean 
to vour business, or if you are a jeweler 
seeking an individual store with an un- 
equaled reputation and brillient future, 
telegraph or write “R., 3623,” care 


— 
e A . 





SOUTHERN California jewelry store, 
located in rapidly growing area, 
established 53 years, Honduras ma- 
hogany fixtures; inventory in excel- 
lent shape, better quality factory 
lines; cash, 30 days and conserva- 
tive time accounts; top character 
and integrity in city and with fac- 
tories; factory references; popula- 
tion 450,000; owner in_ second 
generation, wishes to retire after 40 
years; no successor to continue; 58 
feet wall cases, 70 feet floor cases; 
well equipped; good lease; 18 foot 
frontage, 25 feet inside width, 75 
feet depth selling space; rear room 
25x25 ft., side mezzanine; corres- 
pondence invited. Address ‘“M.., 


3695,” care J C-K. 
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For Sale 


Tools, Equipments 








FOR SALE: like new, Paulson 
timer; six months old; $350. 
Tuttle, 668814 Northwest Highway, Chi- 
cago 31, IIl. 


watch 
Cc. G 




















USED tools, benches, lathes, 


Cleanin 
R. 


ones, etc. 
allien, ‘ t., Los ; 
13, Calif. Angeles 





————$$____ 


ARCH CROWN celluloid and _pareh. 
ment tags, available in all colors 
and sizes; send for catalog; factory 
and office moved to 277 Halsey §,, 
Newark 2, N. J. 








JEWELERS’ display cards, jewelers’ dia. 
mond and watch guarantees, jewelers’ 
repair checks, jewelers’ deposit envye. 
lopes with call checks; printed supplies 
of every description. Write for samples 
Dauer Printing Company, Manufactur. 
ers, Printing, Engravers, 31 East 22nq 
St.. New York 10, Algonquin 


4-2174. We ship open account, parce] 
post, or express to any part of the 
United States. 





| 


FOR SALE; modern jewelry store fixtures 
made of Prima-Vera wood, which in- 
cludes 12 floor cases, eight wall cases, 
wall case sections, island displays, win- 
dow paneling, office, cashier and optica] 
departments, electric signs, interior dis- 
plays of show cases; condition as good 
as new: cost $20,000; will sacrifice for 
$7,000; will arrange terms if necessary: 
must dispose of as our lease has ex- 
pired. Lords Jewelers, Inc., 10789 Grand 
River Ave., Detroit 4, Mich. Telephone 
We. 3-9520. 
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Business Opportunities 


EVERY EFFORT is made by The Jewel- 
keep its ad- 


ers’ Circular-Keystone to 

vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade _ references. Announce- 


ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





HAVE capital to invest, along with office 
and factory, for the manufacturing of 
gold rings; seek experienced partner. 
Address ‘“H., 3710,” care J C-K. 





NEW YORK manufacturing jeweler, with 
modest capital, seeks partnership in any 
established business in Florida. Ad- 
dress “W., 3729,”’ care J C-K. 





SMALL jewelry store wanted; prefer un- 


der $10,000: east or northeast Texas 
preferred: consider other _ location; 
please give complete details. Address 


“L., 3714,” care J C-K. 


—_ | 





WANT to buy: old established jewelry 
store in southern California; must have 
good reputation and carry major lines; 
experienced operator; will pay cash. 
Address “N., 3665,’ care J C-K. 








JEWELRY stores wanted by chain store 


organization seeking to expand its op- 
erations: will consider every store in 
any city; all replies confidential. Ad- 
dress ‘“‘J., 2740,” care J C-K. 








AUCTIONS: successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy; 
5200 Blackstone Avenue, Chicago 
15. 
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BUSINESS OPPORTUNITIES—Cont. 

















Os 


ICTIONEERS: convert dead merchan- 

> into ready cash; stocks bought for 
cash or sold on commission, In any part 
of the U. S.; trade and bank references 
furnished. B. Schwadron, 1363 Broad- 
way, Brooklyn, N. Y 








$50,000 going business, manufacturing 
western style jewelry, silver saddle or- 
naments, etc.; will sacrifice for $12,500 
due to illness; see ad on page 245 this 
issue. S. Shapiro, 2720 Ivan Court, Los 
Angeles, Calif. 





AUCTIONEER; eight successful sales 
conducted in 1948; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6956 N. Ashland Ave., 
Chicago 26. 





—— 


AUCTION for profit; auction sales con- 
ducted anywhere in the country; the 
finest bank and jewelers’ references 
furnished: stocks bought. Herman 
Schwadron, 386 Fulton St., Brooklyn, 
™ = 





GORDON BROTHERS, oldest'§ and 
largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established 1903; for 
details see our advertisement on 
page 160. 





HIGHEST cash buyers of jewelery stores, 
stocks, fixtures, good will, accounts re- 
ceivables; high type personnel; coast 
to coast: all correspondence confidential. 
National Capital Co., 545 Fifth Ave., 
New York 17, N. Y. 





COLMES BROS., cash buyers of jewel- 
ry stores with or without fixtures; 
we interview you at our expense in 
any part of the country; bank and 
trade references. 18 Tremont St., 
Boston, Mass. 





SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write, 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 





ATTENTION Mr. Jeweler, want a sale, 
to sell out, reduce stock, raise cash, 
removal, remodel. Write, Bob Jones, 
c/o Robert E. Jones Sales Service, 


304 Colonial Arcade, Cleveland, 
Ohio. Nationally known for 25 
years. 





AUCTIONEERS interested in liquidat- 
ing stock profitably; we purchase 
inventories and conduct dignified 
profitable auctions; 25 years’ suc- 
cessful experience, disposing of 
jewelry stock; finest references. 
Gabriel Flutie, 310 West End Ave., 
New York City. 


AUCTIONEERS with 30 years of leader- 
ship for jewelers who care, sold for 
Feagans, Los Angeles; Ben Tipp, 
Seattle; Noack-Hardger, Sacramento, 
Calif.; Pfeifer Bros., Little Rock; Hal- 
ton’s, Ft. Worth, two group auctions 
for St. Louis’ leading jewelers: 10 auc- 
tions, two million dollars. America’s 
Foremost Jewelry Auctioneer, Thomas 
J. Faussett, Howell, Mich. 





I AM ready to pay you cash, dollar for 
dollar, for your stock, providing you 
have been an established cash jeweler 
for a period of years and enjoy a good 
reputation; will take the store over as 
a going, or going out of business; not 
interested in any credit stores; or if 
you are in financial difficulty I will help 
you finance your business, pay up your 
obligations, and help you stay in busi- 
ness; I have bought and sold over 100 
stores in my 40 years of business: all 
correspondence held in strict confidence. 
Herman Kimmel, 48 W. 48th St., Room 
703, New York, N. Y. 





WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction, or buy your entire stock 
and fixtures for cash; have more 

‘than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone. Earl Wilson. 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephones 


Plaza 8-2110-2111. 





BEN JACOBS, America’s well known. 
reputable auctioneer, cash buyer of 
jewelry stores and surplus stocks, 
or, will personally conduct auction 
sale for you anywhere in a dignified 
and courteous manner; have liqui- 
dated five outstanding jewelers this 
year; firms names on request; bank 
and trade references. Write, wire 
910 Madison Ave., New York City; 
401 Jewelers Bldg., Boston, Mass. ; 


324 Irwin Keasler Bldg., Dallas, 
Texas. 





ACTION by auction; only a special 
auction sale will convert your in- 
ventory into top cash prices; we 
guarantee your cost plus a profit 
and good will of your customers; 
we advance money and supply mer- 
chandise; we conduct auction or 
flat sale and will buy or sell your 
credit accounts and fixtures; high 
type personnel; our firm has over 
35 years’ experience in the jewelry 
store field; best bank and trade 
references. National Capital Co., 


045 Fifth Ave., New York 17, N. Y. 








AUCTIONEERS: V. C. Kelley and As- 
sociates; for over 20 years America’s 
most successful jewelry auctioneers; 
rich in experience, outstanding in 
ability; capable of handling the big- 
ger stocks and the finer goods; and 
above all, we possess the skill to get 
the most for your stock; recently 
sold over $350,000 for the five fol- 
lowing stores: Brackins, Pensacola, 
Florida; Sterling, Cincinnati, Ohio; 
Dame & Wilson, Richmond, Indi- 
ana; Stewarts, Little Rock, Arkansas; 
Shaws, Lima, Ohio; best references. 
Write or wire V. C. Kelley, 6956 
No. Ashland Ave., Chicago, IIl. 





MR. JEWELER, if you want to retire 
from business, or if you would like 
to get rid of your surplus stock, for 
which you paid high prices, and 
which can be replaced for less to- 
day, let me show you how it can be 
done, with one of my dignified auc- 
tions; I guarantee that there will be 
no loss and that your prestige will 
even be enhanced in your commu- 
nity; or if you want to sell your 
stock outright, I will buy it at the 
highest price; write or wire for de- 
tails; all correspondence strictly con- 
fidential; bank and trade references 
on request. M. C. Maxwell, 1429 
Boardwalk, Atlantic City, N. J. 





A. E. GATES & Associates, jewelry 
auctioneers; if you are retiring 
from business, or wish to reduce 
your stock, a dignified auction con- 
ducted by experts in selling jewels, 
art objects, all classes of goods car- 
ried in first class stores, with the 
ability to describe each piece cor- 
rectly and convincingly, inspiring 
the most discriminating customers 
to buy during and long after your 
auction is over; our proven ability 
of many years’ successful selling, 
for leading jewelers throughout the 
United States, will also apply to you; 
we ean sell all or any part of your 
stock, quickly and profitably; write 
or wire for terms and dates. A. E. 
Gates, 580 Fifth Ave., Room 605A, 
New York 19, N. Y. Tel. Plaza 
7-3245. 





WOULD you like to retire from busi- 
ness, now or after January first, if 
you were given a responsible guar- 
antee that your stock, accounts and 
fixtures would be sold for more 
than the wholesale cost; our service 
will secure a cash buyer for your 
store as it stands today as a going 
concern; your good-will and lease 
will sell for cash the same as your 
stock; we are not stock buyers, but 
one of the oldest exclusive jewelry 
brokers in business; unquestioned 
bank references; also references 
from clients who have used our ser- 
vices recently; no store too large 
or small to use this service; write 
for competent appraisals and com- 
plete details without obligation. Mc- 
Rae & Shaw, 168 N. Michigan Ave., 
Federal Life Insurance Bldg., Chi- 
cago, Ill. 
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Wanted to Purchase 

















CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, ete. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





HIGHEST prices for 12 and 16 size, 7 to 
21 jewel American movements; check 
mailed immediately : estimate subject to 
your approval. Chicago School of 
Watchmaking, 1608 N. Milwaukee Ave., 
Chicago 47, LIl. 





WANTED, used sterling flatware or hol- 
lowware: inactive Community plate, 
Holmes & Edwards and Rogers 1847; 
we pay for as merchandise net scrap. 
Vroman’s Silver Shop, 520 W. 7th, Los 
Angeles, Calif. 





(Continued on page 268) 
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WANTED TO PURCHASE—Cont. 
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(Continued from page 267) 





WANTED to buy, for cash; surplus stock 
of watches, jewelry and diamonds at 
highest prices; bank references; all 
correspondence confidential; call or 
wire collect. London Watch Co., Inc., 
2 E. 45th St., New York 17. MU 7-7743. 





JEWELRY store wanted with good re- 
pairs; if price is right will invest up 
to $15,000; Florida or southern states 
preferred; write me particulars and 
reason for selling; any replies con- 
Te Address “F., 3481,” care 





ATTENTION jewelers; wanted to buy 
any old stones, opals, rubies, etc., either 
loose or mounted; also antiques and old 
silver ; small or large quantities; write 
me or send me what you have registered 
insured; estimate subject to your ap- 
proval; bank references and jewelers 
Board of Trade. Bromley’s, Retail 
Jeweler, 486 list Ave., N., St. Peters- 
burg, Fla. 





SPOT cash for your surplus stock 
watches, diamonds, and_ jewelry; 
highest cash prices paid; check by 
return mail; all shipments held 
pending approval of payment; if 
check is unsatisfactory, shipment 
returned express prepaid; bank and 
trade references; established 1933. 
Diamond Jewelry Co., 626 M & M 
Bidg., Houston 2, Texas. 





CASH in; send us your watch move- 
ments, watches, trade-ins and pur- 
chases; old spectacle frames, gold 
filled scrap, silver, gold and any 
other precious metals and jewels, 
for highest prices; we send you a 
check at once, and hold shipment 
intact for your approval; refer- 
ences; National Bank of Commerce, 
Memphis, Tenn.; Jewelers Board of 
Trade, Dun & Bradstreet. Wein- 
man’s, Dept. K, 108 Beale Ave.., 
Memphis, Tenn. 








Watch Work, etc., for 
the Trade 








WE specialize in repairing chronographs 
and repeaters. Richard Flauto & Co., 
48 W. 48th St., New York 19, N. Y. 





WATCH repairing for the trade, jewel 
setting, plate and balance jewels: price 
list upon request. M. J. Gallo, 922 N. 
Plum St., Lancaster, Pa. 











CAREFUL, honest watch repairing for 
the trade, moderate prices; out-of-town 
orders attended to promptly. I. Kunnel, 
2 W. 47th St., New York City. Phone 
Lu 2-3163. 














COMPLICATED and plain watch repair- 
ing; chronograph cleaning $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 












BOSTON, Mass.; expert and guaranteed 
watch repairing; prompt service; rea- 
sonable price list upon request; mail 
orders invited. David Migdal & Co., 
109B Summer S8t. 





SPECIALIZING in repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster; 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 





CAREFUL watch repairing, skilled work- 
manship; all watches checked and 
timed on Western Electric Watchmaster 
for accuracy. Frederick Lowey, 48 W. 
48th St., New York 19, N. Y. 





KNOW your vibrator; mail direct; same 
day service; tlat $1.75; Breguet $2.50; 
free services; restud, recollet; write 
for free envelopes and containers. Hair- 
spring Vibrating Co., P. O. Box 330, 
406 32nd St.; Union City, N. J. 





EXPERT watch repairing; we specialize 
in mail order; 10-14 days’ service; all 
watches timed and tested by the latest 
Western Electric Watchmaster; time 
charts for each watch will be supplied 
upon request. L. Z. Orin, 2 Ellwood St., 
New York 34, N. Y. Lorraine 7-1261. 





FINEST watch repairing, with seven 
days or sooner service; all work 
guaranteed and protected to and 
from store against loss and damage; 
all watches timed with Watchmaster; 
located in the Midwest’s most con- 
venient watch repair center. Pollak’s 
Watch Service Co., 205 Colonial 
Arcade, Cleveland 15, Ohio. 





‘+ PERFECT watch..repair -service, 323 W. 
Fifth St., Room 201, Los Angeles 13, 
California; 18 years’ experience; mem- 
ber Jewelers Board of Trade; chrono- 
graph and repeater specialists; Watch- 
master tested for perfection; two to 
three days’ service; no better workman- 
ship at any price; send us your trial 
order now. 





WATCHMAKER; expert; 38 years’ expe- 
rience; wishes to contact reliable 
jeweler who needs dependable watch 
repairing, fine workmanship, Watch- 
master timing, reasonable prices; mail 
order; handling trade work for leading 
New York City jeweler for 22 years. 
Alfred Bautze, 75 Aberdeen Rd., New 
Hyde Park Manor, L. I., N. Y. 





TWENTY-FIVE years’ of experience 
in fine watch repairing; services 
include repair on  chronographs, 
vibrate hairsprings and all types of 
complicated watch repairing ; Watch- 
master machine assures accurate 
timing; work guaranteed, prompt 
delivery in three to six days; price 
list upon request. H. Spielman Co., 
9 Maiden Lane, New York 7, N. Y. 
WOrth 4-3377. 





IMPORTANT: your watch repairs; any 
make, any size watch accurately re- 
paired and at today’s most reason- 
able prices; we offer you the finest 
craftsmanship, fully guaranteed 
prompt service and postage prepaid ; 
for nearly a third of a century, this 
has been our policy; send us a trial 
package today; prices quoted on re- 
quest. National Watch Repair Co., 
727 Sansom St., Philadelphia 6, Pa. 





aan, 
Special Order Work and 
Repairs for the Trade 














PEARLS and bead necklaces restrung 
plain, knotted; jewelry repairs; speci} 
order work; prompt service. Frank C 
Osmera Co., 45 W. 45th St., New Yor; 

ty. 





ttt Laas 


SPECIALIZING in_ platinum and goig 
special orders and repairs, for over 95 
years, for the jewelry trade; will syp. 
mit sketches on all special orders; wor, 
guaranteed; mail orders given immedj- 
ate attention. J. Novoross, 12 John gt 
New York 7, N. Y 





tare, 


PEARLS and beads restrung; rosaries 
repaired by experts for the trade; right 
prices ; prompt service ; monthly billing. 
Woodman’s, 55-B Eddy St., Providence, 
R. i. 








BEADS restrung; all style beads re. 
strung, plain or knotted; prompt ser- 
vice ; can furnish references. Mrs. Helen 
E. Stump, 202 State St., Shillington, Pa., 
near Reading. 








FOUNTAIN pen and lighter repairing: 
experts on all makes; authorized ser- 
vice station Parker, Schaeffer, Water- 
man, Eversharp. Personal Pen Co., 333 
Washington St., Boston 8, Mass. 





aa 


LAPIDARY; complete service; stones re- 
cut, repolished, repaired, drilled, en- 
graved, encrusted; new _ stones for 
replacements ; ecial opal, star sap- 
phire :doublets. Ace Lapidary, -Red Cross 
Bldg., Jamaica, N. Y. 





JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 


Sew Se LEER ALLO PLT ICLNABE NT AT ST 


Miscellaneous 











JEWELRY, silverware and _ plastic en- 
graving taught. A. P. Hemersbach, 
Tutor, 303 Fifth Ave., New York. 
4-7572. 


——— | 





BOOKS on. engraving, watchmaking, 
watch and clock repair; jewelry, optics, 
ete.; learn for profit; free catalogue. 
H. & H. Supply, 1549-A Lawrence St. 
Denver 2, Colo. 








WATCHMAKERS’ JOURNAL contains 
valuable information for watchmakers 
and students; send 15c. stamps, for 
sample copy. Dean Co., 116-A Nassau 
St., New York 7, N. Y. 








EXECUTIVES and salesmen; why 
own a car? travel by the carefree 
way; rent a 1949 sedan by month 
or year; write or *phone for com- 
plete details. Carservice, Inc. 
Northern Blvd. at 50th St., Long 
Island City 1, N. Y. Surrey Build. 
ing. RA 6-4960. 
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Community Fancy Pieces 


In response to the steadily growing de- 
mand for fancy serving pieces, Oneida, 
Limited, makers of Community Silverware, 
has put six silver serving items on the 
market—especially gift wrapped. These 
pieces include the cold meat fork, the 
pierced round server, the two-piece carving 
set, the serving or gravy ladle, the pierced 
pastry server and the two-piece salad serv- 
ing set—in all five Community patterns. 





American Plasticraft 
Offers Two Gifts 


According to the American Plasticraft 
Co., 2027 Williamsbridge Road, New York, 
manufacturers of Hi-Lite Thick Lucite 
Unbreakable Watch Crystals, they are 
now supplying the trade with two useful 
gifts, an all-metal millimeter scale, and 
a bottle of Hi-Lite crystal cement. 

Both items are sent free with initial 
orders for 12 or more Hi-Lite crystals of 
the dealer’s own selection, at standard 
price of 20 cents each. 





New Taffel Catalog 
On Gift Wrapping 


Contending that American business for 
spring, 1950, will be a distinct challenge 
to the merchandising and promotion abili- 
ties of every jeweler, George A. Taffel, 
president of Taffel Bros., Inc.. declared 
that beautiful wrappings will project the 
sales barometer of every jewelry purchase. 

Taffel Bros., Inc., of 95 Madison Ave., 
N. Y., is well-known for its complete line 
of ribbons and wrappings for every gift- 
giving occasion, be it a gift from Santa or 
a Valentine for the “first lady of your 
heart.” These are vividly described in a 
beautiful four-color cover catalog which is 
available to all rated jewelers. 


Appropriate Pack 
For Gold Crosses 


Distinctive and highly appropriate pack- 
aging greatly enhances the sales appeal 
of the line of crosses offered by Philips 
Mfg. Co., Brooklyn, N. Y. 








This new Philips gift. box not only 
lends itself ideally to display but provides 
buying motivation for its religious sig- 
nificance and permanent value. The Philips 
line of crosses cover a wide range, crafted 
in 10K and 14K gold while many are also 
available in 1/20 12K gold filled. Also 
included are diamond-set crosses. 
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Bechtel Has New 
Diamond Gauge 


Joseph B. Bechtel & Co., 729 Sanson 
St., recently announced their distribution 
of the Accurate Diamond Gauge. Accord- 
ing to Clark Bechtel, this gauge is simple 
to use; equally effective on round or 
baguette styles. 





It is of guaranteed accuracy on sizes 
from 1/100 carat to two carats. Made of 
stainless steel and nickel silver it folds to 
the size of a half dollar and is priced at 
two dollars. 


Phinney-Walker 
and Semca on TV 


Semca Clock Co. and its Phinney-Walk- 
er Division launched their first television 
campaign, a cycle of five weekly spot ad- 
vertisements, on Sunday, October 9, it was 
announced by Moss Associates, advertis- 
ing agency. 

Three one-minute films will be rotated 
on five New York stations. The films will 
also be offered free as a “television mat 
service” for retail stores throughout the 
country. 


New Bristol Ring 
Advertising Mats 


The Bristol Seamless Ring Co. has pre- 
pared a series of individual mats of their 
newest ring styles plus their best selling 
numbers. These mats are ideally suited 
to smart newspaper advertising. The rings 
shown are expertly rendered, making for 
dignified yet striking appearance and su- 
perior reproduction. They are available to 
all Bristol dealers. Bristol Seamless Ring 


Co., 71 Nassau St., New York 7, N. Y. 





Hugo Bosca Offers 
Colorful Catalog 
The Hugo Bosca Co., Springfield, Ohio, 


is furnishing the trade with a most un- 
usual catalog of its line. Aside from pro- 
viding a source book for personal leather 
goods, ring binders, briefcases, and brief 
bags, the book is remarkable for the fidelity 
of its full color illustrations. 








42 Cited 
for Palladium Use 


For “excelling craftsmanship in the use 
of the rare white precious metal Palladium 
in jewelry,” 42 jewelry manufacturers 
have been sent citations by Baker & (, 
Inc. : 

Examples of how these manufacturers 
are using palladium in jewelry were shown 
in the Baker exhibit at the recent ANRJA 
convention. In a letter of thanks, the 
company has now commended the map. 
ufacturers for their “excelling craftsman. 
ship in the use of palladium. You are 
joining a growing group of jewelers who 
have come to recognize the high intrinsic 
value, workability, beauty and public ae. 
ceptance of this rare element, palladium, 
as old as the world, but today’s newest 
addition to the jeweler’s craft.” the letter 
stated. 





Semca Inserts 


More than a million two-color inserts 
featuring clocks of Semca Clock Co., Ine, 
and Phinney-Walker Co. (Division of 
Semca), New York, will appear in the 
catalogs of leading wholesalers this fall, 
showing seven Semca Swiss Jeweled Alarm 
Clocks, and five Phinney-Walker clocks, 
including the new automatic 22-year 
Calendar Clock, the lighter clock and the 
clock and cigarette box combination, all 
excellent numbers for Christmas gift 
promotion. 


Double-Duty Lapel Watch 

The unique watch shown here, called 
“Jeweled Hours” was introduced by the 
Cyma-Tavannes Watch Co. (who also man- 
ufacture Cyma gift clocks)—and is the 
first lapel watch of its kind. 





Set with multi-colored stones, it is de- 
signed as a highlight for any costume. 
Also, with the flip of its own stand, it 
becomes an attractive and useful table 
timepiece. This fascinating little gem, 
designed especially for Christmas-giving, 
comes in three styles: Antique gold with 
multi-colored stones and a round dial—or 
a rectangular dial; and in white metal 
with sparkling clear stones. Planned 
to retail at $59.75, F.T.I. 
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News of Personnel 





Frank W. Ollayos is the newly ap- 
pointed midwestern representative of Man- 
chester Silver Co. of Providence, R. L., 
manufacturers of sterling silver flatware 
and hollowware. He will make his head- 
quarters in Chicago. Frank Ollayos brings 
to Manchester a lifelong experience in the 
industry, having been for many years with 
R. Wallace & Sons Mtg. Co., and later the 
sales manager of Amston Silver Co. 

Frank J. Dunn (son of the late “Casey” 
Dunn of Dunn Brothers) is the recently 
appointed Southern’ representative of 
Walter E. Hayward Co., jewelry manufac- 
turers of Attleboro, Mass. He also repre- 
sents Saart Brothers Co., of Attleboro, 
Mass. 

Webster Company, of North Attleboro, 
Mass., makers of novelties in sterling sil- 
ver, announced on Oct. 10 that Edward 
W. Venables has been appointed as Chi- 
cago and Mid-west representative of the 
company, succeeding L. M. Simmons who 
recently resigned. Venables will be in 
charge of the Webster Chicago showrooms 
at 31 N. State St. 

George Reischmann has been appointed 
sales representative for the Birmingham, 
Alabama, territory for Swank, Inc., manu- 
facturers of men’s jewelry, leather and 
accessories. 

Reischmann, who has been working out 
of the national sales office of Swank in 
New York, replaces Blair “Bud” Ruben, 
who has been given greater responsibility 
in the company and is now a member of 
the gales staff in Chicago. 

Bernard Wolf has been appointed sales 
representative for Southern New England, 
of Swank, Inc. 

Wolf, who has spent many years in re- 
tail selling in New England, has repre- 
sented Swank in Birmingham, Ala., and 


*Primmer, 





Chicago. His headquarters will be in the 
Boston district office of Swank. 

Appointment of eight district managers 
of the Portable Electric Appliance Divi- 
sion of Landers, Frary & Clark, New 
Britain, Conn., was announced today by 
R. M. Oliver, general merchandise 
manger. 

Individuals in district headquarters 
cities are: William H. Bond, Chicago; 
Clifford E. Glader, Milwaukee; Ray E. 
Indianapolis; Ralph E. Wood- 
ard, Minneapolis; A. H. Ullrich, Kansas 
City; Earl D. Sargent, Detroit; Fred B. 
Walrath, Pittsburgh, A. V. Elkin, Bir- 


mingham. 


Swank 
Chain 
Store 
Sales 


Marshall Tulin 
Ass't to Gen'! Sales 
Mgr. in Charge of 
Chain Store Sales of 

Swank, Inc. 





Marshall Tulin has been appointed as- 
sistant to the general sales manager in 
charge of chain store sales, it was an- 
nounced here today by Chester G. Gifford, 
general sales manager of Swank, Inc.. 
manufacturers of men’s jewelry, leather 
and other accessories. 

Tulin has been with Swank for nine 
years as a member of the sales organiza- 
tion in New York. 








Newly Appointed Elgin Representatives 





J. W. Strauss D. Willoughby C. A. Schultz J. E. Donohue 


Appointment of seven new representa- 
tives to the field selling staff of Elgin Na- 
tional Watch Co., was made recently by 
Howard D. Schaeffer, vice-president, in a 
move designed to “strengthen the com- 
pany’s service to dealers.” The new ap- 
pointees are: 

Joseph W. Strauss, who will headquarter 
at Elgin’s Eastern regional offices, 630 
Fifth Ave., New York, and will handle 
part of the New York metropolitan area; 
David J. Willoughby, Jr., who will work 


out of the same regional office, and will 


cover Southeastern Pennsylvania and 








R. Drexmit A. R. Hand 


V. |. Mora 


Southern New Jersey; C. A. Schultz, as- 
signed to the Central Ohio area; John E. 
Donohue, assigned to the West Virginia 
territory-; Vincent I. Mora, who will cover 
Northern Indiana and Southern Michigan; 
Ray Drexmit who will cover the Alabama 
territory, and Albert R. Hand, assigned to 
North and South Dakota, Northwestern 
Iowa and Western Minnesota. 

Schaeffer said all the new representatives 
have had broad experience in the jewelry 
trade and that, in addition, they have 
taken special training at Elgin in retail 
jewelry sales work. 
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... and 
in Conclusion... 


Always capable of running a sentence into a paragraph, 


we saw a sign on a tavern the other night which reminded 


us of our militant and crusading industry. It said, “No 
television here, but we have a fight every night.” 


* *% % 


IN FAVOR OF LOCAL ADVERTISING 


On the basis of present schedules, it appears quite 
likely that national advertising of jewelry store items will 
reach an all-time high during November and December 
of this year. Advance proofs of the advertisements we 
have seen all show a strong emphasis on quality, value 
and style; a substantial appeal for the patronage of retail 
jewelry store prospects. 

Obviously, the smart merchant will channel the flow of 
local business, created by these national advertisements, 
into his store—and the more local advertising, the more 
readily consumers will convert their impulses into pur- 
chases. 

Traditionally, the retail jeweler advertises heaviest in 
November and December. Pre-war he spent 27 per cent 
of his annual advertising budget during that period. Last 
year he spent only 18 per cent of his total during this 
peak sales period. 

This is 1949. Traditional, seasonal sales patterns are 
reappearing in practically every industry. The jeweler 
can well review his present plans for advertising expendi- 
tures during the next two months to be sure he is schedul- 
‘ing his investment properly; to get the greatest benefit 
from the favorable selling season which exists between 


now and Christmas. 
* — aa 


OUR ESSENTIAL ALLY—MRS. AMERICA 


Whenever jewelers gather, their conversations soon 
turn to a discussion of existing conditions; taxes, styles, 
national business volume, collections . . . 

However, the pattern of our industry is affected by even 
more primary influences; forces which actually create the 
conditions under which retail jewelers are obliged to 
operate. 

Let us, for example, consider excise taxes. 

We have them today because they were applied by the 
Government during the war for specific purposes, with 
which we are all familiar. Because the public recognized 
the exigencies of the moment, it went along and paid the 
taxes in a matter of fact way without complaint. 

However, when the war was officially over and the 
excise taxes continued, the public began to get restless. 
For women wanted to buy face powder and baby oils 
without a tax penalty; they considered cosmetics as per- 
sonal essentials and, fortunately for us, they today regard 
jewelry as a necessity of good dress. 

That consumer attitude, that regard for jewelry as an 
essential, has put Mrs. America on our side in the battle 
for removal of excise taxes. 
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Now why is she there? More pointedly, why does she 
buy jewelry today with its burdensome 20 per cent tax 
penalty ? 
| Because of the job the retailer has done to popularize 
it? Maybe to a minor extent. (The jeweler could do 
nothing about influencing women when, only fifteen 
years ago, “no jewelry” was the vogue. ) 

No, women consider jewelry as a necessary part of their 
wardrobe today, because women’s stylists, a few years 
back, began to again employ it in dramatizing their 
creations. That, and that alone, has put the American 
woman on our side in the tax fight. She’s sick of a 20 
per cent penalty every time she buys something to ep. 
hance her attractiveness—and we want her to continue 
as our ally. 

But what assurance have we that dress designers will 
continue to be so favorable to our merchandise? How do 
we know what they will decree when they feel the need 
of every available dollar. How do we know they will not 
again decide to dictate “no jewelry”? 

Fortunately, our industry during the past few years, 
has created and maintained an active force dedicated to 
the continuing popularity of jewelry. During the brief 
three years since the establishment of the Jewelry Indus. 
try Council, it has built an organization which does 
things; the things which this industry must continue to 
do at an increasing rate, if we are to profitably continue 
in today’s highly competitive marketplace. 

In addition to its national merchandising “Parades,” 
its national magazine advertising, its national distribution 
of newspaper publicity, its preparation of syndicated 
mailing pieces, its offerings of “canned” talks for re- 
tailers—and many such associated activities, in addition, 
the JIC is making certain that leaders in the fashion 
world know, jewelry as the big factor it is in highlighting 
women’s fashions. Martha Percilla, the Council’s new 
Fashion Director, has had dramatic success in her style 
show work with fashion leaders, magazine and news- 
paper editors, all over the country. Evidence piles upon 
evidence proving the value of this JIC style effort—but it 
all requires money. 

Manufacturers have been strong in their financial sup- 
port of the Jewelry Industry Council—more and more 
retailers are joining it. [A list of contributing manufac- 
turers, wholesalers and suppliers will be published in the 
January issue of the JEWELERS’ CiRCULAR-KEYSTONE. | 

It is the cheapest insurance policy you can get to pro- 
tect the fundamentals of your business, the fundamentals 
which will determine the public relations climate under 
which your particular store will operate. two—five—ten 
years from now. . | 

It is a national endeavor with local benefits. It is a 
group effort in which you should share. If you write 
Jewelry Industry Council, 366 Fifth Ave., New York 1 
today, you can start enjoying its benefits right now. 


# = * 


Business Lousy?—-Remember your business is less 
likely to crawl if you get the bugs out of it. 


Hane BFE A 


Editor 


THE JEWELERS’ CIRCULAR-KEYSTONE 
























EVEN HADLEY has been astound- 
‘ed at the overwhelming accept- 
ance and continued demand for this 
new line of “Instant Initial” men’s ee 

jewelry! Popular everywhere with > 

“men for its bold, modern design— ss es 7" 
popular everywhere with counter tt ‘ 
F | salespeople for its quick, easy as- 


| ~ sembly — it’s as sales-lively as pop- 
corn. on a griddle! Order and 
display early for your holiday trade. 
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FREE DISPLAY! 


A handsome red plush and blond wood 
stand for your counter, with No. 60 assort- 
ment. Also free newspaper mats for your 
own advertising, upon request. 


THE HADLEY COMPANY, 








‘The appiest brides have 





Brides —your most important customers! Brides —thesure- 2 
selling subject of all Community advertising! Nc 
silverplate advertising is seen, and loved, by 80 many of 
your: best prospects as Community! Take this full-page 

Community bride advertisement, for instance, painted by 
famed artist Jon Whitcomb. It will appear in November : 
issue of Life, Ladies’ Home Journal, Woman’s Home Com- 

_ panion, . Good Housekeeping, Cosmopolitan, Redbook, 
American, Mademoiseiie and Glamour—telling the story 
of the Community* you sel! to more than 81,279,400 
readers. (Read more about Jon Whit.omd. Pages 14, 15 this issue.) 
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